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Color  is  not  exactly  a  novelty  in  the  pages  of 
the  Chicago  Tribune.  We  printed  our  first  spot 
color  ad  in  1903;  our  first  ad  in  full  color  in 
1936.  Last  year,  in  general  advertising  alone, 
the  Tribune  published  more  color  than  any 
other  paper  in  the  United  States — the  equiva¬ 
lent  of  4^  pages. 

Tribune  color  today  is  a  time-tested,  profit- 


proved,  highly  productive  form  of  advertis¬ 
ing.  It  can  help  you  sell  more  than  you  ever 
dreamed  in  the  vast  Chicago  market. 

Advertisers  like  Pepsi-Cola  (115  pages), 
Borden’s  (139  pages)  and  Oscar  Mayer  (179 
pages)  have  achieved  spectacular  results  with 
Tribune  color.  Why  not  see  what  it  will  do 
for  you? 


Mote  reac/ets..,More  Afore  resct/fs 

The  Tt/hune  'em  in  Chicegof 


...WITH 
EA$Y-TO-ATTACH 
COLOR  CYLINDERS 
COLOR  COUPLES 
AND  COLOR  UNITS 


SCOTT  has  helped  many  newspaper  plants  keep  pace  with 
the  demand  for  color  by  attaching  Color  Cylinders,  Color 
Couples  or  adding  Color  Units  to  existing  SCOTT  Black 
&  White  Units. 

We  illustrate  a  typical  example  .  .  .  Color  Cylinders  at¬ 
tached  to  modern,  streamlined  SCOTT  Black  &  White  Units 
.  .  .  geared  to  provide  flexibility  of  color  plus  the  high¬ 
speed  production  demanded  by  today’s  continued  circula¬ 
tion  growths. 

If  you  have  problems  involving  the  use  of  ROP  or  Spot 
Color,  a  SCOTT  engineer  can  show  you  how  your  present 
equipment  can  be  converted  or  suggest  the  most  economical 
way  to  add  new  Color  Equipment. 


EXECUTIVE  &  SALES  OFFICE: 
501  FIFTH  AVE.,  NEW  YORK  17 

DIVISION  OF  WOOD  NEWSPAPER  MACHINERY  CORPORATION  Plant;  Piainfi«id.  N.  J. 


WALTER  SCOTT  &  CO. 


BUILDERS  OF  PRESSROOM  AND  REELROOM  MACHINERY  AND  EQUIPMENT  SINCE  1875 


You're  in 
•  •  •  in  Indiana 
with  the  STAR 
and  the  NEWS 


To  make  more  friends  and  customers  for  your  product  or 
service— in  Central  Indiana’s  $3.8  billion,  45  county 
market— advertise  in  Indiana's  biggest  circulation 
newspapers,  The  Star  and  The  News. 


Here  s  the  practical,  lowest  cost  way  to 
get  In— and  stay  in  this  rich  market's 
stores  and  homes. 


The  coverage  figures  of  The  Star  and 
The  News  tell  the  story. 


The  Indianapolis  Star 

Morning  4  Sunder 

The  Indianapolis  News 


KELLY-SMITH  COMPANY  NATIONAL  REPRESENTATIVES 


For  The 
Houston 
Chronicle 


1,038,768  Lines  of  R.O.P.  Color 
Advertising  in  Seven  Months — 
More  Than  Both  Other  Houston 
Newspapers  Combined 

In  Houston,  The  Chronicle 

Reaches  More  People 
Carries  More  Adrertising 
Sells  More  Merchondise 
and 

DOMINATES 

R.  O.  P. 

Color 

Advertising 


EDITOR  &  PUBLISHER  CALENDAR 

SEPTEMBER 

26- 30— International  Printing  Pressmen  and  Assistants'  Un\;n  of  Nnrt), 
America,  Hotel  New  Yorker,  New  York. 

27 -  EDITOR  &  PUBLISHER-AANR  Newspaper  Color  Awards  i-jncheon  »tid 

Exhibit,  Hotel  Biltmore,  New  York  City.  | 

28- Oct.  I — Society  of  American  Travel  Writers,  Williamsburg,  Va. 

29- Oct.  I — West  Virginia  Press  Association,  Hotel  Frederick,  Huntinotiwi 

W.  Va.  ^ 

30- Oct.  1-2— Indiana  Associated  Press,  Pick-Oliver  Hotel,  So..rh  Bend. 

OCTOBER 

1-2 — Seventh  Newspaper  Circulation  Managers'  School,  University  of  Kan. 
sas,  Lawrence. 

1- 2 — South  Dakota  AP  Managing  Editors  Association,  Mitchell  S.  D. 

2- 4— I nterstate  Circulation  Managers  Association.  Benjamin  Franklin  Hotel 

Philadelphia. 

2-4— Advertising  Federation  of  America,  seventh  district  convention,  Chat, 
tanooga,  Tenn. 

j  3-4— New  England  Newspaper  Advertising  Executives  Association,  Parker 
House.  Boston,  Mass. 

7- 8— University  Press  Club  of  Michigan,  43rd  annual,  Ann  Arbor. 

8 -  Hoosler  State  Press  Association.  Typographical  Clinic,  Sheraton-Llncoln 
Hotel.  Indianapolis. 

;  9 — Colorado  AP  news  executives.  Brown  Palace  Hotel,  Denver. 
j9-ll — Mid-Atlantic  Circulation  Managers  Association,  41st  convention, 
Poinsett  Hotel,  Greenville,  S.  C. 

!  9-1 1— Ohio  Circulation  Managers  Association,  Pick-Fort  Hayes  Hotel. 

I  Columbus,  Ohio. 

9- 11 — California  Circulation  Managers  Association,  Flamingo  Hotel,  Santa 
I  Rosa,  Calif. 

11- 14— New  England  Associated  Press  News  Executives  Association  Eastern 
Slope  Inn,  North  Conway,  N.  H. 

12- 15— Southern  Regional  Workshop,  National  Newspaper  Promotion  Asso¬ 
ciation,  Phoenix  Hotel,  Lexington,  Ky. 

13- 14— World  Newspaper  Forum,  Los  Angeles. 

13-14— Advertising  Media  Credit  Executives  Association,  Sheraton  Towers 
Hotel,  Chicago. 

13- 15— Pennsylvania  Newspaper  Publishers  Association,  Penn  Harris  Hotel, 
Harrisburg,  Pa. 

j  14— California  Newspaper  Advertising  Executives  Association,  Leopard 
Cafe,  San  Francisco. 

14- 15 — Northwest  Daily  Press  Association,  Hotel  Normandy,  Minneapolis, 
Minn. 

14-15 — Missouri  Press  Association,  convention.  Statler-Hilton  Hotel,  St 
Louis,  Mo. 

14-15— Michigan  UPl  Editors,  Sheraton-Cadillac  Hotel  and  Cobo  Hell,  I 
Detroit.  I 

14- 16— Inter  American  Press  Association,  Hotel  Tequendama,  Bogota, 
Columbia. 

I Pennsylvania  AP,  Penn  Harris  Hotel,  Harrisburg. 

15- 1^— South  Carolina  AP  News  Council,  Charleston. 

15- 22 — National  Newspaper  Week. 

16- 17 — Advertising  Managers  Bureau,  New  York  State  Dailies,  Hotel  Syra¬ 
cuse,  Syracuse,  N.  Y. 

16-18 — Inland  Daily  Press  Association,  Drake  Hotel.  Chicago. 

16- 19 — Institute  of  Newspaper  Controllers  and  Finance  Officers,  Statler- 
Hilton,  Detroit. 

17 —  New  England  Newspapers  Advertising  Bureau,  Statler-Hilton  Hotel, 
Boston. 

17-18 — New  York  State  Associated  Press  Association,  Sheraton-Ten  Eyck 
Hotel,  Albany.  " 

j  18 — New  England  Daily  Newspaper  Association,  Sheraton-Plaza  Hole, 

I  Boston,  Mass.  ( 

j  19-21— Audit  Bureau  of  Circulations,  Biltmore  Hotel.  New  York  City.  | 
j  21 — Oregon-Washington  Associated  Press  Members,  Portland,  Oregor, 

22- 23— North  Dakota  AP  newspapers.  Devils  Lake,  N.  D. 

23- 2^-National  Newspaper  Ptxsmotlon  Association,  Central  Region,  Shers- 
I  ton  Towers  Hotel,  Chicago. 

25-26— Iowa  AP  Managing  Editors  dinner  and  meeting,  Des  Moines. 

'  29-30 — Illinois  Mechanical  Conference.  St.  Nicholas  Hotel,  Springfield, 
j  29-30— Oh  lo  Associated  Press  Society,  Middletown.  I 


Source:  Media  Records 

THE  hAiSTQN  chronicle 

Read  by  More  Houstonian*  Than  Any  Other  Newspaper 
The  Chronicle  is  a  MUST  Buy ! 

The  Branham  Company  —  National  Representatives 


I  Vol.  98.  No.  39,  September  24.  1960,  EJditor  &  Publisher,  the  Fourth  Estste » 
published  every  Saturday  by  ^itor  &  Publisher  Co.,  Inc.  Vitoria!  and  Im^ 

;  ness  offices  at  Suite  1700,  Times  Tower,  1476  Broadway,  New  York  34,  N.  i- 
;  Cable  address,  “Edpub,  New  York.”  (Printed  by  HuKhes  Printing  Co.. 
Stroudsburg,  Pa.)  Second  class  mail  privileges  authorized  at  Blast  Stroudstan. 
Pa.  under  Act  of  March  3,  1879,  with  Titles  patented  and  Registered  and 
tents  Copyrighted  1960  by  the  Editor  &  Publisher  Co..  Inc.  Annual  subtcrip 
I  tion  $6.60  in  United  States  and  possessions,  and  in  Canada.  All  other  coa^ 
tries,  $10.00.  Payment  in  Sterling  may  be  made  to  BI&P  “American  Aeccast 
First  National  City  Bank  of  N.  Y.,  117  Old  Broad  St.,  London,  E.  C.  2. 
the  Australia  and  New  Zealand  Bank  Limited,  Royal  Exchange  Branch,  8(  Fxt 
j  St..  Sydney.  N.  S.  W.  .  n. 

I  Postmaster:  if  undelivered,  please  send  form  3679  to  Editor  &  Publisher  Os, 
Inc.,  1475  Broadway,  New  York  36,  N.  Y. 
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//V  ROCHESTER,  N.Y. 

COLOR  D I  ^ 

IS  GOING  Dl  Vi 


LINES  OF  COLOR  ADVERTISING 
IH  THE  TIMES-UNIOH  AND  M 
DEMOCRAT  AND  CHRONICLE  1 1 1  ^  1 1 
FOR  THE  FIRST  I  ^  ||  1 1 
EICHT  MONTHS  OF  1  W  W  \0 
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In  Rochester,  the  rapid  and  continuing  increase  in  the  use  of 
color  by  a  growing  list  of  important  national  and  retail  adver¬ 
tisers  is  proof  positive  that  the  Rochester  Times-Union  and 
Democrat  &  Chronicle  produce  color  at  its  result-getting  best. ' 
Try  color  in  Rochester  for  YOUR  product.  You’ll  get  terrific 
sales-producing  impact  in  the  rich  6-county  market  area  with  its 
more  than  V2  million  ABC  city  zone. 

Almost  Every  Family  in  Metropolitan  Rochester  Buys  and 
Reads  One  or  Both  of  these  Two  Great  Newspapers 

ROCHESTER  TIMES-UNION 

EVENING 

Brmocrat 

MORNING  AND  SUNDAY 
Members;  The  Gannett  Group  of  Newspapers 
Represented  by  Gannett  Advertising  Sales,  Inc. 

New  York,  Philadelphia,  Hartford,  Syracuse,  Chicago,  Detroit,  San  Francisco 
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539.491 

lines  of 
color  odv. 


698,771 

lines  of 
color  odv 


1st  6  mo.  of 

1959 


1st  6  mo.  of 


That’s  right! 

The  St.  Petersburg  Times 
is  a  hot  medium 
for  color  adv. 

Nice  Gain! 

159,280  lines 
in  just  6  mos. 


^t.  pctcrsbura  Cimc 

PLORIOAS  leST  NEwSPArU 
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Prodigal  Returns  Home 

The  column  is  happy  to  return  to  its  old  anchored  liomeplace 
on  Page  4,  after  nine  months  of  wandering  from  page  to 
page  in  the  back-of-the-book.  due  to  the  exigencies  of  advertising 
contracts  (bless  them  and  may  they  grow  in  number  and  vol¬ 
ume).  Readers  (and  may  they,  too,  grow  in  number)  can 
always  find  us  here  at  home  hereafter  without  the  nect^ssity  o{ 
looking  in  the  index  or  thumbing  through  multiple  pages  to 
find  us.  .  .  .  Sam  P.  Harbon.  who  served  for  more  than  a 
quarter  century  as  secretary  of  the  Texas  Press  A.-sociation 
and  a  half  century  as  publisher  of  the  Richardson  (Texas) 
Echo,  observed  his  82nd  birthday.  .  . .  Tommy  Tarbox,  Phoenix, 
Ariz.,  former  columnist  on  the  old  Cleveland  News,  invented 
and  is  marketing  a  new  game  called  “putter  pool,”  a  combina¬ 
tion  of  miniature  golf  and  pocket  billiards.  .  .  .  Executive  Vi<*- 
president  Jerome  H.  O’CaUaghan,  Hartford  Courant,  marking 
his  50th  anniversary  with  the  paper,  recalls  that  when  he 
started  as  an  office  boy  he  worked  from  7  to  6  six  days  a  week 
plus  one  night. 

How  a  Hettd  Writer  Votes 

Nixon’s  Margin  2^  Over  Kennedy; 

Lodge  Likewise  Edges  Out  Johnson 

Desks  of  the  Nation  Unite 
To  Bar  Dem  Extravagance 

— Emy  Tliomas 

— The  Encyclopaedia  Britannica  says:  “A  columnist  main-  I 
tains  a  running  commentary  on  contemporary  life.  He  attach  | 
its  shams  and  hypocrisies  and  especially  the  individuals  who 
best  epitomize  them.  He  may  be  obviously  humorous,  subtly  * 
so,  comical  or  satirical,  or  any  combination  of  these,  but  the 
result  must  be  entertaining;  his  own  personality  must  always 
shine  through  and  his  personal  bias  be  apparent.”  .  .  .  MiJUUe- 
town  (Conn.)  Press.  County  Editor  Reed  B.  Bartman  Jr.,  is 
now  writing  a  Monday  column,  “The  County  Scene,”  made  up 
of  interviews  with  personalities  and  discussions  of  issues  ia 
Middlesex  County’s  15  towns.  ...  A  call  from  the  secretary 
to  the  head  of  Napier  Field  Vocational  Technical  School  to 
Reporter  Ken  Hogg,  Dothan  (Ala.)  Eagle,  is  always  good  for 
a  chuckle  for  the  news  staff.  She  invariably  says:  “Mr.  Hamm 
would  like  to  speak  to  Mr.  Hogg.” 

The  Libelous  Cinema 

I  think  that  I  have  never  seen 
A  newsman  on  the  movie  screen 
Played  by  an  actor  who  has  been  one 

Or  even  known  a  man  who’s  seen  one- 
—Tom  Pease 

— The  Nance  County  (Neb.)  Journal  observes:  “There  are 
an  average  of  25  letters  in  a  line  of  type  and  180  lines  to  a 
column.  That’s  4,500  letters  to  a  column.  Newspapers  are 
mighty  pleased  if  there’s  only  one  error  to  a  column.  After 
all,  that’s  only  one,  error  in  4s500  chances  and  not  even  Lub 
Aparicio  of  the  Chicago  White  Sox  can  come  close  to  that 
average.”  .  .  .  Hugh  Allen,  Knoxville  News  Sentinel,  observes: 
“All  work  and  no  plagiarism  makes  very  dull  reading.”  .  ■  • 
Stephanie  Brown,  Minneapolis  Tribune  reporter,  played  the 
part  of  a  showgirl — and  a  handsome  one,  too — at  the  Minnesota 
State  Fair  to  get  a  feature  story.  “I  think  I’ll  stick  to  reporting, 
she  wrote.  .  .  .  Gael;  Greene,  New  York  Post  and  formerly  wiA 
the  United  Press  and  Detroit  Free  Press,  is  author  of  “Dont 
Come  Back  Without  It”  (Simon  &  Schuster),  the  story  of  her 
adventures  and  misadventures  as  a  big  city  girl  reporter. 
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Now  More  Than  EVER  — 

The  Birmingham  News- Pott- Herald  Con 
Give  You  R.O.P.  Color  When.  Where. 
and  Exoctly  How  You  Wont  It 

Six  gleaming  new  presses  fully  equipped  with  color 
holf  decks  will  begin  rolling  beoutiful  new  R.O.P. 
color  on  Nov.  1 . 

They  will  be  added  to  the  extensive  color  presses 
thot  hove  already  mode  The  Birmingham  News-Post-Herold 
0  color  leader  every  yeor  since  the  1 930's. 

Now  more  thon  ever  you  con  get — 

O  More  color  positions 

O  Wider  choice  of  color  tones  and  hues 

•  Larger  individual  sections  making  full  use  of 
R.O.P.  color 

O  Greater  flexibility  in  scheduling  your  color 

•  Continuir>g  low,  low  color  rotes 


Now  more  than  ever  you  con  use  orw  of  the  most  powerful 
selling  tools  of  the  modern  age — R.O.P.  color  in  r>ews- 
popers — to  build  volunw  orsd  profits  in  this  leading 
U.  S.  market. 

Here's  o  sure-fire  combinotion; 

Blanket  coverage  of  The  Birmingham  News-Post-Herold  plus 
Prestige  ond  occeptonce  of  Alabama's  lorgest  evening, 
morning,  ond  Surtdoy  newspopers  plus — The  tre¬ 
mendous  extra  punch  of  R.O.P.  color. 

Write  teeey  fer  ear  deteHee  feMer  etviee 
teH  Iwtirwetlee  ae  ILO.P.  celar  advertWet  i* 
TIm  Hrwiaelieai  Hava.  Nmt  to  eradeattoe.  M 
wW  ke  avaMoMa  wkaa  the  aaw  araitat  ralt 


"The  Most  Powerful  Selling  Force  in  Alabama' 


(llkt  ^icintn.0h!tnt  -  Birmingham  Post-Herald 


Kelly-Sinith  Compeny.  Natienel  RepretentoHvet 


editorial 


Newspaper  Color 

"C'oR  the  fourth  year  in  a  row  Eoitor  fe  Pi  bi.ishkr  is  |>r()iul  to  present 

awards  for  newspaper  color  a<lvertising  to  a  distinguislied  list  of 
newspapers,  advertisers  an<l  agencies.  We  are  also  proud  of  the  co¬ 
operation  of  the  American  .Association  of  Newspajjer  Rejjresentatives 
in  sponsoring  the  comfietition  and  the  awards  luncheon  at  the  Uilt- 
more  Hotel  Sept.  27. 

We  are  especially  proiul  of  the  fact  that  the  entries  in  the  E&l* 
color  contests  are  of  such  high  cpiality  that  several  advertising  agencies 
have  requested  a  selection  for  special  exhibits  and  the  Bureau  of 
Advertising,  ANP.\,  is  preparing  similar  exhibits  from  the  contest 
for  showing  around  the  country. 

This  is  the  fourth  year  of  awards  to  newspapers  for  excellence  of 
color  advertising  reproduction.  It  is  the  third  year  of  awards  to  na¬ 
tional  advertisers  and  agencies  for  creativity  in  the  use  of  news|)aper 
color.  It  is  the  second  year  for  awards  to  retail  advertisers: 

Why  this  emphasis  on  newspa|jer  color  advertising  by  Ediior  R: 
Publisher? 

Very  simply  it  is  because  newspa|jer  color  is  no  longer  a  ginnnick. 
a  stunt.  It  has  arrived  at  a  state  of  availability  and  quality  that  is 
attracting  advertisers  in  increasing  numbers.  Both  national  and  retail 
advertisers  and  their  agencies  are  learning  how  to  use  newspaper 
color  in  newspapers  and  they  know  the  added  impact  and  reception 
it  brings  to  their  messages. 

Approximately  1,000  newspa|X‘rs  representing  81%  of  U.S.  dailv 
circulation  now  offer  color  to  advertisers.  Half  of  this  number  offer 
multiple  color. 

A  new  survey  by  Carl  J.  Nelson,  re|Jortecl  in  this  issue,  reveals 
that  by  adding  one  color  to  black  and  white  ads  of  less  than  full 
page  size  readership  is  increased  by  71%  while  retention  value  in¬ 
creases  100%.  By  adding  full  color  readership  jinn]>s  107%  and  re¬ 
tention  jumps  214%. 

In  full  page  ads  the  addition  of  one  color  increases  readership  by 
80%  and  retention  by  02%. 

These  are  results — substantiated  by  many  case  history  reports  of 
individual  advertisers  in  this  issue — that  multiply  the  sellitig  effective¬ 
ness  of  newspaper  space  and  more  than  justify  the  additional  cost  to 
the  advertiser. 

E&P  welcomes  the  opportunity  of  informing  more  and  more  agen¬ 
cies  and  advertisers  of  these  facts  about  newspa|)ers  through  these 
annual  color  contests  and  awards. 

Giving  Credit  to  Others 

1 1  ^HERE  was  a  time  when  no  self-resjjecting  newspaper  would  mention 
a  competitor  by  name  or  say  anything  nice  about  it  no  matter 
how  much  it  might  he  deserved.  The  practice  has  persisttxl  in  com¬ 
petitive  cities  not  quite  as  viciously  but  to  the  point  that  a  com¬ 
petitor  is  usually  referred  to  as  “another  newspaper.” 

Perhaps  a  change  for  the  best  is  on  the  horizon.  Last  week  the 
New  York  World-Telegram  took  the  almost  unprecedented  step  of 
congratulating  a  New  York  morning  newspaper  by  name  in  an 
editorial.  “We  congratulate  the  Daily  Nexus  on  its  forceful  and  fruit¬ 
ful  effort  to  persuade  President  Eisenhower  to  take  the  initiative 
at  next  week’s  UN  General  .\ssembly  meeting,”  the  editorial  said.  The 
World-Telegram  in  the  jjast  has  even  mentioned  its  afteriH)on  com¬ 
petitors  by  name  when  they  have  uncovererl  stories  that  have  devel¬ 
oped  significant  local  news. 

Why  not?  When  newspapers  lean  over  backward  to  make  each 
other  look  bad  in  the  public’s  eye  they  tend  to  tear  down  the  reputa¬ 
tion  of  all  newspapers.  ,\  forthright  hats  off,  an  honest  bow  when 
credit  is  due,  would  build  more  character  for  the  entire  industry. 
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Righleaunneas  exalteth  a  nation:  hut 
sin  i*  a  reproach  to  any  people — Pror- 
erhs,  XIV;  M. 


Editor  &  Publishor 

(»  THE  FOURTH  ESTATE 

The  Oldest  Publishers'  and  Advertisers' 
Newspaper  in  America 

With  which  has  been  merged:  The  Journalist, 
established  March  22,  1884;  Newspaperdom, 
established  March,  1892:  the  Fourth  Estate. 
March  I,  1894;  Editor  &  Publishor,  June  29, 
1901;  Advertising,  January  22,  1925. 

James  Wright  Brown 

Publisher,  Chairman  of  Board,  1912-1959 

Publisher  and  Editor 
Robert  U.  Brown 

General  Manager 

James  W.  Brown,  Jr. 

Executive  Editor,  Jerome  H.  Walker;  Features, 
Ray  Erwin,  Richard  Friedman,  Philip  N. 
Schuyler,  Robert  M.  Warner;  Advertisiag 
News,  Robert  B.  McIntyre,  Marketing  aad 
Research  Manager,  Albert  E.  Weis;  Markatiag 
Consultant,  Ray  B.  Prescott;  Librarian,  Janet 
Haslett. 

Treasurer,  Arline  Demar;  Advertising  Manager, 
Henry  C.  Thiele;  Advertising  Production  Man¬ 
ager,  Bernadette  Borries;  Promotion  Man¬ 
ager,  George  Wilt;  Circulation  Director, 
George  S.  McBride;  Circulation  Manager, 
George  H.  Strate;  Classified  Advertising 
Manager,  John  Johnson. 

;  General  Offices — Suite  1700,  Times  Tower, 

,  1475  Broadway,  New  York  36  N.  Y.  — 

BRyant  9-3052. 

BUREAUS 

Washington:  Pat  Munroe,  1201  National  Press 
I  Building.  ST  3-6756-7. 

i  Chicago:  George  A.  Brandenburg,  Mid-West 

Editor;  Harry  B.  Mullinix,  Western  Advertis¬ 
ing  Manager;  Grant  Biddle,  Representative: 
360  North  Michigan  Ave.  State  2-4898. 
Boston:  Guy  Livingston,  344  Little  Bldg.  80 
Boylston  St.  HA  6-8386. 

j  Detroit:  George  W.  Parker,  628  Free  Pmss 

j  Building.  Woodward  1-6085. 

San  Francisco:  Campbell  Watson,  Pacific 
,  Coast  Editor;  Duncan  A.  Scott,  Advertising 

'  Representative;  85  Post  St.  Garfield  1-7950. 

Los  Angeles;  Frederic  C.  Coonradt,  Corre- 
I  spondent.  School  of  Journalism,  Unlversilr 

I  of  Southern  California,  3518  University  Ave, 

Duncan  A.  Scott,  Advertising  Represents- 
j  tive,  1901  West  8th  St.,  Dunkirk  8-4151. 

London,  England:  Alan  Delafons,  Manager,  23 
Ethelbert  Road,  Birchington,  Kent,  England. 
Peter  Bostock,  correspondent,  74a,  Primrose 
Mansions,  Prince  of  Wales  Dr.,  London, 
S.W.  II,  MACauley  7773. 

Paris,  Franca:  G.  Langelaan,  Correspondent 
48  Avenue  de  Paris  Vincennes  (Seine). 
Charter  Member  Audit  Bureau  of  Circulatioaa 
Member  Associated  Business  Publications  6  na 
averase  net  paid  June  30,  1960 — 20,947,  Renewals 
to  October  31.  1969  76.98%. 
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Jenkins,  New  York  Journal-American 


JOINING  THE  BIG  ACT  IN  NEW  YORK 
Yardley,  Baltimore  (Md.)  Sun 


ROGUE'S  GALLERY 
Shanks,  Buffalo  (N.Y.)  Evening  News 


letters 


PUBLICITY  PICTURES 

Bob  Warner’s  article  (“Publicity  Pic¬ 
tures  Rarely  See  Print”,  Aug.  20)  is  ex¬ 
cellent.  But  he  seems  to  have  confined  his 
inquiries  only  to  picture  editors  of  metro¬ 
politan  newspapers. 

Small  city  editors  of  dailies  and  editors 
of  weeklies  probably  use  a  larger  propor¬ 
tion  of  the  free  publicity  pictures.  They 
have  less  pressure  on  space,  they  are  sub¬ 
ject  to  some  local  influences  that  seldom 
reach  the  big  city  picture  editor.  They 
can  often  find  a  local  angle  in  a  picture. 

Hundreds  of  smaller  newspapers  have 
engraving  machines  which  have  limitations 
when  it  comes  to  reducing  or  enlarging. 
Few  of  the  people  who  get  out  publicity 
ever  bother  to  consider  this  problem.  They 
buy  8  xlO’s,  paying  extra  for  the  large 
size  prints  and  extra  for  wrapping  and 
postage  only  to  have  them  tossed  promptly 
in  wastebaskets  because,  though  they 
might  be  acceptable,  even  desirable,  they 
impose  extra  expense  and  delay  for  re¬ 
photographing.  If  prints  were  sent  some¬ 
where  near  the  one,  two,  three  or  four- 
column  size  the  space  seeker  would  like 
to  have  and  cropping  were  done  when  the 
prints  are  made,  more  of  the  pictures  that 
are  regarded  as  of  marginal  value  would 
get  into  print. 

D.  H.  Moreau 

Hunterdon  County  Democrat, 

Flemington,  N.  J. 


in  the  political  life  of  the  nation.  But  I 
call  to  your  attention  this  alarming  state¬ 
ment  in  the  COPE  report: 

“The  ANG  is  small  by  comparison  with 
many  International  Unions  but  its  influ¬ 
ence  is  out  of  proportion  to  its  size  due  to 
the  key  part  its  members  play  in  com¬ 
municating  news  and  ideas.  Most  of  the 
best  newspapermen  are  Guild  members.” 

No  matter  how  I  read  this  statement, 
it  implies  that  newspaper  reporters  and 
editors  are  in  a  strategic  position  to  in¬ 
fluence  what  the  .American  public  shall 
read  about  politics. 

May  I  urge  you,  journalism  educators 
and  all  other  persons  of  influence  in  the 
industry  to  fight  this  philosophy  with  all 
the  energy  you  can  muster. 

I  hope  that  the  nation’s  “best  news¬ 
papermen”  wiU  rise  as  one  man  in  revolt 
against  this  ugly  shadow  which  now  lies 
over  their  professional  integrity, 

Don  a.  Goodall 

McLean,  Va. 


She  does  the  boudoir  and  bath  bit, 
emerges  shining  and  sparkling  in  her 
baiting  suit  and  new  French  batiste 
robe.  —  Setv  York  Herald  Tribune. 


A  garden  setting  was  based  on  motifs 
of  old  and  familiar  melodies  surrounded 
by  a  low  white  picket  fence.  —  Newton 
(Kas.)  Kansan. 


He  said  young  draftees  could  adapt 
themselves  to  military  lie  easier.  —  Sa¬ 
vannah  (Ga.)  Morning  News. 

• 

One  of  our  most  eligible  bachelors  is 
retiring  from  practice.  Hale  and  hearty 
at  65,  the  doctor  says  all  he  wants  is  a 
little  peach  and  quiet.  —  Wildwood-by- 
the-Sea  (N.  J.)  Cape  May  County  News. 
• 

Each  team  committed  sex  errors  in 
the  wild  game,  and  only  seven  of  the  14 
runs  scored  were  eam^.  —  Bridgeport 


TOP  STORIES  IN  TfflS  ISSUE 


5  Dailies,  6  Ads  Win  E&P  Color  Contest  . 

Y&R,  Grey  Win  Top  Honors . 

Neiman-Marcus,  Mariton's,  Magnin — 

Are  Retail  Winners  . 

Mass  Coverage  of  UN . 

Wichita  Eagle  Buys  Beacon . 

Parley  Reveals  New  Facts  on  Color  . 

Color  Performs  Recognition  Role . 

21  Reasons  for  Using  Color  . 

Research  Inventory  Project  Started  . 

Rise  of  School  Reporting  Outlined . 

Color  Best  Insurance  Against  Obscurity  . . 
SEC  Steps  Up  Checks  on  PR  'Stock  News' 
More  College  Boards  Opening  Meetings  . 
Gallivan  Publisher  of  Salt  Lake  Tribune  . . 
'Ponytail'  Panel  Kids  Teens  . 
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UPI  PROUDLY  PRESENTS  TO  ITS  SUBSCRIBING  NEWSPAPERS 
AN  UNUSUAL  CIVIL  WAR  CENTENNIAL  FEATURE. 

“This  Was  the  Civil  War,”  by  Merton  T.  Akers, 
authority  on  the  War  Between  the  States  and 
former  UPI  day  editor,  is  tersely  written, 
dramatic  history. 


It  will  be  mailed  in  page  proof  form  one  month 
in  advance  of  the  release  date.  Each  issue 
contains  four  or  five  weeks’  copy. 


There  will  be  a  mam  dispatch  for  each  week, 
plus  shorts,  sidebars,  and  chronology.  Illus¬ 
trations  (photographs  and  maps)  will  be  serv¬ 
iced  to  UPI  Telephoto  and  Unifax  subscribers. 


First  release  is  for  weekend  editions  of 
Nov.  5-6.  It  appears  in  the  initial  page  to  be 
distributed  about  Oct.  6. 


“This  Was  the  Civil  War”  is  a  part  of  the  UPI 
news  report— a  report  that  delivers  the  best  in 
basic  news  coverage  plus  a  bonus  of  timely, 
promotable  special  features. 


UPI  recommends  this  feature  to 
subscribers  as  an  ideal  vehicle  for 
reader  service  promotion,  both  for  adults 
and  for  school  children. 
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An  important  new 
medium  in 
world  journalism 


Sbt  fork  0imea 

INTERNATIONAL  EDITION 


today's  New  York  Times  in  Europe  today 


The  New  York  Times  opens  a  significant  new 
chapter  in  international  journalism  next  month. 
It  starts  publishing  its  International  Edition  in 
Paris  at  the  same  early  morning  hour  its  regular 
edition  is  being  published  in  New  York. 

Simultaneous  publication  is  made  possible  by  elec¬ 
tronic  typesetting.  This  will  be  its  first  continuous 
operation  across  3,000  miles  of  ocean.  Swift  air 
delivery  will  put  the  paper  into  readers’  hands  all 
over  Europe  at  the  same  time  as  in  the  U.  S. 

The  new  International  Edition— edited  in  New  York 
from  the  world  news  report  of  The  New  York 
Times— will  give  readers  in  Europe  basically  what 
readers  find  in  The  New  York  Times  in  New  York : 

Comprehensive  reports  from  Times  correspon¬ 
dents  on  the  move  all  over  the  world ,  in  Washing¬ 
ton,  New  York  and  elsewhere  over  the  U.  S.; 


Interpretation  of  U.  S.  and  world  affairs  by  such 
outstanding  Times  analysts  as  James  Reston, 
Arthur  Krock,  C.  L.  Sulzberger,  Hanson  W. 
Baldwin ; 

Complete  daily  New  York  and  American  stock  ex¬ 
change  tables;  bond,  commodity,  money,  over-the- 
counter,  mutual  fund  and  other  financial  reports. 

It  will  give  readers  in  Europe— as  no  other  publi¬ 
cation  does  —  a  daily  picture  of  U.  S.  and  world 
affairs  as  Americans  see  and  interpret  them. 

For  information  about  subscriptions,  or  about 
advertising,  please  write  us. 

THE  NEW  YORK  TIMES/INTERNATIONAL  EDITION 

229  West  43  Street,  New  York  36,  N.  Y. 

37  rue  Caumartin,  Paris  9,  France 


Every  Saturday  Since  1884 


THE  SPOT  NEWS  PAPER 

OF  THE  NEWSPAPER  AND  ADVERTISING  FIELDS 


5  Dailies,  6  Ads  Win  E&P 
‘Chips  Down’  Color  Contest 

Philadelphia  BuUetin  Wins 

A  publisher  and  editor  of  E&P,  at 

Full  And  Spot  Color  Awards  luncheon  co-sponsored  by  E&P 

^  and  the  American  Association 


the  importance  of  ag^ed  versus 
>rreen  coffee  beans.  (For  story 
and  picture  of  winning  ad  see 
page  32). 

Illustration  was  also  the 
dominating  factor  in  the  full- 
page,  one  color  and  black  ad 
for  Philip  Morris  Inc.’s  Alpine 
Cigarets  that  ran  in  the  Phila¬ 
delphia  Bulletin’s  edition  of 
Aug.  19,  1959.  Headlined,  “A 
New  High  .  .  .  High  Filtration 
and  Refreshing  "raste,”  this 
green  and  black  ad  showed  the 
Newspaper  Representatives  Alpine  Cigaret  pack  set  against 
the  Hotel  Biltmore,  New  a  snow-covered  mountain  peak 
•k,  on  Tuesday,  Sept.  27.  reflected  in  a  mirror-like  lake, 
nning  ads  will  be  displayed  (For  story  and  picture  see  page 


Hv  Robert  B.  Melnlvre 


The  chips  were  literally  down  the  art  and  production  depart- 
for  2,094  entries  submitted  by  ments  of  some  of  the  nation’s 
153  daily  newspapers  in  Editor  top  advertising  agencies,  used 
&  Publisher’s  Fourth  Annual  actual  jioker  chips  to  “ante” 
competition  for  outstanding  their  votes  for  the  following 
run-of- paper  (ROP)  color  re-  national  or  general  rate  full 
production  of  national  advertis-  and  spot  color  newspaper  ads 
ing  during  1959-1960.  placed  by  an  ad  agency  in  three 

Eight  judges,  representing  circulation  categories: 


Special  E&F  awards  will  be  prize-winning  full-color, 

presented  to  the  five  newspa-  full-page  insertion  in  the  New- 
pers  and  certificates  of  merit  ^^k  Star-Ledger  of  May  26, 
will  go  to  the  advertisers  and  jgeo,  was  placed  by  Young  & 
their  agencies.  Rubicam,  Inc.,  to  dramatically 

The  Winning  Ads  Amwican  Bakeries 

Co.  s  Two  Taystee  Firsts: 

The  winning  full-page,  full-  Hamburger  Buns  12  To  a 
color  ad  placed  by  Benton  &  Package!  Hot  Dog  Buns  10  To 
Bowles,  Inc.,  for  Instant  Yuban  a  Package!”  The  ad  was  domi- 
Coffee  in  the  April  13,  1960,  nated  by  full-color  illustrations 
edition  of  the  Philadelphia  Bui-  of  the  two  packages.  At  the 
letin  was  headlined:  “Now —  Ixittom  of  the  ad  were  full-color 
An  Instant  with  the  Richness  reproductions  of  a  hamburger 
of  Aged  Coffee  Beans!”  A  full-  and  hot  dog  well  garnished  on 
color  illustration  dominated  the  the  respective  rolls.  (See  story 
ad  and  showed  a  jar  of  the  cof-  ^nd  illustration  on  page  46). 
fee  set  in  an  open  bag  of  aged 

coffee  beans  against  a  back-  Texaco,  Inc.  s  full-page,  one 
ground  of  coffee  bags  stacked  color  (red)  and  black  insertion 
in  a  warehouse.  Copy  stressed  (Cmtinued  on  page  12) 


The  Winners 

THREE  COLORS  AND  BLACK 

(Circulation  over  250,000) 

The  Newspaper:  Philadelphia  (Pa.)  Bulletin. 
The  Advertiser:  Instant  Yuban  Coffee  (General 
Foods). 

The  Agency:  Benton  &  Bowles,  Inc. 

(Circulation  of  100,000-250,000) 

The  Newspaper:  Newark  (N.  J.)  Star-Ledger. 
The  Advertiser:  American  Bakeries  Co.,  Chicago. 
The  Agency:  Young  &  Rubicam,  Inc.,  Chicago. 

(Circulation  under  100,000) 

The  Newspaper:  LaCrome  (Wis.)  Tribtme. 

The  Advertiser:  Pacific  Gamble-Robinson,  Min¬ 
neapolis. 

The  Agency:  Knox  Reeves  Advertising,  Inc.,  Min¬ 
neapolis. 


ONE  COLOR  AND  BLACK 

(Circulation  over  250,000) 

The  Newspaper.  PhiUulelphia  (Pa.)  Bulletin. 
The  Advertiser:  Alpine  Cigarettes  (Philip  Mor¬ 
ris,  Inc.) 

The  Agency:  Doyle  Dane  Bernbach,  Inc. 
(Circulation  of  100,000-250,000) 

The  Newspaper:  Seattle  (Wash.)  Post-Intelli¬ 
gencer. 

The  Advertiser:  Texaco,  Inc. 

The  Agency:  Cunningham  &  Walsh,  Inc. 

(Circulation  under  100,000) 

The  Newspaper:  Rock  Island  (Ill.)  Argus. 

The  Advertiser:  H.  J.  Heinz  Co. 

The  Agency:  Maxon,  Inc.,  Detroit. 


HOW  ENTRIES  WERE  JUDGED — General  view  of  judqinq  room  shows 
some  of  Ihe  2,094  entries  in  EDITOR  &  PUBLISHER'S  Fourth  Annual 
Color  Awards  Competition  displayed  on  floor  for  viewin9  by  judaes 
who  voted  by  droppin9  poker  chips  on  ads  of  their  choice.  One  chip 
was  required  to  hold  ad  for  further  consideration.  As  selections  nar¬ 
rowed,  three  or  four  chips  on  an  ad  were  required  to  hold  it  for  final 
judqinq.  Final  vote  was  made  by  written  ballot. 
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NOT  MUSICAL  CHAIRS — Judges  are  not  playing  musical  chairs.  ThtY 
have  propped  entries  on  chairs  for  closer  look.  Shown  are:  Morris 
Rosenblum  (nearest  camera),  creative  director,  Macy's  New  York; 
Howard  Wilcox  (center),  art  director,  Cunningham  &  Walsh,  Inc.;  and 
Edward  C.  Mante,  vicepresident — print  production  manager,  Kenyon 
&  Eckhardt,  Inc.  Mr.  Mante  served  as  chairman  of  the  panel  of  judgts. 


ROP  color  and  commented 
freely  over  the  “excellence”  of 
the  entries  in  general.  How¬ 
ever,  what  has  become  a  peren¬ 
nial  question  asked  by  judges 
at  each  E&P  competition, 
“When  will  New  York  City 
dailies  start  offering  full  ROP 
color?”  was  again  raised. 


FIGURING  ALL  THE  ANGLES — Judges  narrow  down  entries  to  the 
finalist  stage.  Shown  (left  to  right)  are:  Andrew  Nelson,  art  director, 
J.  Walter  Thompson  Co.;  Louis  Loon,  manager  of  print  production  and 
traffic,  Mogul,  Williams  &  Saylor,  Inc.;  Edward  J.  Bravo,  art  director, 
MacManus,  John  &  Adams,  Inc.;  and  Dr.  George  M.  Halpern,  head  of 
graphic  arts  and  advertising  technology.  New  York  City  Community 
College. 


The  Judge: 

,  Watching  Dailiei> 

The  panel  of  judges  was 

chairmanned  by  Edward  C.  They  said  they  had  been 
Mante,  vicepresident — print  pro-  watching  with  interest  the  vari- 
duction  manager,  Kenyon  &  ous  advertisers  currently  using 
Eckhardt,  Inc.  His  panel  was  one  color  and  black  now  avail- 
Seattle  Post-Intelligencer.  A  made  up  of  Howard  Wilcox,  art  able  in  three  Manhattan  dailies 
night  shot  of  a  typical  Texaco  director  and  group  head.  Cun-  —  Herald  Tribune,  Journal - 
station  occupied  a  third  of  the  ningham  &  Walsh,  Inc.;  An-  American  and  the  Post — and 
page.  The  headline,  “You’re  drew  Nelson,  art  director,  J.  wondered  when  these  papers 
getting  100  Octane  plus  from  W'alter  Thompson  Co.;  Louis  might  be  ready  to  go  to  full 
Texaco,”  took  up  another  third  Leon,  manager  print  production  color, 
of  the  page.  Copy  filled  the  re-  and  traffic,  Mogul,  Williams  &  , 

maining  space.  (See  story  and  Saylor,  Inc.;  Michael  Winow, 

illustration  of  ad  on  page  44).  production  manager,  Ogilvy,  Color  Contest  Entries 

Ad  Srg."  5.  '  heid  “Jf  fo--  Exhibit 


Color  Awards 


ZEROING-IN — Lou  Leon  leros-in 
with  engraver's  glass  to  check 
screen  used  in  one  of  the  winning 
ads. 


A  full-page,  full-color  ad  co¬ 
featuring  SnOboy  apple  and 
Jell-0  salad  won  top  honors  for 
the  LaCrosse  Tribune  and  Pa¬ 
cific  Gamble-Robinson.  Placed 
by  Knox  Reeves  Advertising, 
Minneapolis,  in  the  Tribune  of 
Nov.  19,  1959,  art  work  fea¬ 
tured  a  large  red  apple  and  a 
dish  of  the  apple  and  Jell-0 
salad.  (See  story  on  page  38). 

H.  J.  Heinz  Co.’s  one-color 
and  black  ad  in  the  Rock  Island 
Argus  of  Sept.  16,  1959,  won 
the  award  for  newspapers  with 
circulation  under  100,000. 
Placed  by  Maxon,  Inc.,  Detroit, 
the  ad  was  headlined,  “Heinz 
Red  Magic  Parade  of  Harvest 
Values!”  The  words,  “Red 
Magic,”  a  parade  of  Heinz 
Tomato  Ketchup  bottles,  and 
the  familiar  Heinz  “Mr.  To¬ 
mato”  character  were  printed 
in  red.  (See  page  42). 
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grraphic  arts  and  advertising 
technology.  New  York  City 
Community  College;  Morris 
Rosenblum,  creative  director, 
Macy’s  New  York;  and  Edward 
J.  Bravo,  art  director,  Mc¬ 
Manus,  John  &  Adams,  Inc. 


Breakdown  of  Entries 


A  breakdown  of  the  2,094 
entries  for  reproduction  awards 
showed  1,045  entered  in  the 
three  colors  and  black  classifica¬ 
tion  and  1,049  entered  in  the 
one  color  and  black  classifica¬ 
tions. 

All  entries  for  reproduction 
awards  were  limited  to  national 
or  general  rate  ROP  newspaper 
color  ads  placed  by  an  agency 
and  appearing  in  dailies  be¬ 
tween  June  1,  1959  and  May  31, 
1960  inclusive. 

Judges  were  enthusiastic  over 
the  continuing  improvement  in 


Some  2,094  newspaper  color 
advertisements  submitted  in  the 
4th  annual  Editor  &  Publish  E31 
Color  Awards  Competition  are 
available  for  exhibit  purposes 
to  advertisers,  advertising  agen¬ 
cies,  newspapers  and  newspaper 
representatives. 

A  wide  variety  of  tearsheets 
of  advertisements  mounted  on 
white  board,  20  x  26  inches,  is 
available. 

An  initial  exhibit  of  over  300 
advertisements  will  be  shown  at 
the  AANR-Editor  &  Publisher 
‘Color  Awards  Luncheon  Sept. 
27  at  the  Hotel  Biltmore,  be¬ 
ginning  at  11  a.m. 

For  further  information  on 
color  advertising  exhibits,  con¬ 
tact  Robert  McLaughlin,  Bureau 
of  Advertising,  ANPA,  485  Lex- 
ingrton  Ave.,  New  York  City,  or 
Editor  &  Publisher,  1475 
Broadway,  New  York  36,  N.  Y. 


EYE-CATCHER  — One  of  enki** 
catches  critical  eye  of  juJg* 
Michael  Winow,  production  me*- 
ager,  Ogilvy,  Benson  &  Mather, 
Inc. 
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Y&R,  Grey  Win  Top  Honors 
(In  Creativity  Competition 
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Honorable  Mentions  Awarded 
For  First  Time  in  Contest 

ONE  COLOR  AND  BLACK: 


A  full-page,  full-color  ad  pre¬ 
pared  by  Young  &  Rubicam, 
Inc.,  for  Hunt  Foods,  Inc.,  and 
a  one-color  and  black  spread  by 
Grey  Advertising  Agency,  Inc., 
for  Catalina,  Inc.,  were  named 
top  honor  winners  in  Editor  & 
Pubushfb’s  Third  Annual  com¬ 
petition  for  use  and  implemen¬ 
tation  of  color  by  an  agency  in 
(general  newspaper  advertising 
daring  1959-1960. 

For  the  first  time  in  the  his¬ 
tory  of  the  competition  Honor¬ 
able  Mentions  were  awarded, 
two  of  them  going  to  Y&R,  one 
to  Doyle  Dane  Bembach,  Inc., 
and  one  to  McCann-Erickson, 
Inc. 

332  Entries 

A  panel  of  five  judges,  four 
of  them  art  directors  of  top  ad- 
agencies,  poured  over  a  totol  of 
332  entries  submited  by  59 
agencies  in  behalf  of  114  differ¬ 
ent  accounts.  The  winners: 

THREE  COLORS  AND 
BLACK: 

Advertiser:  Hunt  Foods,  Inc., 
Fullerton,  Calif. 

Advertising  Manager:  Fritz 
Oliger. 

Agency:  Young  &  Rubicam, 
Inc.,  Los  Angeles,  Calif. 

Art  Director:  Robert  M. 
Wheeler. 

Copy  Chief:  Paul  Waddell. 

No.  of  Papers  Used:  6. 

Total  Color  Linage:  117,160. 

HONORABLE  MENTIONS: 

Advertiser:  Four  Roses  An¬ 
tique  Kentucky  Straight 
Bourbon. 

Advertising  Manager:  Brad¬ 
ley  Houghton. 

Agency:  Young  &  Rubicam, 
Inc.,  New  York. 

Art  Director:  James  Elliott. 

Copywriter:  Norman  Robbins. 

No.  of  Papers  Used:  10. 

Total  Color  Linage:  25,200. 

*  «  * 

Advertiser:  Northern  Paper 
Mills. 

Advertising  Manager:  Robert 
J.  Turek. 

Agency:  Young  &  Rubicam, 
Inc. 

Art  Director:  David  Ed¬ 
munds. 

Copy  Chief:  Karl  Vollmer. 

No.  of  Papers  Used:  2. 

Total  Color  Linage:  7,200. 


Advertiser:  Catalina,  Inc.,  Los 
Angeles,  Calif. 

Advertising  Manager:  Mrs. 
Frances  Corey. 

.Agency:  Grey  Advertising 
.Agency,  Inc. 

Art  Director:  Bruce  Melin. 

Copy  Chief:  Anthony  Over¬ 
man. 

No.  of  Papers  Used:  2. 

Total  Color  Linage:  32,795. 

HONORABLE  MENTIONS: 

Advertiser:  Alpine  Cigarets 
(Philip  Morris,  Inc.). 

Advertising  Manager:  Alan 
Brick. 

Agency:  Doyle  Dane  Bem¬ 
bach,  Inc. 

Art  Director:  Robert  Gage. 

Copy  Chief:  Phyllis  Robinson. 

No.  of  Papers  Used:  135. 

Total  Color  Linage:  324,000. 

*  «  * 

Advertiser:  Humble  Oil  &  Re¬ 
fining  Co. 

Advertising  Manager:  F.  Van 
Iderstine. 

Agency:  McCann-Erickson, 
Inc. 


Art  Director:  Robert  Patter¬ 
son. 

Copy  Chief:  Jack  Wallace. 

No.  of  Papers  Used:  62  mar¬ 
kets. 

Total  Color  Linage:  215,000. 

Robert  U.  Browm,  publisher 
and  editor  of  E&P,  will  present 
major  awards  to  the  agency  and 
the  advertiser  at  a  luncheon  in 
the  Biltmore  Hotel,  New  York, 
on  Tuesday,  Sept.  27.  Miniature 
awards  will  go  to  the  advertis¬ 
ing  manager  of  the  product,  the 
art  director  and  the  copy  chief 
for  the  agency. 

The  judging  panel  was  made 
up  of  Wallace  W.  Elton,  vice- 
president  and  executive  art  di¬ 
rector,  J.  Walter  Thompson  Co.; 
Joseph  Elliott,  assistant  busi¬ 
ness  manager,  Philadelphia 
(Pa.)  Bulletin;  Paul  R.  Smith, 
vice  chairman  of  the  board  and 
creative  director,  Fletcher  Rich¬ 
ards,  Calkins  &  Holden,  Inc.; 
William  Strosahl,  creative  art 
director,  William  Esty  Com¬ 
pany,  Inc.;  and  Philip  Meyer, 
art  director  and  group  head, 
Cunningham  &  Walsh. 

Y&R’s  Ad  Sizzles 

The  judges  agreed  that 
Y^&R’s  full-page,  three-color  and 


TABLE  TALK— Wallace  W.  Elton  (laft),  vicopra«idant-axacutive  art 
director,  J.  Walter  Thompson  Co.,  and  Paul  R.  Smith,  vice  chairman 
of  the  board  and  creative  director,  Hatcher  Richards,  Calkins  &  Holden, 
Inc.,  indulge  in  some  table  talk  as  they  screen  entries  submitted  for 
consideration  as  best  printed  reproduction  of  color  ads  placed  by  an 
ad  agency. 
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The  ^  iiiiifrs 

COLORS  \.\l)  BLACK 

Young  &  Kiihiruiii.  Iiir. 
for 

lluiil  Foods.  Inc. 

* 

I  COl.OR  Also  BLACJv 

(irey  Atlvcrtising  Agency 
for 

Catalina,  Inc. 


black  ad  for  Hunt  Food’s  to¬ 
mato  catsup  was  indeed  a  siz- 
zler.  They  probably  got  the  de¬ 
scriptive  phrase  from  the  ad’s 
headline:  “What  Do  Steaks 
Sizzle  For?  Hunt’s  of  Course!’’ 
(See  story  on  page  18). 

Predominently  illustration, 
the  ad  showed  an  appetizing 
steak  cooked  to  a  turn  and 
partly  sliced  through  by  a  knife. 
A  buttered  baked  potato,  gar¬ 
nished  with  watercress,  com¬ 
prised  the  background  for  a 
bottle  of  the  catsup,  some  of 
which  had  been  poured  on  the 
steak. 

Grey’s  winning  entry  for  Cat¬ 
alina  sportswear  showed  a 
“daring  use”  of  brown  and 
black.  Headlined,  “There’s  a 
Lot  of  Talk  in  the  Trade,”  the 
color  brown  was  applied  to  the 
illustration  and  to  key  words 
in  a  block  of  copy.  (See  story 
on  page  19). 

Judges  were  impressed  with 
the  simplicity  of  art,  copy  and 
design  used  in  many  of  the  en¬ 
tries.  These  factors,  plus  the 
implementation  of  the  ideas  and 
adaptability  to  the  newspaper 
medium  led  the  judges  to  their 
selections  of  the  top  award 
winners. 


THE 

AWARDS 

GALLERY 


Exhibits  anil  stories  about 
the  winners  in  E&P  Color 
competition  liegin  on  page 
18.  this  issue. 
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Neiman-Marcus,  Marston’s, 


The  Winners 

(Over  250,000  circidution) 


Magnin  Win  Retail  Awards 


Advertiser:  Joseph  Alagnin. 
Newspaper;  Son  F-anciaceo  1 
(Calif.)  Examiner. 

(100-250,000  circulation) 


96  Dailies  Submit  892  Ads 
For  Wide  Range  of  Stores 


Joseph  Magnin  Company,  San 
Francisco,  Neiman-Marcus  Co., 
Houston,  and  Marston’s,  San 
Diego,  were  named  the  winners 
in  Editor  &  Publisher’s  Second 
Annual  competition  for  an  ad 
showing  the  best  creative  use  of 
either  full  or  spot  color  by  a 
retail  advertiser  submitted  by  a 
newspaper  in  each  of  three  cir¬ 
culation  categories. 

The  panel  of  judges,  the  same 
that  judged  entries  in  E&P’s 
competition  for  the  best  repro¬ 
duction  of  a  national  or  general 
rate  color  ad,  selected  the  win¬ 
ners  from  a  total  of  892  entries 
submitted  by  96  dailies. 

The  winning  Magnin  ad  was 
a  full-page,  full-color  insertion 
from  the  San  Francisco  (Calif.) 
Examiner  of  Nov.  26,  1959,  and 
submitted  by  that  paper  in  the 
group  for  newspapers  with  cir¬ 
culation  of  250,000  and  over. 
(See  story  page  28). 

The  ad  made  striking  use  of 
a  simple  line  drawing  of  a 
woman’s  head  in  profile  set 
agrainst  a  background  of  stripes 
in  full  color.  Copy  talked  about 
buying  at  Magnin’s  for  a  “Ca¬ 
price  Noel.” 

The  Houston  (Texas)  Post 
submitted  the  prize-winning 
Neiman-Marcus  ad  which  ran 
June  15,  1959.  Entered  in  the 
category  for  newspapers  with 


circulation  between  100,000  and 
250,000,  the  six-column  ad  fea¬ 
tured  Steuben  glassware  and 
was  illustrated  with  a  long¬ 
stemmed  rose  in  full  color  set  in 
a  Steuben  glass.  Copy  an¬ 
nounced  the  opening  of  a  new 
Steuben  Room  at  N-M.  (See 
page  20). 

A  full-pagre,  full-color  ad  in 
the  April  5,  1960  edition  of  the 
San  Diego  (Calif.)  Union  did 
the  trick  for  Marston’s  in  the 
under  100,000  circulation  group. 

A  page-dominating  line  draw¬ 
ing  of  a  mid-Victorian  house 
with  its  principal  rooms  cut¬ 
away  and  run  in  color  was  tied 
to  the  headline,  “Have  You 
Heard  the  Shaggy  Pouff  Story?” 
Copy  told  the  “story”  of  how 
“new  Pouff  bedspreads  are  furry 
and  soft  like  Marston’s  famous 
Pouff  Rugs.  .  .  .”  (See  page  24). 

No  .4genfie>.  Involved 

Since  no  ad  agencies  were  in¬ 
volved  in  preparation  of  the 
three  winning  retail  creativity 
ads,  major  E&P  awards  will  go 
to  the  store  and  to  the  news¬ 
paper  submitting  the  winning 
ad.  These  awards  will  be  pre¬ 
sented  by  Robert  U.  Brown,  pub¬ 
lisher  and  editor  of  E&P,  at  an 
awards  luncheon  scheduled  for 
Tuesday,  Sept.  27  at  the  Bilt- 
more  Hotel,  New  York. 


"Boss,  hero's  the  Bon-Ton  store  copy  for  a  multi-color  ad  and  it's 
nice  and  early  ...  for  tomorrow." 


Judging  from  the  growing 
number  of  entries  in  E&P’s  Re¬ 
tail  Creativity  competition,  the 
time  is  not  too  far  away  when 
retail  color  will  have  a  relation¬ 
ship  to  national  color  volume 
similar  to  that  which  has  been 
established  in  all  newspaper 
advertising  for  years. 


Advertiser:  Neiman-Marcus. 
Newspaper:  Houston  (Tex.) 
Post. 

(Under  100,000  circ\ilation) 

Advertiser:  Marston’.s. 
Newspaper :  San  Diego 
(Calif.)  Union. 


Request  for  Smaller 
Color  Ads  Explained 


Details  of  the  much-discussed 
Four  Roses  Distillers  Company 
two-color  newspaper  advertising 
program,  w’hich  represents  a 
departure  from  conventional 
practices  (E&P,  Aug.  13,  page 
17)  have  l)een  disclosed  by  Jack 
Kaduson,  vicepresident  in  charge 
of  advertising  and  sales  promo¬ 
tion. 

Mr.  Kaduson  described  the 
program,  developed  by  Young 
&  Rubicam,  Inc.,  under  the  di¬ 
rection  of  George  Leithner,  as¬ 
sociate  media  director,  as  a 
“progressive  step”  in  the  de¬ 
velopment  of  more  effective  uses 
of  the  newspaper  medium. 

Four  Roses’  aim,  he  said,  has 
l)een  to  develop  creative  use  of 
two-color  newspaper  ads,  de¬ 
signed  for  efficiency  and  sched¬ 
uled  with  uninterrupte<l  con¬ 
tinuity. 

Under  the  creative  premise, 
ads  employ  spot  color  in  the  at¬ 
tractive  presentation  of  a  sell¬ 
ing  message  which  delivers  an 
unmistakably  clear  product 
identification.  However,  this  use 
of  color  to  accomplish  high-fre¬ 
quency  aims  necessitated  prepa¬ 
ration  of  ads  in  sizes  required 
by  creative  purposes,  specifi¬ 
cally,  600-,  800-  and  1,200-line 
units. 

Since  newspapers  equipped  to 
print  color  generally  had 
adopted  a  minimum  acceptable 
size  of  1,000  lines  for  two-color 
insertions.  Four  Roses  found  it 
necessary  to  explore  the  prac¬ 
tical  possibilities  of  conducting 
such  a  campaign  with  newspa¬ 
pers  in  the  brand’s  key  markets. 

Schedules  of  27  and  20  inser¬ 
tions  were  offered,  with  a  five- 
day  option  on  insertions  for  the 
purpose  of  providing  desired 
position  as  well  as  to  ease  the 
problem  of  handling  color.  In 
this  connection,  newspapers  were 


asked,  first,  to  reduce  their 
minimum  requirement  for  two- 
color  ads  to  600  lines  and,  sec¬ 
ond,  to  re-examine  their  cost 
figures  for  the  mechanical  han¬ 
dling  of  spot  color  in  view  of 
the  high  frequency  with  which 
the  ads  would  be  place<l. 

According  to  Young  &  Rubi- 
cam’s  George  Leithner,  publish¬ 
ers  were  urged  to  accept  the 
campaign  as  a  step  forw'ard  in 
the  best  interests  of  both  them¬ 
selves  and  their  advertisers. 
“Since  the  outstanding  charac¬ 
teristic  of  newspapers  as  adver¬ 
tising  media  is  their  flexibility,” 
Mr.  Leithner  said,  “it  was  felt 
that  color,  if  it  is  to  fulfill  its 
promise  to  be  the  single  most 
important  development  among 
newspaper  services  to  advertis¬ 
ers,  must  also  be  flexible.” 

All  of  the  newspapers  con¬ 
tacted  regarding  the  Four  Roses 
campaign  gave  the  question 
careful  attention  and  considera¬ 
tion.  Varying  conditions  and 
policies  among  individual  pub¬ 
lications  resulted  in  a  wide 
range  of  reactions.  Neverthe¬ 
less,  despite  the  relatively  short 
period  during  which  the  Four 
Roses  proposal  was  made  and 
discussed,  results  to  date  are 
considered  by  Four  Roses  and 
its  agency  to  be  clearly  evident 
of  the  forward  thinking  nature 
of  the  country’s  newspaper  pub¬ 
lishers. 

Among  the  88  newspapers 
which  were  originally  offered 
two-color  schedules  which  in¬ 
cluded  600  line  minimum  units, 
52  accepted  them  and  are  now 
running  the  campaign.  Among 
the  remainder,  some  refused  the 
campaign,  while  others  indi¬ 
cated  that  they  have  not  as  yet 
been  able  to  work  out  their  in¬ 
dividual  problems  in  the  han¬ 
dling  of  less  than  1,000  line 
color  units. 
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If  it's  on  TV,  correspondents  can  see  what's  happaninq. 


Reporters  from  many  nations  briefed  at  the  UN. 


UN  Throws  Brass 
Ring  Around  Press 


JJy  Bob  Warner 

The  presence  of  Russian  Pre-  When  President  Eisenhower 
mier  N  ikita  S.  Khrushchev  and  arrived  Thursday  morning 
16  other  heads  of  state  for  the  newsmen  experienced  the  most 
15th  regular  session  of  the  rigid  security  measures  ever 
United  Nations  General  Assem-  put  into  effect  at  the  UN. 
bly  this  week  produced  some  Guards  required  photographers 
extraordinary  results  in  press  to  take  apart  their  cameras  and 
coverage.  to  open  camera  bags  for  inspec- 

No  other  major  story  ever  tion.  Likewise,  reporters  were 
saw  so  many  top-notch  newsmen  stopped  and  made  to  open  brief 
figuratively  and  literally  left  cases,  if  they  carried  any. 
out  in  the  cold  while  an  elite  A  few  moments  after  the 
corps  of  their  more  fortunate  President  had  finished  his  ad- 
colleagues  obtained  close-up  dress,  every  available  facility, 
views  of  the  main  events.  including  scores  of  typewriters  big  problem  has  been  the  diffi- 

Out  of  hundreds  of  corre-  installed  along  the  corridors,  culties  of  coordinating  coverage 
spondents  here  from  all  over  was  seized  by  newsmen  scur-  of  events  which  have  taken  place 
the  globe,  approximately  75  rying  to  get  their  stories  out.  in  the  UN  and  in  various  parts 
percent  of  them  could  have  seen  «  .  it  i  4  . 

—  and  in  many  cases  did  see  Unusual  A»pect  “This  involves  not  only  the 

—  more  hard  news  on  television  Bruce  W.  Munn,  UPPs  chief  ^^e  of  a  large  number  of  mer 

screens  than  what  came  across  correspondent  at  the  UN,  ob-  working  oyer  long  hours,  bui 
their  paths  from  assigned  van-  served  that  the  most  unusual  avoiding  overlapping  anc 

tage  points.  aspect  of  Assembly  coveragfe  duplication  of  effort.  In  the  case 

About  15  percent  of  the  cor-  was  the  correspondents’  strug-  bas  been  a  joint  opera- 

respondents  —  as  specialists  or  gle  to  follow  the  activities  of  t^ion  with  both  our  enlarged  U^ 
leg  men  assigned  to  concentrate  all  the  visiting  heads  of  state  staff  and  the  New  York  bureai 
on  only  one  person  or  angle  of  while  bucking  heavy  security  cooperating.” 
the  story  —  saw  only  a  small  restrictions.  Thomas  Hamilton,  chief  o: 

segment  of  the  spectacular  “It’s  doubtful  that  one  corre-  Ibe  New  York  Times’  UN  bu 
events  ■which  made  headlines  spondent  out  of  17  would  ever  rcau,  said  his  major  problen 
day  after  day.  The  remaining  have  the  chance  to  so  much  as  was  “trying  to  make  limitec 
10  percent  were  the  favored  breathe  the  same  air  as  a  dele-  tickets  and  credentials  spreac 
few  who  acquired  every  kind  gate,”  Mr.  Munn  said.  “When  out  among  our  large  staff.  Thii 
of  the  bewildering  array  of  you  stop  to  think  of  the  number  makes  for  a  murderous  situa 
badges,  tickets,  passes  and  cards  of  correspondents  here  who  are  tion.” 

which  were  needed  to  gain  entry  writing  big  ‘think’  pieces  after  Outside  the  UN  it  ■was  i 
into  a  dozen  different  places,  watching  the  Assembly  on  tele-  story  on  which  the  seasone< 
areas  and  buildings.  vision,  you  get  some  idea  of  the  police  reporters  could  shine 

Apparently  bearing  in  mind  situation.  Sporadic  rioting  of  anti-Castr 

what  happened  the  last  time  “On  the  other  hand,  in  normal  pickets  or  organized  demonstra 
Khrushchev  visited  New  York  coverage,  to  the  regfular  diplo-  tions  against  the  Soviet  leade 

—  the  Premier  was  engulfed  in  matic  correspondent  here  the  created  spot  news  at  any  mo 

a  sea  of  newsmen  —  and  the  floor  of  the  Assembly  means  ment  of  the  day  or  night, 
serious  security  problems  aris-  everything  along  with  contacts  Hi  T  f  r  • 

ing  from  his  current  controver-  with  delegations.  With  only  100  * 

sial  stay,  press  and  government  passes  for  delegates’  lounges  in  New  York  editors  handle 

officials  severely  limited  the  circulation  for  some  1500  ac-  their  news  displays  gingerly  bu 
number  of  newsmen  who  could  credited  newsmen,  very  few  peo-  with  some  restraint.  It  wasn’ 
participate  in  coveragpe.  pie  are  covering  the  story  by  until  Mr.  K  went  up  to  Harler 


Waiting  for  passes  to  the  biggest  hit  show  in  New  York. 

(Photos  by  Bob  Warner,  E&P) 


1  mm  I  Tfc  "''y  part  it  was  a  real 

1  ^  1^  1 T O  IH  ClOrl^^  ■bHAT^  welcome,  since  I  am  a  believer 

TV  T  ^  •I'  competition.  And  during  the 

_  __  years  there  has  been  competition 

I  l-g  between  the  papers,  at  times 

1  Jl~^  Y  AkLI.U.9  1  Bl~y J J-1.  rather  strenuous  competition  . . . 

To  a  newspaper  man  the  passing 
Wichita,  Kans.  survivor  of  the  original  pur-  newspaper  is  a  matter  of 

Owners  of  the  Wichita  Eagle  chasers  and  circulation  director,  regret,  even  though  that  paper 
announced  Sept.  20  the  pur-  continued  in  that  post  and  be-  ^  competitor.” 
chase  of  the  Wichita  Beacon,  its  came  chairman  of  the  board. 


newspaper  rival  for  88  years  in 
this  south  central  Kansas  City. 
Change  of  ownership  is  effective 
immediately. 


Colorful  Competition 
Since  Oct.  24,  1872,  when  the 


Value  of  Sharest 
The  Eagle  employs  about  630 


immediately.  Eagle  in  its  neWs  columns  wel-  f  latest  circulation 

Both  newspapers  were  found-  corned  the  Beacon’s  original 
ed  in  1872  in  what  then  was  a  publishers,  Millison  and  Bow-  ^6, 907  evening  and  124,175  Sun- 
lusty  cow  country  frontier  town  ers,  as  “both  practical  men  and 

—the  Eagle  in  April  and  the  enterprising”  and  wished  them  south  into  Oklahoma  The 

Beacon  in  October.  “full  success,”  the  competition  Beacon’s  figures  were  94,293 

Marcellus  M.  Murdock,  pub-  has  been  spirited  and  colorful.  ev^ing  and  119,659  Sunday, 
lisher  and  editorial  director  of  Both  newspapers  have  estab-  Coniomtion  reports  hied  at 
the  Eagle,  and  son  of  its  found-  lished  traditions  based  on  fam-  Topeka  show  a  million  shares  of 
er,  the  late  Col.  Marshall  M.  ily  ownership  through  the  years  Beacon  stock  outstanding  and  in 
Murdock,  announced  the  Bea-  — the  Eagle  since  its  establish-  ^  probate  petition  on  the  estate 
con’s  purchase.  ment  and  the  Beacon  under  Le-  Louis  Levand  gross  value  was 

Sale  was  confirmed  by  Elliott  vand  ownership.  ^  share  in  a  sale  to 

A.  Levand,  president  of  the  The  Levands  brought  to  owners  of  the  Eagle.  Net  value 
Beacon  Newspaper  Corp.,  Inc.,  Wichita  newspaper  experience  was  figured  at  90  cents  a  share, 
and  son  of  one  of  three  Levand  from  newsboy  to  manager  and  adjustments  on  operating 

Brothers  who  bought  it  from  editor,  acquired  in  Cincinnati,  expenses,  etc. 
the  late  Sen.  Henry  J.  Allen,  Dayton,  Denver,  Kansas  City,  The  Eagle  has  been  subjected 
•July  4,  1928.  Casper,  Wyo.,  and  St.  Joseph,  since  mid-1959  to  a  court  de- 


CAiniinue  Publicatiuii  Bonfils-  requires  it  to  retrain  irom 

Mr  Murdock,  nresident  of  Tammen  ownership.  forced  combinations  on  advertis- 

th;  Wichita  Eagir^bll^^  The  Eagle’s  founder.  Col.  ing  and  circulation.  This  decree 

Co.,  Inc.,  said  publication  of  the  Marsh  Murdock,  came  to  Wich-  arose  ^m  action  by  the  Anti 
Beacon  will  continue  until  de-  *ta  by  invitation  of  community  Tmst  Division  following  a  corn- 
tails  of  a  combined  operation  leaders.  He  moved  from  Bur-  plaint  by  the  Beacon  in  1955  of 
can  be  completed.  lingame,  Kans.,  where  he  was  unfair  competition. 

“Publication  facilities  of  the  publisher  of  the  Osage  Chron-  Last  year  the  Beacon  News- 


Dayton,  Denver,  Kansas  City,  The  Eagle  has  been  subjected 
Casper,  Wyo.,  and  St.  Joseph,  since  mid-1959  to  a  court  de- 
Mo.  In  Denver  they  worked  for  cree  of  12-year  duration  which 
the  Post  under  the  Bonfils-  requires  it  to  refrain  from 
owTi0rs}iip  forced  coiribin&tioTis  oti  sdvertiS” 

The  Eagle’s  founder.  Col.  ‘"S  and  circulation.  This  decree 
Marsh  Miirdnrk.  ramp  WiVh-  arose  from  action  by  the  Anti 


Eagle  will  be  used  for  a  period, 


His  serv’ice  included  elec-  paper  Corporation  filed  a  suit 


Later,  the  Beacon’s  new  build-  tiou  and  re-election  as  a  state  against  the  Eagle  Publishing 

ing — with  some  additional  im-  senator.  Co.  for  $4,863,000  (treble  dam- 

provements  and  enlargement —  death  his  elder  son,  ages)  claiming  losses  of  $1,621,- 

may  be  occupied,”  Mr.  Mur-  Victor  Murdock,  became  the  000  over  a  period  of  years  due 

dock  said.  Eagle’s  editor,  associated  in  its  to  the  Eagle’s  discriminatory 

Under  the  combined  opera-  publication  with  the  younger  practices.  ^  ^ 

tion,  in  about  a  month,  Wichita  Marcellus.  Victor  Murdock 


tion,  in  about  a  month,  Wichita  Marcellus.  Victor  Murdock  Directors  of  the  Eagle  corn- 

will  have  a  single  evening  and  elected  to  Congress  as  a  pany  are  Marcellus  M.  Mur- 

a  single  morning  newspaper.  Republican,  serving  six  terms,  dock,  Mrs.  Victoria  Neff,  Capt. 

with  the  Sunday  Eagle  com-  But  he  supported  Col.  Theodore  Victor  Delano,  Marsh  Murdock, 

bined  with  the  Sunday  Beacon.  Roosevelt,  Progressive,  for  presi-  and  Mrs.  Katherine  Fleeson 

The  Eagle  is  published  morning,  later  the  Eagle  backed  Henderson, 

evening  and  Sunday  and  the  Democrat  Woodrow  Wilson  for  The  Sept.  19  edition  of  the 
Beacon  evening  and  Sunday.  the  Presidency.  Beacon  featured  a  front-page 

Physical  properties  and  ac- 


The  Sept.  19  edition  of  the 
Beacon  featured  a  front-page 


The  Eagle  is  independent,  story  of  its  receipt  of  the 


counts,  wire  service  and  feature  Republican  leanings.  The  Sweepstakes  prize  at  the  Kansas 

contracts  of  the  Beacon  were  Beacon  also  was  politically  inde-  State  Fair.  A  group  of  Michigan 
acquired  in  the  purchase.  Many  Pendent.  editors  judged  it  the  best  news- 

of  the  370  employees  of  the  Bea-  The  Eagle  started  publication  paper  in  its  class, 
con  will  be  absorbed  by  the  ^  ^  weekly,  turned  out  on  a  An  editorial  said :  “This  is  the 
Eagle.  Washington  hand  press.  It  be-  first  time  that  a  Wichita  news- 

“We  of  the  Eagle  recognize  daily  publication  in  1884  paper  has  earned  this  honor . . . 

what  this  move  means  in  addi-  ^  morning  paper — the  same  The  general  excellence  rating 
tional  responsibilities  to  our  or-  year  it  became  a  member  of  the  shows  that  we  have  achieved 
ganization  and  the  public  at  Associated  Press.  The  Evening  some  success  in  establishing  the 
large,”  Mr.  Murdock  said.  “We  Eagle  was  established  March  team  work  necessary  for  the 
feel  that  this  move  is  just  an-  28,  1927.  production  of  a  good  news- 

other  phase  of  getting  out  a  Owners  of  the  Eagle  acquired  paper.” 
bigger  and  better  newspaper.”  half-ownership  in  radio  station  • 

Three  Levand  brothers.  Max,  KFH,  Wichita,  in  1929.  The  _ 

Louis  and  John,  joined  in  pur-  station  added  FM  service  in 
chasing  the  Beacon  from  the  1947. 


production  of 


late  Senator  Allen,  former  Kan-  In  a  brief  statement  to  news  William  P.  Steven,  former 
sas  governor,  in  1928.  media  on  the  purchase,  the  Eagle  executive  editor  of  the  Minne- 

Louis,  the  elder,  died  July  24,  publisher  stressed  that  he  spoke  apolis  Star  and  Tribune,  will 

1953,  and  was  succeeded  by  at  the  dinner  welcoming  the  Le-  join  the  editorial  staff  of  the 

Max  as  head  of  the  firm.  Max  vands  to  Wichita  in  1928,  add-  Houston  Chronicle  on  Nov.  1  as 

died  March  21,  1960.  John,  sole  ing:  news  executive. 


Steven  to  Houston 

Houston 

William  P.  Steven,  former 


died  March  21,  1960.  John,  sole 


Stereo  Union 
Silent  on  Unity 

Chicaco 

Members  of  the  International 
Stereotypers’  and  Electrotypers’ 
Union  took  no  formal  action  to 
endorse  the  “One  Big  Uniwi” 
movement  at  their  annual  con¬ 
vention  last  week  in  Miami. 

They  listened  to  an  appeal  by 
Elmer  Brown,  president  of 
the  International  Typographical 
Union,  for  a  federation  of  all 
unions  in  the  publishing  and 
papermaking  industries. 

James  H.  Simpson,  union 
president,  said  the  stereotypers 
received  the  talk  enthusiastic¬ 
ally,  but  then  they  voted  down  a 
proposition  t»  merge  with  the 
pressmen’s  union.  No  other  reso¬ 
lutions  on  union  unity  were 
presented. 

A  proposition  being  put  to  a 
referendum  would  subject  the 
question  of  jurisdiction  and 
manning  of  automatic  duplicate 
plate-making  machines  to  nego¬ 
tiation  with  management  deter¬ 
mining  the  manning  it  the  in¬ 
terim. 

• 

Former  Evangelist 
Is  Now  News  Editor 

Toronto 

Charles  Templeton,  45,  one¬ 
time  preacher  and  television  per¬ 
sonality,  has  been  appointed 
executive  news  editor  of  the 
Toronto  Daily  Star,  and  will 
direct  the  paper’s  news  coverage. 
He  joined  the  Star  a  few  years 
ago  as  editor  of  the  news  back¬ 
ground  page,  and  earlier  this 
year  became  feature  editor  and 
assistant  to  Harry  A.  Hind- 
marsh,  executive  managing  edi¬ 
tor. 

Mr.  Templeton  started  his 
newspaper  career  as  a  syndi¬ 
cated  .sports  cartoonist  on  the 
Toronto  Globe  and  Mail.  He 
worked  in  television  program 
departments  and  traveled  widely 
as  an  evangelist. 

• 

Arthur  Wahl»tedt 
Sets  Retirement  Date 

Kansas  City,  Mo. 
Arthur  C.  Wahlstedt,  business 
manager  and  first  vicepresident 
of  the  Kansas  City  Star,  has 
announced  his  retirement  after 
51  years  of  service  with  the 
newspaper.  He  is  66.  The  retire¬ 
ment  b^omes  effective  Dec.  1. 

Mr.  Wahlstedt  began  woric 
for  the  Star  April  10,  1909,  as 
•  an  office  boy  for  William  Rock- 
hill  Nelson,  founder  of  the  news- 
1  paper.  He  has  held  his  present 
I  position  since  1954  and  has  been 
;  a  director  of  the  Kansas  City 
Star  company  since  1944. 
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I  New  Facts  on  Color 
I  Revealed  at  Parley 

IJv  Robert  B.  Melntvre 


Dallas,  Texas 

“Rarely,  if-ever- revealed” 
findinirs  by  Carl  J.  Nelson  Re¬ 
search,  Inc.,  about  the  jiower  of 
newspaper  color,  and  a  preview 
of  a  yet-to-be-finished  Bureau  of 
.4dvertisinp,  ANPA,  jiresenta- 
tion  on  newspaper  color  at  work, 
dominated  the  first  annual 
Southwest  Newspaper  Color 
k  Conference  here  last  week. 

The  “rarely-if-ever”  examined 
findinpTs  were  revealed  by  Carl 
J.  Nelson,  president  of  his  own 
Chicago-based  research  firm.  The 
Bureau  presentation,  showing 
that  81%  of  total  U.  S.  news- 
))aper  circulation  now'  offers 
color  to  advertisers,  was  staged 
by  John  Kauffman,  vicepresi¬ 
dent,  sales  and  marketing  at  the 
Bureau. 

More  than  100  advertising  ex¬ 
ecutives  of  newspapers  published 
in  Texas,  Louisiana,  Oklahoma 
and  New'  Mexico  attended  the 
conference  sponsored  by  the 
Texas  Daily  Newspaper  Asso¬ 
ciation  and  the  Texas  News¬ 
paper  Advertising  Managers 
I  .Association. 

Amon  G.  Carter  Jr.,  publisher 
of  the  Ft.  Worth  Star-Teleqram, 
was  general  chairman  of  the 
conference.  M.  J.  Butler,  busi¬ 
ness  manager  of  the  Houston 
Chronicle,  was  chairman  of  the 
program  committee. 

The  conference  program  fea¬ 
tured  a  panel  discussion  on  the 
production  of  color;  talks  on  the 
design  and  merchandising  of 
color  ads  at  both  the  national 
and  retail  level;  and  first-hand 
reports  on  successes  with  news¬ 
paper  color. 

The  program  was  topped  with 
S  the  presentation  of  awards  to 
newspapers,  advertisers  and 
agencies  for  excellence  in  color 
t  in  the  first  Southwest  News¬ 
paper  Color  Awards  Competi¬ 
tion.  (See  page  88). 

^  Colorful  Southwest 

i 

John  Murphy,  executive  direc¬ 
tor  of  TDNA,  reported  that  83 
dailies  in  Texas,  Louisiana, 
Oklahoma  and  New  Mexico  now 
have  press  facilities  for  color  as 
against  51  in  1950.  He  said  that 
Texas  alone  has  52  dailies  of¬ 
fering  color;  New  Mexico  and 
Louisiana  have  eight  each  and 
Oklahoma  15.  Fifty  of  the  83 
newspapers  offer  full  color. 

Mr.  Murphy  said  a  survey  of 
all  newspapers  in  the  four  states 
found  that  13  plan  immediate 
expansion  of  color  facilities 


within  the  year,  five  of  them 
adding  color  press  equipment 
for  the  first  time.  He  added  that 
33  Southwest  dailies  in  1960  re¬ 
torted  a  total  of  23,081,873  lines 
of  color  advertising,  “a  healthy 
increase  over  ’58.” 

“And  these  .same  newspapers 
for  the  first  six  months  of  1960 
reported  14,636,608  lines  of  color 
advertising,  an  increase  rate  of 
15%  over  ’59,”  Mr.  Murphy 
said. 

lluu^lun  Clircinicle  Study 

The  figures  revealed  by  Mr. 
Nelson  were  uncovered  in  a 
study  he  made  for  the  Houston 
(Texas)  Chronicle  but  which 
have  “rarely,  if  ever,”  been 
opened  to  examination. 

He  cited  evidence  showing 
that  color  pulls  more  readers 
regardless  of  size  of  ad.  For 
example,  he  said  that  in  less 
than  full-page  ads,  by  adding 
one  color  to  black  and  white, 
readership  jumps  71%  while 
retention  value  increases  100%. 
By  adding  full  color,  readership 
jumps  107%  and  retention 
jumps  214%. 

In  full-page  ads,  the  addition 
of  one  color  skyrockets  reader- 
ship  86%  and  retention  92%. 
Mr.  Nelson  said  that  the  color 
advantage  for  less  than  page 
ads  is  greater  than  for  full 
pages  because  of  the  higher 
basic  readership  of  full  pages 
whether  in  color  or  black  and 
white. 

He  emphasized  that  color 
works  for  all  kinds  of  ads, 
whether  retail,  product  or  insti¬ 
tutional.  For  retail  ads,  color 
produces  an  increase  of  65%  in 
readership;  77%  in  retention. 
For  product  ads,  color  shows  a 
readership  increase  of  71%  and 
a  retention  bonus  of  75%.  In¬ 
stitutional  ads  zoom  up  77%  in 
readership  and  75%  in  reten¬ 
tion. 

Strengthens  Identity 

Mr.  Nelson  said  that  the 
Chronicle  study  went  into  the 
actions  of  readers;  found  that 
color  strengthens  store  and 
brand  identity.  A  series  of 
“questions  in  depth”  measured 
reactions  to  color  advertising  as 
compared  to  black  and  white 
ads.  The  research  cited  the  fol¬ 
lowing  questions  and  answers: 

1)  Did  you  happen  to  clip  or 
save  this  ad,  discuss  it  or  show 
it  to  anyone?  Thirty-four  per¬ 
cent  more  people  said  “yes” 
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when  the  ads  were  in  color. 

2)  Did  it  make  you  want  to 
see,  try  or  investigate  what  is 
advertised  ?  Color  ads  stimu¬ 
lated  52%  more  peoi)le  on  this 
(|uestion. 

3)  Do  you  have  this  product 
on  hand?  Some  119"t  more 
l)eople  knew  they  had  the  i)rod- 
uct  on  hand  when  the  ads  were 
in  color. 

4)  Did  you  purchase  this  since 
you  read  the  ad  ?  Color  out- 
]>ulle<l  black  and  white  with  an 
increase  of  130'y  for  color  ads. 

Noting  that  any  advertising 
must  produce  reader  reaction  to 
l)e  effective,  and  that  the  an¬ 
swers  to  the  four  questions  “cer¬ 
tainly  show  that  color  does  boost 
this  quality  in  a  newspaper  ad,” 
Mr.  Nelson  revealed,  “even  more 
powerful  proof”  —  an  actual 
measurement  of  the  extra  sales 
action  generated  by  color. 

He  said  that  when  readers 
were  asked,  “Is  this  the  first 
time  you  have  bought  this  prod¬ 
uct?”  the  black  and  white  ads 
pulled  a  tremendous  number  of 
“yes”  responses,  but  the  color 
ads  pulled  164%  more. 

‘Proof  Positive’ 

“Proof  positive  that  color 
generates  extra  ‘reader  reac¬ 
tion’,”  Mr.  Nelson  observed. 

The  researcher  revealed  other 
questions  and  answers: 

6)  Do  you  believe  this  ad  per¬ 
formed  a  service  for  you?  Color 
showed  an  80%  advantage  over 
black  and  white. 

7)  Did  it  give  you  informa¬ 
tion?  55%  advantage  for 
color  over  black  and  white. 

8)  Did  it  help  you  with  the 
selection  or  buying  while  in  the 
store?  Some  80%  more  people 
got  “buying”  assistance  from 
the  color  ads. 

9)  Have  you  ever  shopped  at 
this  store?  When  the  ads  were 
in  color,  58%:  more  people  said 
“yes”. 

“So  you  see,”  Mr.  Nelson 
went  on,  “whether  the  ads  in¬ 
volved  action  on  the  part  of  the 
reader  or  his  ability  to  associate 
a  product  or  store  with  the  ad, 
color  boosted  performance  as 
high  as  164%.  And  each  one  of 
these  ‘color-effects’  has  a  bear¬ 
ing  on  whether  your  ad  produces 
results  that  are  good  or  really 
outstanding.” 

Mr.  Nelson  said  that  as  an 
example  of  the  thoroughness  of 
the  Houston  Chronicle  color 
study,  a  special  “bold”  reten¬ 
tion  test  proved  that  “color 
works  dynamically  as  long  as  a 
month  after  the  ad  has  been 
published.” 

Cites  Experiment 

He  said  that  as  an  experiment, 
the  Chronicle  decided  to  find 
out  just  how  long  after  publi¬ 


Program  Chairman  M.  J.  Butler 


cation  a  really  good  color  ad  can 
be  pro<luctive.  To  do  this,  an  ad 
was  shown  to  respondents  during 
retention  interv'iews  conducted 
last  May  13. 

However,  this  ad  was  not  pub¬ 
lished  during  one  of  the  study 
days.  Actually,  it  had  run  in  the 
Chronicle  on  .April  17,  almost  a 
month  before,  without  a  thought 
toward  using  it  in  the  study. 

“Results  surprised  even  the 
most  optimistic  Chronicle  re¬ 
searchers  because,”  Mr.  Nelson 
said,  “almost  a  month  after  pub¬ 
lication,  ~)3'r  of  the  men  and 
69%  of  the  women  remembered 
seeing  the  ad  ...  It  goes  to 
prove  that  a  properly  produced 
color  ad  will  stamp  an  indelible 
image  on  its  audience  .  .  . 

“We  believe  you’ll  agree  that 
certain  ads  have  a  stronger  basic 
appeal  for  either  men  or  women. 
The  addition  of  color,  however, 
does  fabulous  things  to  ads  of 
this  type.  For  instance,  although 
men  generally  have  a  lower  de¬ 
gree  of  interest  in  ads  directed 
to  women,  when  color  is  added, 
men’s  readership  of  women’s 
appeal-ads  jumps  118%  while 
retention  increases  186%).” 

Mr.  Nelson  continued, 
“Women  have  more  curiosity 
about  all  ads,  incuding  those 
directed  to  men,  still,  when  color 
is  added,  women’s  readership  of 
men’s  appeal  ads  jumps  75%, 
while  retention  increases  73%.” 

Pin-pointing  another  advan¬ 
tage  of  ROP  newspaper  color — 
that  it  pulls  more  readers  into 
the  copy-block  or  “sales  story” 
of  the  ads,  Mr.  Nelson  said  that 
for  11  ads  which  lent  themselves 
to  this  type  of  test,  color  pro¬ 
duced  an  increase  of  83%  in 
readership  of  the  copy  block. 

“Because  color  in  a  newspaper 
ad  makes  more  people  stop, 
look  and  read,  and  then  sets 
them  in  action  to  produce 
(Continued  on  page  84) 


17 


What  Does  Hunt  Hunt  For?  Color  of  Course! 


Bv  Fretlerio  C.  Coonradt 


Hunt’s  tomato  sauce,  their  bij?- 
gest  single  item,  and  catsup. 

Headline  on  the  prize-win¬ 
ning  ad  was  “What  do  steaks 
sizzle  for? —  Hunt’s,  of  course.” 
Others  were  “What  do  eggs 
scramble  for? —  Hunt’s  of 
course”  and  “What  do  cold  cuts 
warm  up  to? —  Hunt’.s,  of 
course.” 

In  the  past  10  years,  Mr. 
Drayton  recalled,  during  which 
time  Hunt  has  become  a  truly 
national  food  product  concern, 
the  company  has  spent  in  the 
neighborhood  of  $30,000,000  for 
printed  advertisements  and  was 
usually  the  most  prominent  ad¬ 
vertiser  in  whatever  particular 
medium  it  went  into. 

Biggest  Single  Purchase 

Hunt,  he  said,  several  years 
ago  made  the  biggest  single 
purchase  of  advertising  ever 
made  with  American  Weekly. 
For  not  quite  three  years  Hunt 
had  one  or  more  pages  in  the 
Sunday  supplement  every  week. 
Some  weeks  Hunt  had  as  many 
as  four  pages  of  copy  in  the 
magazine. 

Their  magazine  copy  has  fol¬ 
lowed  a  similar  pattern  with 
purchases  of  from  three  to  five 
pages  being  common  in  such 
publications  as  McCalls,  Ladies 
Home  Journal,  Red  Book,  Life, 
Good  Housekeeping  and  Better 
Homes  and  Gardens. 


E&P  FULL  COLOR 
CREATIVITY  AWARD 
WINNER 

Advertiser:  Hunt  Food  and 
Industries,  Inc.  (Hunt’s  Tomato 
Catsup);  Advertising  Manager: 
Fritz  Oliger;  Agency:  Young  & 
Rubicam,  Inc.;  Art  Director: 
Robert  Wheeler;  Copywriter: 
Paul  Waddell. 

Ad  ran  in  six  newspapers  for 
total  of  117,160  lines  of  color. 
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Hunt  Food  and  Industries, 

Inc.,  Fullerton,  Calif.,  whose 
striking  full-page,  four-color 
catsup  advertisement  won 
E&P’s  Agency  Creative  Award, 
has  for  the  past  10  years  oper¬ 
ated  its  advertising  program  on 
the  basis  of  three  cardinal  prin¬ 
ciples. 

First,  the  company  believes 
in  advertising  in  print  to  the 
almost  total  exclusion  of  broad¬ 
cast  media. 

Second,  the  company  believes 
in  color. 

Third,  it  wants  the  advertis¬ 
ing  it  buys  to  dominate  all  other 
food  advertising  in  whatever 
medium  it  chooses  for  a  par¬ 
ticular  campaign. 

Principles  Pay  Off 

These  principles  seem  to  have 
paid  off.  In  1943  when  the  pres¬ 
ent  management  took  over. 

Hunt  Brothers  Packing  Co.  was 
a  small,  regional  food  processor 
with  sales  of  less  than  $10  mil¬ 
lion.  Last  year  its  net  sales 
amounted  to  $150  million.  To¬ 
day  it  is  an  integrated  diversi¬ 
fied  company  that  reaches  from 
the  farmer’s  field  to  the  Hunt 
trucks  that  deliver  the  packaged 
products  to  the  grocer’s  door. 

The  company  recalled  this 
spectacular  growth  in  a  supple¬ 
ment  issued  with  its  last  an¬ 
nual  report  boasting  that  its 
program  was  “one  of  the  most 
effective  advertising  campaigns  market 
ever  attempted  in  the  food  in¬ 
dustry. 
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What  do  steaks  sizzle  for? 


Hunts  of  course ! 
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Creativity  Award  Winner,  by  Young  &  Rubicam. 
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launched,  was  one  of  a  series  of  the  trade  attention  we  need,  he  „  j  c  • 

13  ROP  color  ads  run  in  the  said.  KotO  ln»ert  Section 

eight  largest  dailies  in  South-  “We  felt  that  we  would  get  Chicago 

ern  California.  The  campaign  more  favorable  trade  attention  Standard  Oil  Company  (In- 

was  backed  up  with  black  and  by  using  ROP  newspaper  color  diana)  ran  a  colorful  rotogra- 

white  copy  in  33  dominant  sub-  than  in  any  other  way.  The  vure  insert  section  in  the  Chi- 

urban  dailies  and  weeklies.  Wednesday  and  Thursday  food  cago  Sunday  Tribune  on  Sept. 

Mr.  Drayton  said  that  Hunt  pages  in  newspapers  are  read  u,  to  present  details  of  its  corn- 

concentrated  this  campaign  in  more  intensively  by  members  of  plete  heating-comfort  plan  to 
Southera  California  for  a  num-  the  food  trade  than  any  other  residents  of  the  Chicago  metro- 
ber  of  reasons.  medium.”  politan  area. 

Results  of  the  campaign,  ac-  The  insert,  which  marked  a 
cording  to  Mr.  Drayton,  were  “first”  for  Standard,  is  an  at- 
“perceptible,”  but  he  would  hes-  tempt  to  include  answers  to  all 
itate  to  say  just  how  great  an  questions  a  homeowner  may 

ways  been  very  strong.  But  it’s  effect  this  particular  series  of  have  about  oil  heating  comfort 
also  an  area  with  many  resi-  ads  had  on  Hunt’s  rising  sales  in  a  single  advertising  supple- 
“Hunt  innovations  in  the  field  dents  who  have  transplanted  curve  because  of  many  other  ment.  It  consisted  of  four  stand- 
of  advertising  have  strongly  in-  themselves  here.  So  we  want  to  factors  involved.  ard- sized  newspaper  pag^s, 

fluenced  postwar  food  market-  reach  these  people.”  “The  reaction  was  sufficiently  printed  by  the  Aloo-Gravure  fil¬ 
ing.  These,  together  with  other  favorable  that  we  are  going  on  vision  of  Publication  Corpora- 

innovations  throughout  its  op-  roppe  -op  with  a  similar  program  during  tion,  and  was  inserted  in  all  city 

eration,  have  enabled  Hunt  to  Also,  he  explained,  part  of  the  coming  year.”  and  suburban  editions  of  the 

make  its  greatest  strides  to-  the  aim  of  the  program  was  to  The  new  series,  he  added,  will  Sunday  Tribune  (via  D’Arcy 
ward  becoming  one  of  the  get  trade  attention.  The  com-  probably  continue  the  general  Advertising  Co.), 
leaders  in  the  food  industry.”  pany  dropped  its  cooperative  format  and  tone  of  last  year’s  Standard  said  one  aim  of  the 

Hunt’s  award-winning  ad,  advertising  two  years  ago  and  series.  Tribune  supplement  is  to  estab- 

said  Whitney  Drayton,  now  a  feels  it  has  to  reach  the  trade  Last  year’s  series  was  all  lish  area-wide  brand  recognition 
company  vicepresident  but  in  in  other  ways  now.  large-illustration,  short -copy  for  its  “Amercian”  brand  of 

the  advertising  manager’s  spot  “We  have  to  do  important  full-page  ads  done  with  tongue-  heating  oil  —  a  newly  improved 

when  the  campaign  was  things  with  the  consumer  to  get  in-cheek  humor  and  promoting  product. 
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Eve  Invented  Fashion; 
Color  Sold  It  to  Gals 


rw«'S*iorofwn»iiHEiR(« 


eight  identifiable  top  designers 
we  can  feature.” 

The  art  work  prominently 
featured  Catalina’s  seven  swim¬ 
wear  designers  and  the  copy 
featured  personality  sketches  of 
each  of  the  five  women  and  two 
men. 

The  opening  promotion  in  the 
two  trade  newspapers  was  car¬ 
ried  in  black  and  one  color  to 
get  the  greatest  possible  im¬ 
pact.  Mrs.  Corey  would  have 
preferred  four  colors,  but  these 
papers  do  not  run  four  colors 
ROP. 

To  remedy  this  defect  Cata¬ 
lina  follow^  up  the  original 
copy  with  a  four-color,  die-cut, 
complexly  folded  insert  in  the  other  department  stores  in  the  Macy’ 
trade  papers.  area.  after 

In  1954  Mrs.  Corey  went  to  (he’s 
Eve  Invented  Fashion  Macy’s  in  New  York  where  she  turint 

was  the  first  woman  executive 

'The  trade  ads  follow  the  new  vice  president  Macy’s  ever  had 
Catalina  theme,  “The  Art  of  and  the  first  ever  to  sit  on  the  ^eles. 
Eve,”  who,  the  copy  says,  in-  board  of  directors.  lina, 

vented  fashion  with  a  fig  leaf,  Mrs.  Corey  remained  at  Grey 
the  first  swim  suit. 

“So  for  centuries.  Eve  has 
been  doing  variations  on  the  fig 
leaf  theme.  And  for  the  past 
half  century  Catalina  has  been 
helping  with  voluptuous  varia¬ 
tions  known  as  swimsuits,”  the 
copy  says. 

The  art  work  is  heavily  tropi¬ 
cal  and  primitive  and,  as  Mrs. 

Corey  said,  “all  the  models  used 
are  pictured  wringing  wet.” 

This  theme,  introduced  in  the 
prize-winning  ad,  will  be  fol¬ 
lowed  in  Catalina’s  1961  con- 


E&P  SPOT  COLOR 
CREATIVITY  AWARD 
WINNER 

.4dvertiser:  Catalina,  Inc.; 
.4dvertising  Manager:  Mrs. 
Francos  Corey;  Agency:  Grey 
,4dverlising  Agency;  Art  Di¬ 
rector:  Bruce  Melin;  Copy 
Chief:  Anthony  Overman. 

Ad  ran  in  two  trade  newspa¬ 
pers  for  a  total  of  32,795  lines 
of  color. 


Catalina  Inc.,  Los  Angeles, 
manufacturers  of  swimwear, 
sweaters  and  sportswear, 
started  what  they  believe  is 
whole  new  idea  in  the  merchan¬ 
dising  of  women’s  wear  in  their 
new  “Art  of  Eve”  promotion. 

The  first  of  their  new  series 
of  promotions,  which  ran  in 
Women’s  Wear  Daily  and  CoZi- 
fomia  Stylist,  trade  newspa¬ 
pers,  won  E&P’s  Agency  Cre¬ 
ativity  Award  for  an  advertise¬ 
ment  in  one  color  and  black. 


Spot  Color  Award,  by  Grey. 


Reason- Why  Ads 

The  Louisville  (Ky.)  Courier- 


1st  3-Color  Ad 


designer  designs  as  he  does  with  Widely-Known 

many  details  as  to  why.  Mrs.  Corey  is  one  of  the  most 

We  are  interested  in  griving  widely-known  women  in  the  field 
to  the  Catalina  line  the  warmth  of  retail  merchandising, 
of  the  people  who  create  it.  We  a.  handsome,  outspoken  worn- 
want  the  trade  to  know  who  an  in  her  40s,  Mrs.  Corey  rose 
the  people  are  who  are  doing  to  prominence  first  in  IjOS  An- 
'*•  geles  in  1943  as  advertising  and 

“The  reason  we  can  do  this  promotion  manager  for  the  Los 
is  that  we  are  the  only  swim-  Angeles  area  stores  of  the  May 
suit  company  that  can  identify  Co.,  which  stores  did  a  larger 
so  many  top  designers.  We  have  volume  of  business  than  any 

editor  sc  publisher  for  September  24,  1960 


LOOK  DOWN,  LOOK  DOWN— Philip  Meyer  (left),  art  director  and 
9roup  heed,  Cunningham  &  Walsh,  Inc.,  and  Bill  Strosehl  look  down— 
but  it's  not  down  any  lonesome  road.  They're  looking  down  at  entries 
in  E  &  P  contest  for  a  new  perspective  on  ROP  color  in  newspapers. 


Getting  into  Contest 
Hardest  Part  of  Job 


“The  argument  against  the 
E&P  RETAIL  ad  was  that  although  it  was  a 

IREATIVITY  AWARD  two-color  ad,  it  actually  had 
WINNER  color.  We  were  trying 

wiiiiiiuil  select  ads  with  a  larger  color 

Newspapers  with  circulation  area.” 

dween  100,000  to  250,000.  •  .  ■  o-  • 

Advertiser;  Neiman- Marcus  .''lurkly  Simple 

Houston,  Texas;  Advertis-  The  three-quarter-page  ad 
g  Manager:  Robert  C.  Daw-  was  starkly  simple — a  single, 
in;  Artist:  James  Howard;  long-stemmed  red  rose  in  color, 
ewspaper:  Houston  (Texas)  surrounded  with  lots  of  white 
»st.  space. 

■  '  '  '  But  the  ad  wound  up  on  the 

The  color  ad  titled  “Steuben”  list  of  entries  picked  by  Harry 
iced  only  one  big  hurdle  in  Hayes,  a  Post  advertising  sales 
inning  a  top  award  in  the  supervisor,  in  consultations  with 


The  winning  viewpoint  was 
that  the  ad  was  different  and 
unusual.  And  besides,  it  re¬ 
minded  the  Post  advertising 
staff  of  another  Neiman-Marcus 
ad  which  won  a  prize  for  the 

Houston  paper  in  the  same  con-  even  lines  indented  on  portion  bv  James  Howard;  pho- 

rns  vi'A^winnerranonan  tb  f  b,  d  by  Fred  Shelton;  copy 

.  . ,  *  f  4.U  T»  *.  T  N-M  introduces  the  fabled  bv  Laura  Rivers, 

inside  page  of  the  Post  on  June  4.^  rpu  _  •  ou-  . 

15  1959  glass  to  Houston  today  —  They  were,  in  Mr.  Shipmans 

’  *  Steuben,  an  only-at-N-M  exclu-  words,  “striving  for  simplicity. 

It  announced  the  opening  of  a  give  in  the  Southwest.  Almost  boldness  of  design,  the  rose  as 
Steuben  glass  shop  in  the  Hous-  as  impressive  as  the  icy  splen-  a  symbol  of  beauty,  visual  ap- 
ton  store  of  Neiman-Marcus.  dor  of  the  crystal  itself  is  the  peal.” 

The  ad  was  produced  by  the  getting — a  sapphire-blue  repro-  “I  felt  we  were  selling  the 
Neiman-Marcus  advertising  de-  duction  of  the  new  Steuben  visual  excitement  of  opening  a 
partment  in  Dallas.  But  unlike  showrooms  in  New  York.  Our  new  Steuben  glass  shop  in  our 
most  of  the  company’s  color  ads  special  gfuests  for  the  occasion :  store,”  he  added. 

prepared  for  both  Dallas  and  James  A.  Thurston,  vicepresi-  Pointing  out  that  simplicity 
Houston  papers  this  one  ran  dent  of  Steuben,  his  party  of  is  a  touchstone  at  Neiman- 
only  in  Houston.  notables  and  all  Houstonians  Marcus,  Mr.  Shipman  deplored 

‘Best  Ever  Run'  intrigued  by  the  beauty  of  “the  busyness  and  fussiness  of 

perfect  design.  In  the  new  most  retail  advertising”  which 
A  company  executive  called  it  Steuben  room,  second  floor.”  often  tries  to  say  too  much, 
“one  of  the  best  ads  we’ve  ever  Below  that,  again  in  gray,  “We  didn’t  want  this  ad  too 
run.”  was  the  Neiman-Marcus  signa-  formidable,”  he  said.  “We  tried 

ture  in  big  block  letters.  to  leave  something  to  the  imag- 

“It  was  a  simple  ad  to  pre-  ination  of  the  reader.” 

- recalled  Mr.  Shipman.  The  ad  was  sent  to  the  Post 

“There  vras  nothing  hard  to  do.”  complete  in  engraved  form. 

.  “We  have  less  trouble,  me- 

^pecially  Mixed  chanically  and  otherwise,  with 

The  art  director  noted  that  Neiman-Marcus  color  ads  than 
Neiman-Marcus  probably  runs  just  about  anybody  else’s,”  Mr. 
more  newspaper  color  ads  than  Johnston  said.  “They  are  per- 
any  other  store  in  the  world,  fectionists. 

He  pointed  out  that  all  the  firm’s  “They  know  how  to  prepare 
ad  colors  are  specially  mixed  to  uu  ad  for  color.  They  know  how 
“get  color  that  is  absolutely  to  use  color.  They  have  more 
right,  to  get  the  mood  we’re  experience  in  color  than  any 
trying  to  project.”  other  Houston  advertiser.  They 

“One  thing  that  we  feel  about  spend  a  few  more  dollars  and 
color — the  simpler  you  can  be  go  all-out  for  a  good  pob.” 
with  it,  the  better  it’s  going  to  Mr.  Johnston  credited  the  ad’* 
project  in  a  newspaper,”  Mr.  award  to  a  combination  of  “their 
Shipman  said.  “We  feel  it  is  excellent  art  work  and  our 
wrong  to  try  to  get  too  realistic  ability  here  at  the  Post  to  give 
when  you’re  working  with  news-  excellent  reproduction.” 

“This  wasn’t  an  especially  in-  Ou«lRy  Material 

tricate  color  job.”  “We  can  give  anybody  quality 

Mr.  Shipman  supplied  this  reproduction  when  we  are  sup- 


'A  ROSE  BY  ANY  OTHER  NAME  .  .  .' — Houston  (Texas)  Post  produc¬ 
tion  men  check  first-off-the-press  copy  of  E&P  award-winning  Neimin- 
Marcus  color  ad.  Shown  (left  to  right):  Gilbert  Ruffle,  stereo  foreman; 
S.  E.  (Gene)  Buttrill,  vicepresident  and  head  of  Post's  production  de¬ 
partment;  and  Paul  Tanner,  pressroom  foreman. 


The  company’s  art  director. 
Art  Shipman,  who  supervised 
the  production  of  the  winning 
ad,  said: 

“As  I  remember,  they  had 
tremendous  traffic  in  the  depart¬ 
ment,  and  much  interest  was 
created  by  the  ad.  As  far  as 
actual  sales,  we  weren’t  inter¬ 
ested  in  that.” 

Across  the  top  of  the  ad  was 
the  single  word  “Steuben.”  It 
appeared  in  large  letters  in  en- 
graver’s-screen  gray,  in  a  type 
face  duplicating  the  familiar 
Steuben  sigrnature  type. 

The  same  gray  also  was  used 
as  a  shadow  for  the  rose,  a 
purplish  red  bud  with  green 
stem  and  two  clusters  of  green 
leaves.  The  flower  was  done  in 
two  colors  plus  black. 

Its  stem  extended  downward 


NEIMAN-MARCUS 


NOYEI.TIES‘ 


yj  in  America  in  total  Advertising 

Cleveland  Plain  Dealer 


RETAIL  SALES  IN  CLEVELAND  AND  ADJACENT  COUNTIES 


CLEVELAND 

COMMODITY  CUYAHOGA  COUNTY 

(000) 

26  ADJACENT 
COUNTIES 
(000) 

TOTAL 

(000) 

Total  Retail  Sales 

$2,347,689 

$1,977,224 

$4,324,913 

Retail  Food 

581,935 

498,319 

1,080,254 

Retail  Drug 

92,487 

59,441 

151,928 

Automotive 

357,776 

368,264 

726,040 

Gas  Stations 

144,966 

161,669 

306,635 

Furniture,  Hsid.  Appliances 

121,723 

86,025 

207,748 

HERE  IS  THE 
COMPACT  MARKET 
WITH  RETAIL  SALES 
LARGER  THAN  ANY 
ONE  OF  35 
ENTIRE  STATES 


(Source,  Sales  Management  Survey  of  Buying  Power,  May  10,  I960) 

Akron,  Canton  and  Youngstown  Counties  are  not  included  in  above  sales 


Represented  by  Cresmer&  Woodward,  Inc.,  New  York,  Chicago,  Detroit,  Atlanta,  San  Francisco,  Los  Angeles.  Member  of  Metro  Sunday  Comics  and  Magacine  Network. 
Eastern  Resort,  Travel  Representative:  The  Kennedy  Co., 420  Lexington  Ave.,N.  y.«  9801  Collins  Ave., Miami  Beach54,  Fla.  *Source:  Media  Records 


FIRST  in  Cleveland 


in  all  DRUG 
ADVERTISING 


TUCSOM 

IS  AMONG  THE  I 

10  LEADING  MARKETS  j 
IN  ROP  ! 

COLOR  ADVERTISING 

•  ! 
1959  ROP  Color  ' 


1  JOS, 337*  Unes 

I960  First  6  months  ROP  Color 


*weekday  Citizen  and  Sunday  Star 

TUCSON 

The  Nation's  Fastest  Growing  City 

POPULATION  UP  362%  SINCE  1950 

now 

the  Nation's  54th  Corporate  Market 
and  95th  Metropolitan  Market 


Arizona  Star 

^Morning  and  Sunday 


(IPucson  Datlj)  (Citizen 

_ Evening 

2  Independent  Newspapers  Produced  in  the  Same  Plant 
•  Represented  Nationally  by  Cresmer  &  Woodward,  Inc. 


^Steuben  ’  Ad 

(Continued  from  page  20) 


plied  with  quality  material,”  he 
explained. 

The  specially-mixed  ink  for 
the  ad  was  supplied  by  the  Texas 
Printing  Ink  Company  of  Hous¬ 
ton,  Mr.  Johnston  said,  adding 
that  practically  all  the  colors 
in  Neiman-Marcus  ads  are 
opatiue — mixed  with  white  ink  as 
a  base  to  gpve  all  colors  an  extra 
sparkle. 

“To  me,”  Johnston  said,  “the 
thing  that  makes  all  Neiman- 
Marcus  ads  outstanding  is  the 
fact  that  they  do  have  all  these 
colors  specially  mixed.” 

Echoing  a  point  made  by  Mr. 
Shipman,  the  Post’s  retail  ad¬ 
vertising  director  noted  that 
this  was  not  a  selling-type  ad. 

“It  is  not  a  true  institutional 
type  either,”  he  added,  “but  it 
is  not  designed  to  create  immedi¬ 
ate  sales.” 

Analyzing  the  winning  ad, 
Mr.  Johnston  praised  its  origin¬ 
ality  and  basic  simplicity.  He 
pointed  to  the  lavish  and  intelli¬ 
gent  use  of  white  space,  then 
noted  that  the  ad  served  its 
purpose  well. 

“A  color  ad  is  designed  to  at¬ 
tract  attention,”  he  explained, 
“and  this  is  certainly  an  atten¬ 
tion-compelling  advertisement.” 

Not  until  the  ad  had  passed 
into  the  Post’s  production  de¬ 
partment,  headed  by  S.  E. 
(Gene)  Buttrill,  did  a  single 
small  problem  arise. 

This  came  after  it  was  put 
onto  plates  by  Gilbert  Ruffle, 
stereotype  foreman,  and  snapped 
on  the  presses  by  Paul  Tanner, 
press  room  foreman. 

Roger  Small,  a  production  as¬ 
sistant,  explained  that  the  one 
minor  difficulty  stemmed  from 
the  big  use  of  white  space. 

“As  a  result  of  the  small  area 
in  color,”  he  said,  “it  was  diffi¬ 
cult  to  keep  the  inks  running 
clean.  'The  colors  for  a  full-page 
ad  all  in  color  would  run  a  lot 
cleaner,  but  the  smaller  use  of 
color  leaves  a  tendency  to  pick 
up  black  ink.” 

I  Mr.  Johnston  noted,  however, 
that  Neiman-Marcus  officials 
praised  the  printed  results  as 
,  “highly  satisfactory.”  Looking 
at  a  tear  sheet  of  the  prize¬ 
winning  ad,  he  observed: 

“If  Steuben  is  perfection  in 
glass,  then  this  is  perfection  in 
a  rose.” 

• 

Color  Gains  Told 

Vancx)uveb,  Wash. 
Color  advertising  carried  in 
the  Vancouver  Columbian  is- 
running  at  a  rate  nearly  double 
last  year,  reports  Don  Camp- 
I  bell,  general  manager. 

EDITOR  8C  PUBl 


Spot  Color  I 
Section  I 
Sells  Homes  I 

Chicago 

How  color  advertising  helped 
sell  $2,000,000  worth  of  homes 
was  demonstrated  recently  by 
the  Chicago  Sun-Timea.  j 

Hollywood  Builders  announced 
the  grand  oj^ning  of  a  new  de-  , 
velopment  in  Wheeling,  Ill.,  1 
a  12-page  section  in  the  July  I 
17  Sunday  Sun-Times.  | 

810,000  Section  ^ 

The  firm’s  other  advertising  ' 
consisted  of  b  &  w  half-page  I 
insertions  in  Chicago’s  ^ree 
other  major  newspapers,  plus 
two  columns  of  classified  space  j 
in  one  of  them.  The  Sun-Times 
section,  which  cost  the  adver¬ 
tiser  $10,200,  contained  spot 
color  on  the  front  and  back 
pages  and  center  spread.  Pink 
was  used  to  attract  women 
readers.  The  builder  appeals  to 
the  ladies  with  the  advertising 
theme,  “homes  with  the  femi-  S 
nine  touch.” 

Ruth  Miller,  sales  manager 
for  Hollywood  Builders,  re¬ 
ported  more  than  4,000  people 
showed  up  Sunday  to  see  the  , 
advertised  homes.  The  120-car 
capacity  lot  was  filled  from  10 
a.m.  to  dark.  Sales  that  day  to¬ 
taled  more  than  $2,000,000,  dis¬ 
closed  Miss  Miller,  who  credited 
a  majority  of  the  volume  to 
buyers  brought  out  by  the  Sun- 
Times  section. 

Credits  Color  .Section  ; 

“We  have  always  felt  the 
Sun-Times  was  an  excellent  ad¬ 
vertising  medium  for  home 
builders,  and  the  special  12- 
page  Hollywood  Ridge  section 
certainly  proved  this  once 
again,”  Miss  Miller  told  the 
Sun-'Times. 

Since  first  offering  color  to 
advertisers  in  1958,  the  Sun- 
Times  has  recorded  steady  in¬ 
creases  in  that  classification. 

The  number  of  color  adver¬ 
tisers  was  up  by  34.4%  in  1959, 
while  the  total  number  of  color 
pages  showed  a  16.3%  gain. 

The  larg^est  increase — 41.7% 
— ^was  recorded  in  general  color 
advertising. 

• 

ROP  Color  Umbrellas? 

United  Press  International 
reports  a  smartly  dressed  wom¬ 
an  looking  at  a  reproduction  of 
Renoir’s  Les  Parapluies  at  Lon¬ 
don’s  National  Gallery  book¬ 
stall,  asked  the  clerk  “have  you 
got  it  in  any  other  colors?” 
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mt  Pieja  Union 

CITED  BY 

EDITOR  &  PUBLISHER 
FOR  CONTRIBUTING 
TO 

"RETAIL 
CREATIVITY 
IN  COLOR” 


Fourth  annual  Editor  &  Publisher  Color 
Award  certificate  for  creative  retail 
color  advertising  in  newspapers  under 
100,000  circulation  goes  to  The  San 
Diego  Union. 

The  winning  ad  —  full  page,  full  color  — 
was  created  by  MARSTON'S,  a  pace¬ 
setting  San  Diego  department  store.  The 
artist  was  Joseph  Allen  Hong,  working 
with  John  H.  Noble,  Jr.,  sales  promotion 
director  for  the  store.  This  ad  was  one  of 
the  many  imaginative  and  stimulating  ap¬ 
plications  of  ROP  color  which  have  proved 
that  color  sells  the  soaring  San  Diego 
market. 

i^an  Bie^o  Inion  I  BfBNiNG  Tribune 


"THE  RING  OF  TRUTH" 


15  HOMETOWN  DAILY  NEWSPAPERS  COVERING  SAN  DIEGO,  CALIFORNIA 
-GREATER  LOS  ANGELES.  -  SPRINGFIELD.  ILLINOIS  -  AND  NORTHERN 
ILLINOIS.  SERVED  BY  THE  COPLEY  WASHINGTON  BUREAU  AND  THE 
COPLEY  NEWS  SERVICE. 

REPRESENTED  NATIONALLY  BY  WEST- HOLLI DAY  CO.,  INC. 


/1, 109,498 
lines  of 
COLOR 
carried 
uring  1959! 

That's  a  whale  of  a  lot 
of  color  for  any 
market . . .  proof  that  both 
local  and  national 
advertisers  recognize 
the  selling  power  of 
newspaper 
color  promotion 
in  Indiana's  great 
Tri-State  market. 

VHNsyiir. . . . 

gives  your 
promotion 
the  lift  it  needs  for 
TOTAL  IMPACT! 


*  The  16-county  F^ctail  Trade  Zone  served  by  the 
Evansville  Newspapers  forms  the  rich,  isolated  heart 
of  mid-America.  The  500,000  people  living  here  .  .  . 
and  their  $750-million  in  effective  buying  income  .  .  . 
are  influenced  only  by  the  Evansville  Newspapers 

.  .  .  the  only  metropolitan  daily  papers  published  with¬ 
in  a  1 26-mile  radius. 

- - - ABC  — 3/31/60 

The  Daily  . 104,966 

Sunday .  93,246 
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the  EVANSVILLE  NEWSPAPERS 


‘Shaggy  Pouff’  Wins 
In  ‘Pouff’  of  Color 


the  MORNING 
COURIER 


the  EVENING 
PRESS 


the  SUNDAY 
COURIER  and  PRESS 


E&P  RETAIL 
CREATIVITY  AWARD 
WINNER 

Newspapers  with  circulation 
under  100,000. 

Advertiser:  Marston  Co.,  San 
Diefto,  Calif.;  Director  of  Sales 
Promotion:  J.  H.  Noble;  Artist: 
Joe  Hong;  Newspaper:  San 
DieRo  (Calif.)  Union-Tribune. 

“Have  You  Heard  the  Shaggy 
1  Pouff  Story?”  was  the  cartoon- 
j  question  asked  in  Marston’s  full- 
!  page  ROP  color  ad  in  the  San 
I  Diego  (Calif.)  Union  and  Eve¬ 
ning  Tribune. 

Apparently  it  was  an  en- 
j  ticing  story,  colorfully  repro¬ 
duced,  for  the  San  Diego  depart¬ 
ment  store  anticipates  a  $75,- 
I  000  return  on  the  ad  by  the  end 
I  of  the  year. 

“The  story  of  this  ad  began 
March  31,  1959,  in  the  Union- 
Tribune  when  we  ran  our  first 
;  ‘color  spectacular*  featuring 
I  Pouff  rugs  and  their  various 
practical  uses  throughout  the 
home,”  said  J.  H.  Noble,  direc- 
;  tor  of  sales  promotion  for  the 
Marston  Co. 

j  “We  did  this  first  ad  cartoon- 
!  .style  also.  The  ad  did  not  pull 
j  any  spectacular  amount  of  busi- 
I  ness  the  first  day,  but  by  the 
end  of  the  week,  we  had  racked 
up  substantial  business. 

“The  rug  department  was 
gaily  decorated  in  the  motif  of 
the  ad.  Salespeople  were  genu¬ 
inely  enthused  about  the  rugs. 
By  the  end  of  the  second  week, 
business  was  still  mounting  and 
people  were  asking  for  the 
‘Pouff  rugs  I  saw  in  the  Union 
and  Tribune.’ 

“Total  result  was  a  business 
in  Pouff  rugs  of  all  sizes  in  ex¬ 
cess  of  $40,000  at  retail  in  the 
following  12-month  period. 

“This  first  color  ad  kicked  off 
an  entire  year  of  building  for 
this  top  item.  We  became  the 
best  Pouff  rug  sellers  in  Amer¬ 
ica  for  the  size  of  our  store. 

1,500  Tear  Sheets 

“This  year,  the  manufacturer 
(who  had  ordered  1,500  tear 
sheets  of  the  first  ad  for  na¬ 
tional  distribution)  came  to  us 
and  asked  us  to  run  a  repeat. 

“We  were  hard  pressed  to  top 
the  original,  but  Joe  Hong, 
Marston  art  director  who  also 
created  the  1959  Pouff  ad,  came 
up  with  a  salient  new  story: 
Pouff  rugs,  bedspreads,  pillows 
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.  .  .  all  these  in  one  ad  and  in 
one  store. 

“And  that  was  how  this  prize 
winning  ad  was  bom,”  said  Mr. 
Noble. 

“It  is  too  early  to  tell  about 
the  1960  results,”  he  added,  “ex¬ 
cept  to  say  we  are  planning  on 
doing  about  $75,000  of  business 
in  Pouff  merchandise,  and  count 
on  the  color  ad  to  have  another 
long  pull  for  us,  to  kick  off  in 
a  memorable  w-ay,  an  important 
merchandise  story  and,  in  addi¬ 
tion,  give  the  entire  store  a  lift 
in  the  eyes  of  our  customers.” 

B.  G.  Burke,  production  man¬ 
ager  for  the  Union-Tribune  Pub¬ 
lishing  Co.,  said  the  artist 
should  share  considerable  credit 
in  producing  the  award  winning 
ad. 

“This  ad  illustrates  the  im¬ 
portance  of  good  original  art. 
The  artist's  treatment  was  such 
that  colors  could  be  overlaid 
effectively  without  the  necessity 
of  hairline  register,”  said  Mr. 
Burke. 

“The  unusual  color  combina¬ 
tion  was  made  up  of  ceramic 
blue,  ANPA  rose,  and  ming 
yellow — all  California  Ink  Co. 
stock  inks. 

“Every  effort  w’as  made  to  see 
that  the  colors  were  kept  clean 
and  bright  on  the  press,  and 
that  smudging  and  contamina¬ 
tion  from  pipe  rollers  and  drag 
rollers  were  kept  to  a  minimum. 

“A  good  fiow  of  ink  and  firm 
impression  were  of  great  im¬ 
portance  in  this  particular  case. 

“The  stereotype  department 
worked  from  original  zinc  en¬ 
gravings  which  were  carefully 
registered  in  the  form.  Regu¬ 
lar  stereotype  mats  were  cold- 
rolled  and  carefully  processed 
to  give  7/8-inch  shrinkage. 

{Continued  on  page  26) 
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JUDGED  BEST  IN  REPRODUCTION  OF  BOTH  SPOT  AND  FULL  COLOR 
ADVERTISING  AMONG  NEWSPAPERS  OVER  250.000  CIRCULATION 


The  Philadelphia  Bulletin  has  won  both  top  honots  m  the 
R.O.P.  Color  Contest  conducted  hv  f  ditor  ;S.  Publisher.  1  his  ii\?'Ks 
five  first^  prizes  The  Bulletin  has  eained  in  this  contest  in  the 
last  four  years ! 

Tlie  1%0  awards  are; 

Ut  Prize-3  colors  and  black -anionp  the  newspapers  oxer  .':h\000 
rirrulation. 

Advertiser:  Yub.in  Instant  Coffee.  Apenev.  Ifenton  .'v  Bowles 
1st  Prize  1  colirr  and  black  anionp  the  news|i.i(iois  I'Vi'i  .'.kO.iW 
circulation. 

Advertiser:  Alpine  Cijtarettes  Aeencx  Hovle  P.ine  Bernt'ach 
0  tstandmK  f  olor  reprodu<  tion  is  .mother  te.rsonxvhv  the  Biilli'tin 
k.ids  in  R.O.P.  color  m  Phil.ufelphia. 

*’  the  first  f>  rn-)nths_of  lOliO.  The  Bulletin  pufili  htsf  si',,  m.ne 
••  O.fV  cril'ir  aflvertisiiii’  than  anv  other  new  -p.iper  in  I’hii.iilelpheB 


THE  PHILADELPHIA  BULLETIN  a  m.  mii.  r  et  mu  i  iom  m  abki  t 

Nt  W'  .PAPI  RS.  INC  Adveitismi;  Oftn  .  s  N.  w  Yeik.  S.'n  1  ilth  Avenue 
CliK  .ipo.  331  N  Mu  hiisin  BoiilevarU,  IS  troil,  ^'"W  ('l■n^■l  Biiilvliiip. 
I  os  Ani.c.les.  JMlJ  VAIshire  Uoiilev.ird.  '  >,10  I  laiu  ei  n.  111  '.111111  tieel 


IN  PHILADELPHIA  NEARLY  EVERYBODY  READS  THE  BULLEIIN 


‘Shaggy  Pouff 


(Continued  from  page  24) 


lockup  on  the  press,”  said  Mr.  “When  informing  the  Marston 
Burke.  Co.  of  their  award,  we  visited 

L.  A.  Alexander,  Union-  the  office  of  John  Noble,  their 
Tribune  stereotype  superinten-  sales  promotion  director.  He  had 
dent,  emphasized  the  minute  a  proof  of  this  ad  mounted  on 
care  required  in  reproduction.  the  wall  of  his  office,  and  said 
“We  highlighted  the  stippled  that  they  considered  this  the 
areas  with  emphasis  on  the  most  unusual  ROP  color  ad  that 
edges.  This  helped  to  maintain  they  had  created, 
proper  color  tone.  “So,  this  certainly  backs  their 

“On  the  color  plates,  the  judgement  in  connection  with 
register  marks  (which  were  those  who  judged  the  awards  in 
transfered  to  the  plate  from  the  the  contest,”  Mr.  Flood  said, 
mat)  were  lined  up  with  elec-  ^ 

tronic  eyes  on  the  milling  ma¬ 
chine,  which  insured  proper  ADA  Sets  Up  $  Dinner 
positioning  of  each  color  plate  on  Winter  Promotion 
the  press,”  said  Mr.  Alexander. 

The  plates  then  were  ready  Chicago 

for  Harry  Swift,  pressroom  Two-color  newspaper  ads  fea- 
superintendent,  and  his  crew.  turing  the  “Dollar  Dinner” 
“On  the  day  of  the  run,  the  theme  as  a  winter  promotion  of 
Marston  plates  came  down  to  American  Dairy  Association 
us  from  stereo.  They  were  good  will  be  placed  in  major  markets 
nlates  and  in  good  register.  This  next  January-February. 
is  important,”  Mr.  Swift  em-  Dollar  Dinners  is  a  tailor- 
phasized.  made  promotion,  weaving  in  the 

“As  soon  as  the  run  began,  ad  theme  of  the  proved  “Dollar 
checks  were  taken  and  the  Day  Sale,”  designed  to  help  the 
necessary  adjustments  made,  grocer  help  the  economy-minded 
Both  register  and  ink  supply  housewife  recover  from  her  De¬ 
can  be  controlled  manually  as  cember  spending  spree.  Dollar 
the  press  is  running,”  he  said.  Dinners  will  feature  25  easy-to- 
Kenneth  Flood,  Union-Tribune  prepare  main  dishes  which  will 
advertising  director,  and  Fran-  serve  a  family  of  four  for  less 
cis  D.  Ide,  Union-Tribune  retail  than  a  dollar,  made  extra  nour- 
advertising  manager,  summed  ishing  with  dairy  foods. 
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^  DON’T 
PANIC! 


in  Peoria  with  color 


•  4-color  process  from  1000  lines  to  page  size 

•  ROP  color  7  days  a  week  at  low-premium  rates 

•  Hurletron  Electric  Eye  and  Goss  Colortrol 

Here  is  top  ROP  color  in  a  newspaper  fhof  delivers  84%  household 
coveroge  of  a  metro  market  exceeding  300,000  population. 
The  Peoria  Journal  Star's  total  circulation  reaches  13  industry- 
rich,  farm -rich  counties,  where  over  half  a  million  people  earn 
over  a  billion  dollars  annually. 


O'MARA  A  ORMSBEE,  INC.,  Notional  koprmtontalivot 


Want  to  see  your  product  march  off  store  shelves  in 
Kansas  City?  Then  schedule  a  color  campaign  in  The 
Kansas  City  Star!  The  extra  impact  of  color  in  this 
prestige  medium  which  for  80  years  has  moulded  Kansas 
City  buying  habits  is  a  truly  exhilarating  expaience! 
Choice  of  7'day,  ll-time-a^week  spot  or  dramatic  full 
color  in  page  or  fractional  units.  1,000  line  minimum. 
Modest  color  surcharge. 


FEDERAL  NOSE  COUNT 

rrveals  h  hopping  26%  popu> 
lation  increaite  for  Mriro- 
l>oliian  KaiiMiit  City!  In  this 
rxpandintc,  hi|di-incomr  mar¬ 
ket  of  1,027,307  persons.  The 
Star  lays  down  America’s  most 
ihoroui^  IM  ice-daily  circula¬ 
tion  coverafte,  with  94%  of 
readers  rreeivinf;  home  deliv- 
ery.  Bip;  difference  in  sales 
action ! 


THE  KANSAS  CITY  STAR 

COMBINED  DAILY  CIRCULATION  668,158 
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To  SELL  in  AKRON 
only  the  BEACON 
JOURNAL 


can  do  the  job! 

HOW  DO  YOUR  PRODUCTS  RANK  IN 


You'll  find  your 
answer  in  the  new 

1960-1961 
TOP  TEN 
BRANDS 

A  personal  Akron  home  interview  Colt* 
sumer  Inventory,  consistini  of  130 
different  cateiories  with  brand  profiles 
by  Income,  age  and  number  of  persons 
per  household,  is  yours  through  your 
nearest  Story,  Brooks  A  Finley  office. 


Here  are  the  facts 


1960-1961 


AKHON  BEACON  JOURNAL 


about  the  AKRON  BEACON  JOURNAL  area  of  influence 


□ 


DOLLAR  MARKET 


POPULATION  771,M1 ...  FAMILIES  2tt,I7S 


TOTAL  BEACON  JOURNAL  I  DAILY . 167,704 

cmcvLATioN  \  SUNDAY...178,49« 

Plan  your  sales  promotions  in  Akron's  ONLY  doily  and 
Sunday  newspaper  and  be  sore  your  messages  go  home. 
ROP  1  color  and  block,  2  color  and  block  and  full  color 
available  Doily  and  Sunday.  Rotogravure  and  Color  Comics 
available  on  Sundays. 


AKRON 

BEACON  JOURNAL 


‘^Ohio's  Most  Complote  Newspaper" 

JOHN  S.  KNIGHT,  Publisher 
Represented  Nationally  by  STORY,  BROOKS  &  FINLEY 


Color  Performs 
Recognition  Role 

By  (lamphell  Watson 


E&P  RETAIL 
CREATIVITY  AWARD 
WINNER 

Newspapers  with  circulation 
over  2i>0,000. 

Advertiser:  Joseph  Magnin 
Co.,  Inc.,  San  Francisco,  Calif.; 
Director  of  Advertising;  Muriel 
Sinclair;  Artist:  Betty  Brader 
Ashley;  Newspaper:  San  Fran¬ 
cisco  (Calif.)  Examiner. 


Color  and  design  alike  were 
as  carefully  keyed  to  the  ad¬ 
vertiser  as  to  the  season  in  the 
award-winning  Caprice  Noel  ad¬ 
vertisement  developed  by  Jos¬ 
eph  Magnin  Co.,  Inc.,  of  San 
Francisco. 

This  was  accomplished  by 
using  the  exotic  colors  and  sym¬ 
bols  appearing  on  the  retail  es¬ 
tablishment’s  distinctive  gift 
boxes  as  advertising  copy,  it 
was  explained  at  offices  of  Mur¬ 
iel  Sinclair,  Joseph  Magnin’s  di¬ 
rector  of  advertising. 

The  result  was  full  identifica¬ 
tion  of  the  store  with  the  spirit 
of  Christmas.  The  colors  used 
are  shades  of  black,  red,  blue 
and  yellow. 

50- Word  .Story 

The  symbols  which  appear 
boldly  across  milady’s  features 
and  then  recede  into  the  back¬ 
ground  over  the  balance  of  the 
page  also  appear  on  the  design 
of  the  boxes  which  are  devel¬ 
oped  annually  by  the  store’s  ad¬ 
vertising  department. 

The  copy  appearing  in  this 
page  ad  of  last  Thanksgiving 
consists  of  50  words.  The  writer 
was  Nancy  McCann,  then  Jos¬ 
eph  Magnin’s  advertising  man¬ 
ager.  Betty  Brader  Ashley  was 
the  artist. 

The  ad  proved  it  had  impact 
as  well  as  color.  It  helped  pro¬ 
vide  the  store  with  “a  magni¬ 
ficent  Christmas,”  explained 
George  Coutts,  art  director. 

Its  particular  purpose  was  as 
a  tool  to  interpret  the  Joseph 
Magnin  gift  box  story.  Color  is 
similiarly  utilized  regularly  and 
at  least  quarterly,  he  added. 

Joseph  Magpiin  received  spe¬ 
cial  values  from  its  aw-ard-win- 
ning  copy  because  it  stresses 
specialty  merchandise  boxes  as 
a  factor  in  developing  store 
personality. 

An  eight-sided  box  with  an 
unusual  and  original  top  open¬ 
ing  was  developed  by  Dan  Peins 


when  he  was  purchasing  man¬ 
ager  for  Joseph  Magnin.  It  was 
publicized  under  the  name,  “Top 
Secret.” 

Two  seasons  past  the  store 
used  clock-shaped  Christmas 
boxes.  This  design  synchronized 
with  its  seasonal  theme  of  that 
year,  “Christmas  Time.”  This 
box  received  the  National  Paper 
Box  Manufacturers  Association 
award  for  general  superiority.  ♦ 

But  boxes  and  copy  about 
boxes  are  only  one  phase  of  the 
Joseph  Magnin  story.  The  or¬ 
ganization  had  found  that  color 
has  overall  values  well  adapt¬ 
able  to  many  needs,  Mr.  Coutts 
said.  A  mid-September  release 
devoted  to  cosmetics  is  its  new¬ 
est  color  advertisement. 

A  long  list  of  awards  attest  to 
the  successful  advertising  de¬ 
veloped  by  the  store.  These  also 
reflect  top  management  policy, 

Mr.  Coutts  said. 

Support  From  Top  i 

Joseph  Magnin,  president, 
gives  the  advertising  depart¬ 
ment  full  authority  to  go  ahead. 
This  support  has  paid  off,  Mr. 
Coutts  explained. 

Mr.  Coutts  formerly  was  with 
Nieman-Marcus  in  Dallas.  His 
experience  over  the  dozen  years 
since  art  school  includes  agency 
and  magazine  work. 

There  are  three  other  artists 
in  the  department:  Verna  Du 
Free,  Joan  Lowell  and  Miss 
Ashley. 

Joseph  Magnin  works  in  co¬ 
operation  with  its  regular  sup¬ 
pliers  in  providing  newspapers 
with  reproduction  material. 
Master  Photo  Engraving  Co.  of 
San  Francisco  handles  the  ad¬ 
vertising  after  it  has  won  final 
approval  from  store  chiefs. 

The  Caprice  Noel  advertise- 
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ment  appeared  in  the  Thanks- 
(fivinp  Day  edition  of  the  San 
Fram  iACo  Examiner,  which  en¬ 
tered  the  copy  in  the  E&P  color ' 
competitions. 

The  Examiner  of  that  date 
contained  a  total  of  134,000 
lines  of  retail  advertising  ad¬ 
vised  Arthur  L.  Gilbert,  adver¬ 
tising  director.  Color  reproduc¬ 
tion  was  excellent  despite  the 
heavy  press  load  of  that  edi¬ 
tion. 

The  Examiner’s  Thanksgiv¬ 
ing  Day  editions  have  been 
known  as  “the  Christmas  Value 
Days  issue”  annually,  except 
during  wartime,  since  1931.  The 
first  edition  of  this  series  car¬ 
ried  47,212  lines  of  advertising. 

The  Joseph  Magnin  Com¬ 
pany’s  versatility  in  advertising 
is  reflected  in  a  series  of  tro¬ 
phies  attained  in  national  com¬ 
petitions.  It  has  received  the 
Hearst  Advertising  Award  for 
overall  creativity  in  advertising 
for  the  past  three  years. 

Art  Show  Awards 

A  majority  of  these  awards 
have  been  for  color  copy,  Mr. 

Coutts  said.  Trophies  include 
recognition  from  the  New  York 
.\rt  Director’s  Show  and  four 
San  Francisco  Art  Director’s 
awards  for  overall  excellence  in 
layout  and  art. 

It  was  among  the  top  10  re¬ 
tail  stores  for  five  years  in  the 
Retail  Advertising  Weekly’s 
ratings.  In  1957  it  received  rec¬ 
ognition  for  the  best  specialty 
store  advertising  from  that 
publication. 

Three  awards  have  been  re¬ 
ceived  from  the  National  Retail 
Dry  Goods  Association.  Among 
these  was  a  special  award  for 
originality  and  scope  in  opening 
a  new  store.  This  was  granted 
in  1958  when  the  Las  Vegas 
store  was  launched. 

The  Brand  Names  Founda¬ 
tion  judged  Joseph  Magnin  win¬ 
ner  of  the  “best  tie-in  with  a 
manufacturer’s  product  compe¬ 
tition  of  1957.  This  also  re¬ 
flected  the  view  of  Mr.  Mag¬ 
nin  that,  in  certain  instances, 
advertising  can  and  should  in¬ 
clude  the  manufacturer’s  or  de¬ 
signer’s  name. 

For  those  who  wish  to  cap¬ 
ture  an  advance  bit  of  Christ¬ 
mas  spirit  from  the  E&P  win¬ 
ner,  here  is  the  brief  text: 

“CAPRICE  NOEL.  Gaiety  | 
spun  from  the  fabled  and  fanci¬ 
ful  .  .  of  whimsy  and  of  wishes 
for  the  delightfully  improbable 
we  have  in  profusion  .  .  The 
rare  and  the  magnificent  in 
amazing  array,  among  the  sur¬ 
prises  .  .  .  Brilliant  boxes  of 
the  most  delicate  detail  to  hold 
all  the  wonders  of  the  happy 
world  of  Joseph  Magnin. 
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Christian 
Science 
.  Monitor 


Drive 
home 
''  sales 


message 

with 


Book  Tells 
How  Color 
Helps  in  PR 


Ideas  and  facts  that  penetrate  the  routine 
activities  of  daily  life  rej^ister  with  busy  men 
and  women  and  result  in  action.  When 
THE  CHRISTIAN  SCTEN’CE  MONITOR 
regularly  carries  your  advertising  message, 
the  facts  and  ideas  relating  to  your  product 
are  reaching  this  important  market  with  full 
effectiveness. 


You  will  find  that  your  business  will  profit 
from  the  stimulus  of  a  program  of  advertising 
in  this  international  daily  newspaper.  With¬ 
out  any  obligation  on  your  part,  we  will  gladly 
draw  up  a  detailed  proposal  of  MONITOR 
advertising  custom-made  to  the  require¬ 
ments  of  your  product. — THE  CHRISTI.AN 
SCIENCE  MONITOR,  One  Norway  Street, 
Boston  15,  Massachusetts. 


News,  Advertising,  Readership 
Devoted  to  Building  a 
Better  Civilization 


Branch  Offices 
NEW  YORK:  588  Fifth  Avenue 
CHICAGO:  333  N.  Michigan  Avenue 
LOS  ANGELES:  650  S.  Grand  Avenue 
LONDON,  W.C.  2:  Connaught  House, 
163/4  Strand 


•art'®'' 


The  Washington  Post  is  third  among 
all  newspapers  in  the  nation’s  top 
ten  markets  in  total  R.O.P.  Color 


advertising  linage. 


MEDIA  RECORDS 
R.O.P.  Color  Advertising 
First  Five  Newspapers 
Top  Ten  Markets 
First  half,  1960 

1.  Los  Angeles  Times  1,290,043 

2.  Chicago  Tribune  1,072,459 

XTheJjra$hin2ton_Post_^_^___7|^jO^ 

4.  Philadelphia  Bulletin  625,982 

5.  Chicago  Doily  News  618,983 


FIRST  IN  WASHINGTON 
IN  CIRCULATION 
IN  ADVERTISING 
IN  AWARDS 


SEND  FOR  WASHINGTON  POST 
COLOR  DATA  BOOK 

The  founh  edition  of  the  Color  Data  Book  gives 
color,  costs  and  circulation  information  for  all 
newspapers  of  20,000  or  more  cirailation  in  the 
247  largest  U.  S.  metropolitan  markets.  In  addi¬ 
tion  to  color  information,  consumer  market  data 
is  also  provided.  Write  or  call  the  nearest 
Washington  Post  representative. 

%  toostiington  {lost 

460,000  Sunday  Circulation 
400,000  Daily  Circulation 

Member  Newspaper  Color  Advertising,  Inc. 


Instant  Yuban  Rises 
To  Top  3  with  ROP 


By  Philip  !S.  Schuyler 


Newspapers  with  circulation 
over  250,000. 

Three  colors  and  black. 
Philadelphia  (Pa.)  Bulletin. 
General  Foods  C^rp.  (Instant 
Yuban  Coffee). 

Benton  &  Bowles,  Inc. 


The  worlds  richest  coffee  is  uow  an  instant  coffee’ 
New  Instant  Yuban— richest  because  it  is  blended  with 
aged  coffee  beans,  aged  like  the  best  tlavored  wine,  cheese 
and  sle.ak  Deep,  dark,  delicious  Yuban— at  gmers  now! 


SHAWNEE 
IS  A  CITY  OF 
HOME  OWNERS 

95%  of  which 

subscribe  fo  the 

SHAWNE 

NEWS-STAR 

Over  62.9%  of  the  families  in 
Shawnee  own  their  own  homes. 
Population  in  the  corporate  limits 
increased  according  to  the  I960 
official  census  from  22,948  in  1950 
to  24.218  in  I960. 

Shawnee  has  not  taken  into  the 
city  large  parcels  of  land,  as  some 
cities  have,  merely  to  boost  their 
population  figures  and  it  has  hun¬ 
dreds  of  homes  that  are  an  im¬ 
portant  part  of  Shawnee  although 
they  are  not  added  in  the  official 
population  figures. 

The  Shawnee  News-Star  serves  the 
entire  Tri-county  area  —  a  large 
part  of  which  is  covered  by  car¬ 
rier  service. 

All  utilities  show  a  substantial 
increase  over  1950. 

Water  meters— up  . . .  1,732  now  8,702 

Gas  meters — up .  1,329  now  8,501 

Bectrie  meters — up  ..  1,767  now  9,132 
Telephones,  res  up...  2,798  now  9,104 
bus  up.  . .  734  now  3,244 

WHEN  YOU  ADVERTISE 
IN  THE  NEWS-STAR 
YOU  GET  OVER  11,004 
ABC  CIRCULATION 
with  a  coverage  of  90% 

SHAWNEE 

NEWS-STAR 

A  STAUFFER  PUBLICATION 

Repreiented  Nafionally  by; 

■urko,  Kuipers  &  Mahoney,  Inc. 

New  York  Chicago  Oklahoma  City 
Dallas  Atlanta  San  Francisco 
Kansas  City  Detroit 


Moving  region-by-region  to¬ 
ward  national  distribution.  In¬ 
stant  Yuban  has  become  one  of 
the  three  top-selling  soluble  cof¬ 
fees  in  almost  every  market  it 
has  reached,  according  to  Vic¬ 
tor  Bonomo,  product  manager, 
in  the  Maxwell  House  Division 
of  General  Foods  Corp. 

The  other  leading  contenders 
are  Instant  Maxwell  House  and 
Instant  Sanka,  two  other  Gen¬ 
eral  Foods’  brands,  and  a  host 
of  regional  brands  including 
Folger’s,  Chase  &  Sanborn, 
Beechnut,  Savarin,  and  Nescafe. 

Instant  Maxwell  House,  the 
largest  seller,  is  continuing  to 
expand  its  markets,  and  Instant 
Sanka  has  proven  to  be  virtual¬ 
ly  invulnerable,  Mr.  Bonomo 
said. 

Powerful  Introduction 

But  regarding  the  advance  of 
Instant  Yuban  since  November 
1958,  the  product  manager  said 
it  has  been  “one  of  the  most 
powerful  introductions  in  our 
recollection.” 

Souping  up  that  power  has 
been  full-page  ROP  newspaper 
color  ads  which  so  far  have  ap¬ 
peared  in  195  newspapers, 
placed  by  Benton  &  Bowles.  As 
the  introduction  continues  in 
new  markets,  another  124  news¬ 
papers  will  be  covered  through 
the  balance  of  the  year,  Mr. 
Bonomo  said. 

Yet  to  be  reached  are  the 
'  great  midwest,  the  southwest 
and  the  Rocky  Mountain  re¬ 
gions.  Right  now  the  campaigpi, 
which  is  in  the  million  dollar 
category,  is  covering  the  east¬ 
ern  coast  down  to  Florida.  Two 
ROP  ads,  using  three  colors  to 
gain  the  effect  of  four,  consti¬ 
tute  a  primary  part  of  the  in¬ 
troductory  promotional  drive, 
according  to  Mr.  Bonomo.  Also 
included  is  TV  and  one  of  the 
largest  sampling  campaigns 
ever  attempted  by  a  coffee 
maker.  Free  samples  of  the  reg¬ 
ular  45c  to  49c  retail  jars  have 
been  delivered  so  far  into  well 
over  five  million  homes. 

For  the  sustaining  campaign, 
after  the  introductory  push  has 
been  completed.  Instant  Yuban 
copy  is  swung  into  locally 
edited  Sunday  supplements.  As 
of  now,  a  total  of  54  of  the 
Sunday  newspaper  magazines 
are  carrying  ads.  Thirty-four 
are  using  four  color  plates  and 
20  three  colors. 


Gro<‘er8  Impressed 

“As  we  broaden  distribution 
coast-to-coast,  we  expect  to  be 
using  ROP  newspaper  color  in 
all  major  markets  where  it  is 
available,”  Mr.  Bonomo  said. 
“VVe  find  that  these  ads  make  a 
tremendous  impression  upon 
grocery  retailers.  We  are  using 
their  medium  —  the  newspaper, 
but  in  a  way  to  which  they 
themselves  have  not  been  ac¬ 
customed.  It  helps  us  gain  af¬ 
fective  counter  displays  and 
supplementary  local  promotion.” 

Regular  Yuban  is  a  premium 
coffee,  and  has  enjoyed  excel¬ 
lent  sales  and  distribution,  not¬ 
ably  on  the  Pacific  Coast.  When 
the  decision  was  reached  to  in¬ 
troduce  Instant  Yuban  in  No¬ 
vember  1958,  therefore,  the 
Pacific  Coast  was  chosen  as  the 
original  testing  ground.  Then 
the  tests  were  moved  to  three 
eastern  market  areas  where  the 
coffee  was  relatively  unknown. 


They  were  the  Columbus,  Ohio, 
the  Syracuse-Utica,  and  Al- 
bany-Troy-Schenectady,  N.  Y., 
markets.  By  March  1959,  all 
southern  California  was  being 
covered,  and  by  October,  north¬ 
ern  California. 

In  February  and  March  of 
this  year,  promotion  for  Instant 
Yuban  began  in  the  east,  in¬ 
cluding  Washington,  D.  C.,  Buf¬ 
falo,  N.  Y.,  Philadelphia,  Bos¬ 
ton,  and  New  England  general¬ 
ly.  The  next  move  was  to  At¬ 
lanta,  Ga.,  and  St.  Louis. 

What  ROP  color  enabled 
Benton  &  Bowles  to  do  was  to 
emphasize  the  difference  in 
flavor  and  aroma  gained  by  use 
of  the  brown,  or  aged  coffee 
bean,  as  compai'ed  with  the  or¬ 
dinary  green  bean. 

Difference  A  Fad 

“This  difference  is  a  real  fact, 
not  just  a  copywriter’s  dream,” 
Mr.  Bonomo  said. 


{Continued  on  page  34) 
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CAPITAL 


COLOR 

FOR  SPRINGFIELD, 
ILLINOIS 


The  Illinois  State  Journal  and  Illinois  State  Register  bring 

the  sales  impact  of  top-flight  ROP  color  to  the  state’s  capital  market. 

Both  newspapers  offer  black  and  one,  two,  or  three  colors,  brilliantly 
reproduced  on  the  Goss  Headline  Press.  (Write  for  color  samples.) 

Springfield  is  not  only  the  capital  of  the  state,  but  also 

the  economic  capital  of  an  11-county  trading  area 

with  retail  sales  totaling  an  estimated  $495,000,000  last  year. 

The  Illinois  State  Journal  and  Illinois  State  Register 
provide  100%  coverage  of  Sangamon  County  (Springfield) 
and  60%  coverage  of  the  entire  market. 


3Utnm0  State  Dmtmal 


ILUNOIS  STATE  REGISTER 


COPLEY  NEWSPAPERS:  15  HOMETOWN  DAILY  NEWSPAPERS  COVERING  (SPRINGFIELD,  ILLINOIS  - 
NORTHERN  ILLINOIS-SAN  DIEGO.  CALIFORNIA  -  AN  0  GREATER  LOS  ANGELES. 

SERVED  BY  THE  COPLEY  WASHINGTON  BUREAU  AND  THE  COPLEY  NEWS  SERVICE. 

REPRESENTED  NATIONALLY  BY  THE  WEST-HOLLIDAY  CO.,  INC. 


0#  Ce|2^  Neiu8pa|2e^ 


Color  Helped  ‘Alpine’ 
Climb  High  Sales  Peak 


color  proved  a  natural  choice 
for  the  introductory  drive.” 

Three  plates  sufficed  to  get  a 
four-color  impression.  He  ob¬ 
tained  his  green  with  a  yellow 
and  black  combination  and  was 
thus  able  to  eliminate  the  blue 
plate  to  avoid  “islands”  of  blue 
from  picking  up  and  punching, 
and  possibility  of  off-register. 

Engravings  were  prepared  in 
65-screen  for  the  major  portion 
of  the  ad  and  75-3creen  was 

u.sed  in  smaller  secondar>’  spots 

where  it  was  important  to  hold 
detail.  Standard  ANPA-4  proc¬ 
ess  inks  were  specified  and  the 
ad  was  prepared  14  inches  by  20 
inches  so  that  material  for  di¬ 
rect  casting  could  be  supplied. 
Glass  mats  were  sent  to  news- 

^  paper?  by  Color  Production 

World’s  Richest  Coffee  Starts 

With  Aged  Coffee  Beans.”  The 
illustration  is  a  large  color 

photo  showing  the  jar  of  coffee  Dental  SocietV  Ads 
against  the  interior  of  a  coff^  Help  Newcomers 
warehouse.  The  jar  is  m  the  ^ 

foreground  set  among  brown  Waterbury,  Conn, 

“aged  coffee  beans”  spilled  from  The  Waterbury  Dental  Society 


Yuhan  Coffee 


{Continued  from  page  32) 


L'ntil  t«lav.  vi>u  ■  to  i  i  k.  two  KmkI'  ■.!  to  get  whil  you  from  <ne 

AIjhix-.  II  .v'lHi  wantt'd  tlx-  Munfnrt  i4  tuKh  filtratkxi.  you  had  to Vn-xJu*  oae  k?»wt 
If  \<>u  wtiiiUtl  tlK'  full  nt'h  iif  choMf*  lotutucas.  t't^frcahed  with  m  light  touch 
ft*  r  H-ntlxil.  \(»u  ItHl  to  snutkv  another  kind.  Now  >iiu  get  both  m  one  cigarette 
«■  (rtt  a  irwh  y*iarl  today-ask  lor  Alpoie.  with  new  ponwity  paper. 


ally  on  a  region-by-region  basis 
E&P  AWARD  WINNER  starting  in  late  July  1959.  After 
Newspapers  with  circulation  national  distribution  was  com¬ 
over  250,000.  extensive 

One  color  and  black. 

Philadelphia  (Pa.)  Bulletin  •'"Pr^ssive  list  of  dailies  Full- 

Philip  Morris  Inc.  (Alpine  ^if  f  " 

Cigarets).  follow-up  ads  were  used. 

Doyle  Dane  Bernbach,  Inc.  OutseHing  5  Others 

,  ,  ,  Today  this  mentholated  brand 

ROP  imwspaper  color  played  outselling  five  other  brands 

an  important  role  in  the  intro-  went  on  the  market  at  the 

duction  of  Alpine  cigarets,  ac-  according  to  trade 

cording  to  Harold  Selt^r  ac-  3^^  30„^^e3 

count  executive  of  Doyle  Dane  3^^^  ^^at  mentholated  cigarets 
Beimbach,  Inc,  the  agency  di-  generally  are  increasing  in  sales 
^ting  advertising  for  this  faster  than  other  categories  on 
Phi  IP  Moms  brand.  the  market.  The  five  brands  that 

We  are  big  tehevers  as  an  d^^ng  the  summer  of 

agency  in  ROP  newspaper  1959  have  been 

color  ’  Mr.  Seltzer  raid  “We  outclassed  are  Duke,  Riviera, 
feel  that  our  initial  ROP  color  gpring.  Life  and  Belair. 
advertising  for  Alpine  had  great  . ,,  ,  j  ■ 

impact.  It  created  a  strong  All  the  ROP  color  ads  in  the 

image  of  the  name  and  the  senes  ^re  the  invisible  but  clear 
package  design,  and  the  blue-  the  noted  William 

green  color  of  the  package,  of  Bernbach  president  of  the 

course,  helped  make  the  point  ^ 

that  this  was  a  new  menthol  raying:  “There’s  no  medium  as 
KranH  ••  immediate  for  results  as  the 


©he  B'cranton  i^ribune 


Scranton's  (Pa.)  first  color  newspaper 
scores  another  first  by  offering  3 
colors  and  black  to  its  advertisers 
beginning  November  I,  I960 


Represented  Nationally  by  Ward-GHfVith,  Inc. 


EW  iiioiitiis  ago  Ollif  came  to  me  aiui  said,  'Do  vou 
i  know  the  New  York  News  has  more  high 
income  readers  than  any  other  New  York  paper,  and  better 
than  a  lialf  million  in  over-$  10,000  families— more  than 
three  million  in  the  over-$5,000  families?’  So  we  started 
to  use  the  News  heavy,  anti  it’s  paying  out  fine!” 


Now — in  Roanoke,  Virginia 


is  available  in  this  news¬ 
paper  market  that’s 
LARGER  than  22  of  the 
Nation’s  top  100  markets. 


It  is  OVER  TWICE  as  large  as  its  Metro  Area 
ranking  indicates — OVER  2Vi  times  as  large  a 
retail  sales  market — 3  TIMES  as  large  a  food 
market.  The  Roanoke  Ne>fcjpapers  reach^ 
virtually  all  regular  daily  and  Sunday 
newspaper  readers  in  61  cities  and 
towns  in  16  primary  market 
counties  plus  9  others. 

AND  NOW 
FULL  COLOR 
IS  AVAILABLE 


.  ,  _  IN  THE  NATION  IN  SUNDAY 

NO.I  METRO  SATURATION 


Horn*  of  th«  New  Norfolk  and  Western  Railway 


THE  ROANOKE  TIMES 


reMntoHvee  SMnBI  FEISWOH  •  WALKBl  CO. 


Alpine  Climb 

(Continued  from  page  34) 


newspaper.”  (El&P,  March  7, 
page  17).  Mr.  Bembach,  in  all 
advertising  that  comes  out  of 
the  agency  he  heads,  seeks  to 
make  it  “fresh,  imaginative  and 
memorable,  with  text  and  illus¬ 
tration  logically  integrated  for 
the  dual  purpose  of  attracting 
attention  and  selling  what  you 
get  people  to  stop,  look  at  and 
read.”  He  also  constantly  ad¬ 
vises  clients  to  use  dominant 
space. 

The  newspaper  ad  that  won 
the  E&P  award  was  roughly 
four-fifths  illustration,  on  which 
the  caption,  “A  New  High”  was 
superimposed.  The  illustration 
was  a  color  photograph  of 
Mount  Hood,  the  snow-covered 
peak  refiected  in  the  blue  waters 
of  a  lake  on  which  a  canoe  floats. 

The  scene,  thus,  was  closely 
integrated  with  the  cigaret  pack¬ 
age  which  is  superimpos^  in 
the  center  of  the  photograph. 
The  subhead  reads  “high  filtra¬ 
tion  and  refreshing  taste.” 

Team  Work 

Having  stopped  to  look  at  the 
attractive  photo,  newspaper 
readers’  eyes  next  took  in  this 
sales-clinching  statement: 

“Until  today,  you  have  had  to 
smoke  two  kinds  of  cigarette  to 
get  what  you  get  from  one 
Alpine.  If  you  wanted  the  com¬ 
fort  of  high  filtration,  you  had 
to  smoke  one  kind.  If  you  wanted 
the  full  rich  taste  of  choice 
tobaccos,  refreshed  with  a  light 
touch  of  menthol,  you  had  to 
smoke  another  kind.  Now  you 
get  both  in  one  cigarette — new 
Alpine.  Get  a  fresh  start  today 
— ^ask  for  Alpine,  with  the  high 
porosity  paper.” 

As  is  customary  at  DDB,  copy 
and  art  departments  worked 
closely  together  in  developing 
the  newspaper  ads  for  the  13- 
week  series  under  Mr.  Bem- 
bach’s  direction.  Most  closely 
involved  were  Phyllis  Robinson, 
vicepresident  and  copy  chief, 
and  Bob  Gage,  vicepresident  in 
charge  of  art.  The  account 
supervisor  is  Charles  Rollins. 

Production  was  in  the  hands 
of  Gerry  Wertans,  production 
manager.  A  check  of  tear  sheets 
showed  that  good  reproduction 
was  achieved  with  a  good  repre¬ 
sentation  of  the  package  color. 

3  Types  Tested 

Before  the  advertising  went 
national,  three  completely  dif¬ 
ferent  types  of  Alpine  cigarets 
were  tested  in  Albany,  Syracuse 
and  Rochester,  N.  Y.  Each  of 
these  three  different  product 
tests  called  for  a  different  ad¬ 
vertising  campaigpi,  but  in  all 
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three,  ROP  color  was  .ised.  The 
Rochester  product  and  its  ad¬ 
vertising  turned  out  to  be  the 
most  successful  campaign  and 
was  adopted  for  the  national 
campaign.  This  was  the  above  | 
mentioned  campaign  placing  the 
package  against  a  snow-capped 
mountain  backgrround. 

A  new  theme  has  now  been 
adopted:  “Go  to  the  mountain 
— it  will  do  a  lot  for  you.”  This 
campaign  goes  back  to  the 
graphics  and  the  idea  of  the 
opening  award-winning  ad, 
tying  together  the  refreshing 
taste  of  an  Alpine  cigaret  with 
the  freshness  of  new-fallen  snow 
on  the  mountains. 

Current  Schedule 

Four-color  ads  are  currently 
being  run  in  This  Week,  the 
syndicated  Sunday  supplement, 
and  in  independent  locally  edited 
Sunday  magazines.  Philip 
Morris  is  also  a  heavy  user  of 
TV,  both  network  and  spot;  and 
TV  commercials  of  the  new  “Go 
To  The  Mountain”  campaign 
are  now  on  the  air. 

Whether  or  not  there  will  be 
any  ROP  color  in  the  1961  pro¬ 
gram  has  not  yet  been  decided. 

Roger  M.  Greene  is  vicepresi¬ 
dent  in  charge  of  advertising  at 
Philip  Morris  Inc.  and  Alan  H. 
Bick  is  the  brand  manager  for 
Alpine. 

•  I 

Stewarts’  Coffee 
Using  Color  Ads 

Chicago 

Opening  ad  in  Chicago  news¬ 
paper  color  campaign  being 
conducted  by  Stewarts  Private 
Blend  coffee  was  published  in 
the  Chicago  Tribune,  Sept.  15. 

Follow-up  ads  in  the  full- 
page,  four-color  newspaper  cam¬ 
paign  are  scheduled  for  publi¬ 
cation  in  the  Tribune  and  in 
Chicago’s  American.  Advertis¬ 
ing  agency  for  Stewarts  is 
Roche,  Rickerd  &  Cleary,  Inc. 
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— Quotes 

from  happy  advertisers*  show  what 
we  mean  when  we  talk  about  the 

Extra  Selling  Thrust 

of  the  Washington  Star 


The  response  to  our  ad  in  The  Star  was  electrifying  .  .  .  w'e  sold  over 
$300,000  worth  of  houses  at  a  cost  of  less  than  eight-tenths  of  one  percent. 


ft  We  think  it  only  fair  to  give  credit  when  due,  so  I  am  pleased  to  inform 
you  that  the  1960  Catalog  of  Fine  Furniture  20-page  gravure  section  we 
ran  in  The  Sunday  Star  has  provided  us  with  the  most  successful  sales 
promotion  in  our  22-year  history. 


ft  Our  Washington  area  agents  agreed  that  newspaper  advertising  in  The  Star 
would  provide  the  unique  local  impact  so  necessary  for  local  selling  thrust. 

We  were  not  disappointed.  Following  publication  of  two  half  page  ads 
in  The  Star  agents  reported  heav'y  customer  response  and  a  high  percentage 
of  sales  directly  attributable  to  this  ad  campaign.  yy 


THE  WASHINGTON  STAR  WASHINGTON,  D.  C. 

Mambar  of  MILLION  MARKET  NEWSPAPERS,  INC. 

Now  York:  518  Fifth  Avanuo  •  Chicago:  333  N.  Michigan  Boulavard  •  Datrolb  Naw  Cantar  Building 
Loa  Angalas:  3540  Wllshira  Boulevard  •  San  Francisco:  111  Sutter  Street 


Special  Florida  Representatives:  McAsklll,  Herman  A  Daley,  Inc.,  Roosevelt  Bldg.,  4014  Chase  Avenue,  Miami  Beach,  Florida 

*  Name*  on  requeV 


offering  R.(XF.  color  seven 
days  a  week  witli  circu¬ 
lation  in  Davenport  and  Scott 
County,  Iowa,  pins  tltousands 
more  in  Rock  Island  (anintx, 
Illinois. 


NEWSRjkr'ERSk 

Rtpretanltd  by  Jann  &  Kelley,  Inc. 

Circuloting  Do'wnporf  ond  B«tt«ndorf.  lowo; 
Ko<k  lilond,  Mol>n«.  Eo»t  Moline,  iHinott. 
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>ri(s  lAftcesT  ccMSt*<ec  caut  ciscuiation 


ROCK  ISLAND  ARGUS 
MOLINE  "dispatch 


*EP«EStNT£0  BY  ALLEN-BLAfP  CO. 


SnOboy-Jell-0  Color 
Ad  Easy  To  Handle 


E&P  AWARD 
WINNER 


Newspapers  with  circulation 
under  100,000. 

Three  colors  and  black. 
LaCrosse  (Wis.)  Tribune. 
Pacific  Gamble-Robinson 
(SnOboy  Apples  tied-in  with 
Jell-O). 

Knox  Reeves  Advertising, 
Minneapolis,  Minn. 


You  try  it...SllOBOYvsrill  buy  it! 

New  SNOBOY  apple  and 
JELLO  Salad! 


Winning  this  E&P  ROP  color 
award  marked  13  years  of  work¬ 
ing  and  “living  with”  color  by 
all  the  La  Crosse  Tribune  em¬ 
ployes  connected  with  color  re¬ 
production.  Management  gave 
the  nod  for  extra  equipment  and 
time,  extra  expenses  which  at 
best,  would  be  a  long  time  pay¬ 
ing  dividents. 

The  SnOboy-Jell-0  color  ad  is 
color  made  for  newspapers.  Im¬ 
pact  of  clear,  prime  colors, 
sharply  cut,  without  many  hues 
and  shades,  sells  the  newspaper 
readers — and  was  not  the  most 
difficult  to  print.  Artist,  en¬ 
graver  and  stereotyper  prepar¬ 
ing  the  printing  material,  all 
did  a  prize-winning  job  before 
the  Tribune  started  processing 
the  red,  yellow,  blue  and  black 
mats. 


there  is  no  apple  like  a  snOboy 


Mats  Carefully  Trimmed  a  precision  i)rinting  problem, 

.  ^  ^  the  mechanical  exactness  of  ink 

At  the  Tribune,  mats  are  firet  distribution,  impression  and 
trimmed  to  center  them  on  the  register  control  was  imperative, 
page,  t^en  to  the  Master  Trim-  especially  designed 

mer  where  each  is  trimmed  in  bay-window’  and  angle-bar  ar- 
identical  center.  This  trim  re-  j-angement  makes  the  proper 
duces  to  a  minimum  the  possi-  jtioning  of  color  possible, 
bihty  of  a  “cocked’  plate.  It  is  Crosfield 

important  since  little  correction  Yiegister  Control  which  keeps 
can  be  made  to  such  a  ia  register  with  varying 

Plates  are  cast  in  a  Pony  Auto  the  press.  This  elec- 

Plate  usually  five-up.  Plates  are  ^j.Qaic  device  reduces  the  amount 
kept  in  sets  and  in  the  event  one  assures  the  reader 

plate  is  defective,  another  com-  -  in-reeister  color 
plete  set  is  available.  When  Vri^une’s  press  purrs 

work  schedules  permit,  plates  ^  ^p^^  52,500 

are  cast  and  proofed  in  advame,  j^^ur.  Mechanical 

eliminating  press  time  trouble,  pg^getign  only  half  of  the 
A  half-imllion  dollar  Hoe  j^ting  perfection,  the  press 
Color-Convertible  press  instelled  machines 

two  years  ago  was  purchased  perfection  to  attain  prize- 

because  Tribune  management  The  tender 

believes  good  new’spaper  color,  willingness  to  know 

not  more  black  and  white  pages,  ^  1 

,s  the  future  of  our  trade.  departments,  too,  cam 

Color  in  Register  the  burden  of  good  color,  with 

hurry-up-deadlines,  early  page 
“This  Hoe  press  was  designed  forms  and  exactness  to  mechan- 
to  give  the  most  in  color  that  jcal  exactness, 
our  budget  could  afford.”  Spot  color,  with  its  1000-line 

With  tension  lock-up,  adjust-  minimum,  is  the  largest  part  of 
able  up  and  down  and  sideway,  the  Tribune’s  color  schedule 
plates  cling  to  the  cylinders  in  Antagonizing  requests  from  edi- 
exact  register.  Because  color  is  (Continued  on  page  42) 
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It's  up  to  18%  of  total  na¬ 
tional  linage  in  the  Argus 
and  Dispatch. 

It's  good,  too!  The  Argus 
has  equalled  it's  1958  per¬ 
formance  by  winning  one 
of  six  Editor  and  Publisher 
awards  for  color  reproduc¬ 
tion  of  notional  advertis¬ 
ing,  again  in  1960. 
High-quality  color  in  the 
Argus  and  Dispatch  has 
high  impact.  That's  why 
lineage  is  up.  That's  why 
you  should  use  color  in  the 
Argus  and  Dispatch. 


LARGEST  COMBINED  DAILY  CIRCULATION  IN  TEXAS 


5^*^  ft  V'i  ^  ■ .'  ' 


^aT'  - 

Fort  Worth  Star-Telegram 


and  THE  most  COLOR-FULL  Newspaper  in 

TEXAS 

Yep,  the  Star-Telegram  is  moving  UP  in  ROP  COLOR  ranks  .  .  .  just  behind  such  great  newspapers 
as  the  Milwaukee  Journal,  Los  Angeles  Times  and  Chicago  Tribune. 

And,  of  course,  the  Star-Telegram  is  FIRST  IN  TEXAS  IN  ROP  COLOR  LINAGE.*  .■ 

*  Media  Records.  First  6  Months.  I960  measurin9  the  Star-Telegram's  Evenlrtq  and  Sunday  papers  only. 


Fort  Worth  Star-Tele 


Amm  O.  C«rt«r,  Jr.,  Prm*.  A  Nat'l  AAvartitina  Dlr«<r«r 
■■lah  D.  Rev,  N«t'l  Advartitine  Maaaear 


Without  the  use  of  schemes,  premiums  or  contests 
"Just  o  good  newspoper" 


nWly  sjriaji.T 
^  than 


*  ser»-Ke  to  tCJt 


^  jii  iinpoftaot 

wi('  I******''  •“ 


C'jood  Housckeepii 


•*•'  *•'7 


National  and  Local  Advertisers  Using  Herald  Tribune  Color 


Lord  &  Taylor 
Life 

McCall’s 

John  David 

Good  Housekeeping 

Pan  American 

Stern’s 

Calvert 

American  Airlines 
Arnold  Constable 


L  &  M  Cigarettes 
American  Dairy  Association 
Macy’s 

Saks  Fifth  Avenue 
Plymouth 
Amoco 
B.  Altman 
Blue  Coral 
Parliament 

—  and  more  scheduled! 


-  f  wrfi 


fi»»l  Butter 


^  ...you  should  have  seen 

r  these  ads  in  COLOR! 

...  in  New  York’s  om 
COLOR  IN  THE  MORNING  nowspapor! 


In  three  months — since  the  Herald  Tribune  first  offered  spot  color  to  advertisers — dozens  of 
ads  have  taken  advantage  of  this  bright,  new  spectrum  for  selling  the  nation's  top  market. 
Right  now . . .  your  product  can  have  the  most  brilliant,  colorful,  effective  advertising  in  New  York 
.  .  .  added  impact  for  reaching  the  richest  concentration  of  $7, 000-plus  people. 


230  West  4 Ist  Street  •  New  York  36.  N.  Y.  •  PE  6-4000 


accompanied  the  SnOboy  award-  Minneapolis;  and  the  four-color  said 
winning  newspaper  ad  that  ap-  plates  were  made  by  Rogers  En-  cents, 
peared  in  the  LaCrosse  (Wis.)  graving  Co.,  Chicago;  with  ROP  those 
Tribune.  color  mats  furnished  by  Mer-  panel 

The  four-color  ad  w’as  run  chants  Matrix  Cut  Syndicate,  coupe 
in  conjunction  with  a  joint  pro-  Chicago.  bag. 

motion  of  Pacific  Gamble  ^b-  The  SnOboy-Jell-0  color  ad  offer 

inson  Co.,  and  General  Foods  ran  in  approximately  80  news-  cordii 

_ _  Corp.,  featuring  a  Waldorf  Zip  papers  across  the  coimtry,  prov-  that  1 

sary  to  the  paper’s  complete  Salad  made  with  SnOboy  apples  ing  to  be  a  most  successful  one-  eral 

color  program.  Advertisers  feel  and  Jello-0.  The  powerful  pro-  time  promotion.  press' 

that  it  can  be  handled  with  the  motion  included  an  offer  to  pay  The  coupon  offer  to  readers  color, 

speed  of  black  and  w’hite.  How-  for  the  ingredients  of  the  salad, 

ever,  a  close  to  .918  form  with  The  effectiveness  of  the  ad  was 

exact  register  is  necessary.  reinforced  with  larger  posters 

Most  recent  venture  into  color  on  Pacific  Gamble  Robinson 

is  regularly  scheduled  new's  Company  trucks  and  colorful  re- 


Apples — Jello 

{Continued  from  page  38) 


Line,  Wash 
Pic  Clicked 
For  Heinz 


Heinz 
Magic 
Parade  ^ 

of  harvest 
values! 


The  men  who  decide  where, 
read  The  Wall  Street  Journal 


puUiihul  dt: 

NEW  YOtK 
WASWNOTON,  O.C 
CHICOPEE  FAUS,  MASS. 

CHICAOO 
CLEVELAND 
DALLAS 
SAN  FRANaSCO 


ROP  color  linafie  in  THE  PONTIAC  PRESS  in  1959 
was  up  269r  over  1958  ...  a  powerful  indication  of 
Pontiac’s  growing,  colorful  newspaper. 

Just  look  at  the  facts : 


1957 

1958 

1959 


312,304  lines 
406,626  lines 
550,787  lines 


(And  ’60  is  off  to  a  powerful,  colorful  start) 

THE  PONTIAC  PRESS  has  been  leading  the  way  in 
ROP  color  in  Michigan  for  over  24  years.  But  that’s  only 
part  of  the  story : 


Leader  in  the  Communitv.  76%  take  THE  PONTIAC 
PRESS. 

Leader  in  Home  Coverage.  Preferred  3  to  1  over  the 
leading  Detroit  paper. 

Leader  in  Creating  Sales.  21%  of  PRESS  homes  make 
over  S7500  a  year. 

Leader  in  Exclusive  Coverage.  61%  of  Pontiac  Town¬ 
ship  households  take  only  the  PRESS. 

Leader  in  Home  Delivery.  98%  of  coverage  is  home- 
delivered. 

When  you  investigate  sales  potentials  in  Michigan  be 
sure  to  take  a  close  look  at  THE  PONTIAC  PRESS, 
the  full-coverage  independent  newspaper  serving  the 
Pontiac  area  and  Oakland  County  since  1842! 

MARKETING  IN  MICHIGAN  .  .  .? 


THE  PONTIAC  PRESS 

PONTIAC,  MICHIGAN  •  Circulation  59,339  Publisher's  Statement  Ending  Sepember  30, 1959 
Represented  by:  Scolaro,  Meeker  &  Scott  — New  York,  Chicago,  Philadelphia,  Detroit  *  Doyle  &  Hawley  —  Los  Angeles  &  San  Franeiseo 


other  major  brands  in  the  Weet 
This  means  you’re  getting  more 
knock-free  power  and  smooth 
performance  for  your  dollar  at 
the  Tower  of  Power!  Fill  ’er  up 
at  your  Texaco  Dealer — the  best 
friend  your  car  has  ever  had." 

Texaco  advertising  is  han¬ 
dled  through  Cunningham  & 
Walsh,  Inc.  Joseph  E.  Nelson 
is  account  supervisor;  Earl  W, 
Schultz,  senior  account  execu¬ 
tive;  Joseph  McDunouph,  cre¬ 
ative  supervisor;  and  Claric 
Robins,  art  director. 


thing  more — or  spectacular,  I 
migdit  say — in  some  specially- 
selected  markets. 

Great  Impart 

“We  decided  that  color  in 
newspapers  would  give  us  great 
impact  and  quickly  reach  the 
masses  to  let  them  know  that 
our  Sky  Chief  Su-preme  gaso¬ 
line  offered  more  benefits  than 
just  top-octane  rating.” 

Newspapers  with  circulation  The  red  ink  of  the  headline 
between  100,000  and  250,000.  was  carried  over  into  the  sigpis 

One  color  and  black.  on  a  typical  Texaco  gas  station 

Seattle  (Wash.)  Post-Intel-  used  as  an  illustration.  The 

ligencer.  solid  black  of  this  photograph 

Texaco,  Inc.  was  given  excitement  by  paral- 

Cunningham  &  Walsh,  Inc.  lei  lines  of  red  and  white. 

- Over  the  bottom  line  and  logo 

“Sky  Chief  Su-preme — Best  touches.  Prevents  power  rob-  than  any  Disease”  is  the  gme- 

“You’re  Getting  100  Octane  Buy  in  the  West,”  the  text  read:  bing  friction  and  wear.  Reduces  some,  shocking  fact  highlighted 

Plus  from  Texaco!”  “Texaco  Sky  Chief  Su-preme  combustion  chamber  deposits,  in  a  new  Stop  Accidents  cam- 

In  screaming  red,  this  was  gasoline  gives  you  all  the  in-  Keeps  engines  clean.  Gives  en-  paigrn  released  by  The  Adver- 

the  headline  on  a  one-color  and  stant  power  you  need,  when  you  gines  more  pep,  power,  life!  tising  Council  on  behalf  of  the 

black  ad  that  won  an  E&P  ROP  need  it  most.  Smooth,  surging,  “Texaco  Sky  Chief  Su-preme  National  Safety  Council.  Timed 

color  award  for  the  Seattle  instant  power  when  you  pull  gasoline  is  specially  blended  for  to  sound  a  nationwide  alert  as 

(Wash.)  Post-Intelligencer  and  into  a  line  of  fast-moving  traffic  your  western  climate  and  alti-  the  schools  open  all  over  Ameri- 

Texaco,  Inc.  .  .  .  when  you  pass  a  slow-mov-  tude.  It’s  a  power  blend  that’s  ca,  the  campaign  is  being  offered 

“We  were  faced  with  a  high-  ing  car  .  .  .  and  when  you  have  adjusted  every  month  of  the  to  newspapers  and  their  adver- 

ly-competitive  gasoline  situa-  to  pull  over  fast  to  make  way  year  to  assure  you  top  perform-  tisers,  radio- TV  stations,  net- 

tion  on  the  West  Coast,”  J.  F.  for  the  other  fellow.  ance  at  all  times.  It’s  the  reason  works  and  sponsors,  and  to 

Coogan,  Texaco’s  advertising  “Only  Sky  Chief  Su-preme  your  engine  starts  so  fast,  magazines, 

managfer,  explained.  “Our  na-  has  Petrox.  This  exclusive,  warms  up  so  fast,  runs  so  H.  T.  Rowe,  director  of  infor- 

tional  advertising  program  was  petroleum-base  additive  from  smoothly  without  stalling!  mation.  International  Business 

in  prog^ress,  of  course,  but  we  Texaco  provides  a  protective  “Sky  Chief  Su-preme  gives  Machines  Corp.,  is  volunteer 

recogmized  the  need  to  do  some-  film  for  every  metal  surface  it  you  more  octane  value  than  Coordinator  of  the  campaign. 


Texaco  Used 
Color  As  A 
‘Spectacular’ 


You’re  getting 
100  octane  plus 
from  Texaco! 


SnrCHIEf 

Se-PMMC 


The  Greenville  News  and  Piedmont  can  now  offer 
advertisers  ROP  spot  and  full  color  reproduction  in  South 
Carolina's  largest,  most  profitable  market,  the  9-county 
Greenville  City  and  Retail  Trading  Zones. 

We  invite  you  to  contact  our  national  representatives, 
Ward-Griffith  Company,  Inc.,  for  rates,  assistance  and 
complete  information. 


MORNING  and  SUNDAY 

GREENVILLE  PIEDMONT 


Th*  Greanvill*  N*wi-Pi*d- 
mont't  brand  naw  6-unit, 
4-color  WOOD  NEWSPAPER 
PRESS.  Installation  was  com¬ 
pleted  early  in  1960,  at  a 
cost  of  more  than  $1 -mil¬ 
lion  dollars. 


IVININC 

Represented  Nationally  By  WARD-GRIFFITH  COMPANY,  INC 
EDITOR  OC  PUBLISHER  for  September  24,  1960 
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Yes,  The  Tulsa  World  and 
The  Tulsa  Tribune  rank 
high  among  the  nation's 
newspapers  in  both  the 
quantity  and  quality  of 
ROP  COLOR.  Write  for 
actual  samples,  or  ask 
your  Branham  man  to 
show  them  to  you. 


TULSA-h..  [_ 

COLORFUL 


Oil  Capitol  of  Hia  World 


MORNING  •  EVENING  •  SUNDAY 

Relented  Nationally  by  The  Branham  Co.,  Offices  in  Fiyfncipd  U.SJi.  GHes. 


Experience  Helped 
Produce  Winning  Ad 


Quaker  Oats 
Offers  Quota 
Via  Color 


E&P  AWARD  WINNER 

Newspapers  with  circulation 
between  100,000  and  250,000. 

Three  colors  and  black. 

Newark  (N.  J.)  Star-Ivedger. 

American  Bakeries  Co.,  Chi¬ 
cago. 

Young  &  Kubicam,  Inc.,  Chi¬ 
cago. 


“Experience  is  a  great  factor 
in  successful  four-color  news¬ 
paper  reproduction,  and  the 
Newark  (N.  J.)  Star-Ledger  has 
had  plenty  of  it,”  George  P. 
Slockbower,  associate  publisher. 


makes  the  big  difference  be¬ 
tween  an  acceptable  reproduc¬ 
tion  and  one  that  is  outstand¬ 
ing.” 

Mr.  Slockbower  was  referring, 
of  course,  to  the  prize-winning 
ad  for  American  Bakeries  Co. 
placed  in  the  Star-Ledger  for 
May  26,  1960,  by  Young  &  Rubi- 
cam,  Inc. 

He  said  that  the  reproduc¬ 
tion  material  supplied  to  the  pa¬ 
per  for  this  ad  “was  among  the 
finest  we  have  ever  received.” 
He  added,  “We  knew  it  would 
be  another  award  winner  for 
us,  too.” 


Type  “C”  photographic  prints. 
This  flat  artwork  permitted 
strong  retouching  so  that  tex¬ 
tures  and  tone  values  would  be 
adequately  retained  in  course 
screen  newspaper  engravings. 


Chicago 

.\nnouncement  of  a  new  item 

in  the  grocery  line — “Quota” _ 

a  weight-control  product,  was 
made  here  by  the  Quaker  Oats 
Company.  Quota,  to  l)e  sold 
through  grocery  store  outlets 
only,  will  be  competitive  with 
Metracal,  the  Meade  Johnson 
product  now  such  a  sales  suc¬ 
cess  in  the  drag  store  field. 

Quota  will  be  introduced 
through  food  stores  in  eariy 
October  in  Chicago,  Milwaukee, 
St.  Paul  and  Minneapolis. 

Use  ROP  Color 


said  this  week  by  way  of  noting 
that  his  paper  “was  first  in  the 
entire  metropolitan  New  York 
area  to  offer  ROP  four-color  ad¬ 
vertising  facilities.” 

“But  each  year,”  he  continued, 
“among  the  hundreds  of  ads  we 
are  asked  to  print,  we  find  that 
it  is  the  knowledge  and  skill 
which  goes  into  the  conception 
and  the  preparation  by  the  art 
and  production  department  of 
the  advertising  agency  that 


Understanding 

Out  in  Chicago,  the  reproduc¬ 
tion  success  of  the  winning  ad  is 
also  being  attributed  to  the  “un¬ 
derstanding  and  cooperation”  of 
American  Bakeries  with  the  art 
and  production  departments  of 
Y&R. 

After  preliminary  delibera¬ 
tion,  Bernard  Roer,  art  director, 
decided  that  the  most  effective 
rendition  of  the  subject — buns 
—  would  best  be  achieved  by 


Powderles«  Etched 

Consultation  with  color  tech¬ 
nicians  from  Jahn  &  Ollier  En¬ 
graving  Co.  resulted  in  a  deci¬ 
sion  to  reproduce  copy  by  the 
indirect  process.  This  made  pos¬ 
sible  the  use  of  highlighters  to 
photographically  eliminate  the 
blue  in  the  buns  and  cellophane 
wrappers,  as  well  as  to  drop 
any  other  colors  in  highlight 
areas.  Thus,  using  only  yellow, 
red  and  black  in  the  overall 
illustration,  the  possibility  of  a 
greenish  cast  in  the  buns  was 
reduced,  along  with  minimizing 
color  variations  in  ROP  print¬ 
ing. 

The  actual  copper  plates  were 
powderless  etched  for  perfect 
!  dot  structure  and  utmost  depth 
as  required  for  multiple  mat 
i  making.  Super  Bista  Pre-made- 
j  ready  Mats  for  direct  casting 
^  were  supplied  to  newspapers. 

I  • 

WSJ  Issues  Annual 
Composite  Edition 

The  Wall  Street  Journal  has 
just  published  its  18th  annual 
Composite  Edition  of  business 
i  and  industrial  advertising.  The 
1  142-page  collection  shows  how 
545  companies  advertised  to  the 
Journal’s  business  audience 
during  the  first  hlf  of  1960. 

Included  are  all  contract  ad¬ 
vertisers  and  those  scheduling 
13  insertions  or  more  during  the 
six-month  period.  Companies  and 
their  advertising  agencies  are 
indexed  by  alphabetical  order. 
Facts  about  the  Journal’s  cover¬ 
age  of  America’s  business  mar¬ 
ket  preface  the  brochure. 

Copies  are  being  mailed  to 
12,000  businessmen  in  the  U.  S., 
Canada  and  Europe.  The  Com¬ 
posite  is  also  available  on  re¬ 
quest  from  the  advertising  pro¬ 
motion  department,  the  Wall 
Street  Journal,  44  Broad  Street, 
New  York  4,  N.  Y. 


Two  four-color  ROP  jiages  ' 
and  two  1,500-line  black  and 
one  color  ads  will  be  placed  in 
newspapers  in  the  four  cities, 
via  J.  Walter  Thompson  Co., 
Chicago.  Full-page,  four-color  ! 

ads  will  also  be  placed  in  the 
Sunday  roto  magazines  of  the 
papers  in  the  same  four  cities. 
Numerous  TV  spots  will  also 
be  used. 

“We  are  going  to  give  Quota 
real  strong  support  from  an  ad¬ 
vertising  and  merchandising 
standpoint,”  Hartley  C.  Lay-  ^ 

cock,  Jr.,  vicepresident  in  charge 
of  product  planning,  told  a  news 
conference.  “It  is  important  for 
us  to  get  Quota  established 
quickly  as  a  grocery  store  prod¬ 
uct.  We  intend  to  expand  on  a 
national  basis,  step  by  step,  as  ! 
we  open  new  markets  this  Fall 
and  early  next  year.” 

On  Sale  in  October 

Quota,  first  such  product  by 
a  major  food  processor,  will  go 
on  sale  in  food  stores  in  the 
Chicago  and  Minneapolis  sales 
districts  in  early  October,  The  ; 
districts  encompass  portions  of 
Illinois,  Wisconsin,  Minnesota,  I 
and  North  Dakota. 

Each  8-ounce  container  of 
“mix  and  drink”  meals  will  pro¬ 
vide  a  full  day’s  requirements 
of  all  know'  essential  nutrients, 
but  only  900  calories,  when 
mi.xed  with  water.  “Quota”  will 
be  available  in  three  flavors — 
chocolate,  vanilla  and  banana. 

Other  New  Products 

Other  new  products,  classed 
as  “companion  items”  to  estab¬ 
lished  lines,  were  noted  in  the 
annual  report.  These  include  a 
new  ready-to-eat  oat  cereal  now 
in  test  markets,  two  coffee  cake 
mixes  joining  the  Flako  family, 
and  additions  to  the  Ken-L- 
Products  and  Puss  ’n  Boots  pet 
food  lines. 


FULL  COLOR 


COMPLETES 
THE  PICTURE! 


that 


Yes  .  .  .  This  month  is  a  milestone  in  the 
fantastic  growth  of  The  Levittown  Times  and 
Bristol  Daily  Courier.  Six  brand  new  Goss  Head¬ 
liner  Units  with  two  half  units  are  to  be  delivered  iu  our 
new  plant  this  month.  Full  Color  will  now  be  available  to  the 
TimeS/'Courier  advertisers.  It  gives  us  a  great  deal  of  pride 
to  make  it  possible  for  our  advertisers  to  achieve  the  ulti¬ 
mate  in  newspaper  advertising  (Full  R.O.P.  Color)  in  a  market 
that  so  richly  deserves  it! 


The  Levittown  Times 
Bristol  Daily  Courier 


S.  W.  CALKINS  National  Representatives 
President  &  Co-Pub.  BOTTINELLI-KIMBAU,  INC. 


MURRAY  C.  HOTCHKISS 
Vice  Pres.  &  Co^Pub. 
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40  pounds  of  color 


or  40,000  pounds  of 


I 

black 


means  the  finest 


newspaper  Inks! 

I  ■  ; 


UNITED  STATES  PRINTING  INK  CORPORATION  LITTLE  FERRY,  NEW  JERSEY 


21  Reasons  for  Using 
Color  in  Newspapers 

By  Fred  W.  Pitzer, 

Vicepresident  of  Jann  &  Kelley,  Ine., 

It  will  be  five  years  this  rect  mail  and  $120,000,000  in 
November  since  the  U.  S.  De-  billboards,  compared  to  about 
partment  of  Commerce,  Bureau  $100,000,000  of  newspaper  na- 
of  Standards,  published  its  color  tional  and  local  color  adver- 
dictionary.  tising. 

Listed  between  “Abbey”  (a  Nor  does  it  appreciate  news- 
strong  violet)  and  “Zuni”  (a  paper  color  advertising  values 
moderate  brown)  are  defined  compared  to  color  advertising 
7,456  different  colors.  So  many  in  other  media ;  such  competitive 
colors  and  each  a  reason  for  values,  on  a  per-lOOO-reader- 
color  advertising,  yet  too  often  basis,  as  35%  more  newspaper 
we  confine  our  sales  reason-why  women  readers  will  read  most  of 
to  :  “ROP  color  gets  75%  more  a  1000  line  black  and  one  color 
attention  and  only  costs  30%  national  food  advertisement 
more  than  black  and  white.”  compared  to  a  full-page,  full- 

color  magazine  food  advertise- 
Time  to  Expand  ment  among  that  magazine’s 

It  is  time  to  expand  and  reach  women  readers, 
out  for  new  and  additional  rea-  Among  1000  men  newspaper 
sons  to  sell  the  magfic,  as  well  readers,  more  than  twice  as 
as  the  logfic,  of  newspaper  color,  many  will  read  most  of  a  1,000- 

Confining  comparisons  to  Im®  black  and  one  color  liquor 
newspaper  black  and  white  copy  than  a  magazine’s  full-page 
is  a  disservice  to  newspapers’  m  full-coor  among  1,000  of  its 
basic  linage  volume.  It  does  not  men  readers  (E&P,  Sept.  26, 
recognize  the  tremendous  dollar  1959,  pag®  50). 
volume  of  color  advertising  in  A  current  count  reveals  a 
other  media  —  $525,000,000  in  new  spurt  in  TV  stations  tool- 
magazines,  $750,000,000  in  di-  ing  up  for  color  broadcasting 


COLOR-CONSCIOUS 

KEnQsHA 

Leads  Wisconsin  markets  in 

POPULATION  GROWTH  and  in 
INDUSTRIAL  ACTIVITY!  \ 

Yes,  business  is  GOOD  in  Kenosha! 

>  KENOSHA  -  NEWS 

SERVES  AMERICA'S  SUCCESSFUL  ADVERTISERS  WITH 
MODERN.  EFFECTIVE  4.COLOR  REPRODUCTION 
Her*  are  Mrnie  recent  KENOSHA  NEWS  color  advertisers: 

*  American  Motors  •  Lever  Bros. — Pink  Swan 

•  D'X  Sunray  Oil  •  Miller  High  Life  Beer 

•  Dean's  Milk  •  Pat*  Motor  Oil 

•  Ft.  Howard  Paper  *  Sealtest  Dairy  Products 

•  Hills  Bros.  Coffee  *  Shell  Oil 

•  Hoffman  House  Sauce  •  Socony  Mobiloil 

•  Kellogg  All  Stars  *  Solo  Foods 

•  Kentucky  King  Cigarettes  •  Standard  Oil 

•  Wisconsin  Bell  Telephone  Co. 

JANN  A  Keuev,  Inc. 

National  Advertising  Representative 
New  York  Chicago  Detroit  San  Francisco  Los  Angeles  Kansas  City  Atlanta 
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NATIONAL  FOOD  ADVERTISING 
CaOR  IMPACT  BY  MEDIA 

%  ot  Noters  Who  ReboMost  of  Copy 


Media  Colw  Umi 

GENERAL  MAGS  -  RAGE  4  COLORS  - ‘^0% 
WOMENS  HAGS-PACsE  4C0l0RS  -25% 
SUNDAY  SUPPS  -  RAGE  4  COLORS  -  ^0% 
DAILY  NETOPERS  -  ^ 


COLOR  AHRACTS  READERSHIP— Fred  W.  Pitier  uses  chert  to  ei- 
plaln  that  although  some  advertisers  feel  newspaper  color  ads  are 
noted,  but  not  well  read,  newspaper  color  copy  actually  attracts  best 
readership  of  any  print  medium  and  therefore  makes  the  deepest 
impression. 


and  it  means  that  71%  (370 
of  520  stations)  are  now 
equipped  for  color  commercials, 
compared  to  63%  (1,000  of 

1,600)  of  newspapers  equipped 
for  color  advertising.  This  new 
color  competition  on  the  horizon 
is  further  cause  to  promote  more 
“reasons-why”  for  newspaper 
ROP  color. 

When  advertisers  do  use  news¬ 
paper  color  it  is  not  usually 
because  they  want  newspaper 
color  instead  of  newspaper  black 
and  white,  but  because  they 
want  newspapers  instead  of 
other  media.  Therefore,  it  is 
inost  important  to  stress  the 
benefits  of  newspaper  color  ad¬ 
vertising  compared  to  color  in 
other  media. 

21  Reasons  Why 

You  probably  can  add  some 
more  to  the  list,  but  in  the  mean¬ 
time  here  are  21  reasons  why 
advertisers  should  use  news¬ 
paper  ROP  color.  Because  it  .  .  . 

1.  Provides  deepest  color  cov¬ 
erage  of  each  market. 

2.  Gives  most  efficient  color 
coverage  flexibility  by  regions, 
by  districts  and  by  cities. 

3.  Has  greater  readership. 

4.  Commands  heavier  immedi¬ 
ate  impact. 

5.  Maintains  longer  lasting 
impressions  ( retention ) . 

6.  Develops  greater  sales  re¬ 
sults. 

7.  Secures  faster  distribution 
of  a  new  product. 

8.  Builds  deeper  distribution 
of  an  established  product. 

9.  Engenders  greater  dealer 
enthusiasm  to  run  tie-ins. 

EDITOR  8C  PUBI 


10.  Creates  more  enthusiasm 
by  company  salesmen  to  work 
the  trade. 

11.  Stimulates  better  and  more 
effective  newspaper  merchan¬ 
dising  support. 

12.  Is  modem  and  the  reader 
associates  this  plus  value  with 
the  product. 

13.  Is  more  persuasive  because 
it  is  more  realistic.  Color  accen¬ 
tuates  the  senses  of  sight,  taste, 
smell,  touch  and  makes  it  easier 
for  the  reader  to  visualize  him¬ 
self  using  and  enjoying  the 
product. 

14.  Adds  quality  and  prestige 
to  the  product  and  readers  de¬ 
sire  quality  in  the  products  they 
purchase. 

15.  Induces  the  reader  to 
credit  the  advertiser  with  sin¬ 
cerity;  the  reader  acknowledges 
the  extra  thought  and  labor  of 
color  advertising  efforts. 

16.  Produces  a  favorable  buy¬ 
ing  climate  by  creating  an  ex¬ 
citing  mood  of  cheerfulness, 
vitality  and  action. 

17.  Has  relatively  little  reader 
competition  for  r.o.p.  color  at¬ 
tention. 

18.  Produces  a  stronger  prod¬ 
uct  image  of  more  effective 
package  identity. 

19.  Attracts  more  creative  tal¬ 
ents  which  help  produce  the 
best  possible  newspaper  adver¬ 
tising. 

20.  Is  more  believable  because 
newspaper  advertising  is  more 
believable  (compared  to  adver¬ 
tising  in  other  media). 

21.  Performs  as  an  emotional 
sampling  of  the  product. 

,  ISHER  (or  September  24,  1960 


NO  BAKING! 

JUST  MOLD.  SCORCH 
AND  CAST 

SAVE  UP  TO  15 
MINUTES  PER 
L  MAT!  A 


NOW 
SUPER 
FLONGS 
LET  YOU 
COLD  MOLD 


Wood  Flong  starts  its  second  half 
century  with  this  new’  first  added  to 
its  long  list  of  contributions  to  the 
newspaper  industry. 

Super  Flong,  the  one-piece,  no-pack  mat 
can  be  used  for  cold  molding  R.  O.  P.  color. 

Super  Flongs  eliminate  progressive  shrink¬ 
age  in  the  casting  box  .  .  .  produce  a  ttni- 
formly  level  printing  surface  for  better  tonal 


quality  and  cleaner  highlights  .  .  .  make 
longer  ivearing  plates,  which  save  re-plating. 

Now  used  by  many  of  the  world’s  leading 
R.  O.  P.  color  newspapers.  Super  Flongs 
eliminate  baking.  All  that  is  necessary  is  to 
mold,  scorch  and  cast.  You  save  as  much  as 
15  minutes  w’ith  every  mat  .  .  .  and  register 
is  absolute. 

Super  Flongs  save  time  and  improve  your 
color  work. 


ONE  Piece  SUPER  FLONG  no  pack  mat 

A  NEW  ERA  IN  STEREOTYPING 


WOOD  FLONG  CORPORATION 

HOOSICK  FALLS,  NEW  YORK 

NEW  YORK  OFFICE:  551  FIFTH  AVE.;  PHONE:  MU  7-2950 
SERVING  THE  GRAPHIC  ARTS  INDUSTRY  EXCLUSIVELY  SINCE  1911 
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Kamp  Atf$m 
G^idoM  Ck 
At  CiidMfll 

Thirty-five  seco 
counselors  and 
counselors  from 
nearly  a  dosen  stat 
selected  from  amor 
cai^  fdr  participi 
June  27  -  Aug.  5  Coi 
Guidance  T^inii^ 
the  Univmndty  ^ 
Summer  School. 

The  Cincinnati  u 
one  of  84  educatlc 
Uons  in  the  nation  1 
summer  institat 
grants  from  die  U 
Elepartment  oi  Hat 
don,  and  Welfsre 
Education. 

Gene  A.  Kamp,  91 
Park  Forest,  who 
Township  Hi^  Sda 
Heights,  wUl  att« 
stitute. 

Institute  seminal 
with  new  develop 
trends  in  aptitude,  1 
achievement  tesdn 


More  than  250  newspapers 
are  now  run  on  Vanguards! 


rpeoitifg  Totr 

filled  with  travel  and 
ngagements  has  bo¬ 
ot.  Robert  S.  Hoag- 
ster  of  the  Unitarian 
Paric  Forest.  Starting 
in.  Rev.  Hoagland’s 
t^  him  as  far  as 
,  British  Columbia, 
conduct  services  in 
a.,  Berkeley,  Calif., 
icoma  and  Olympia, 
in  Vancouver, 
ion.  Rev.  Hoagland 
:ss  various  clubs, 
HI  subjects  rangli^ 
•rvation  to  Arab-Is- 
blema  and  Biblical 
:a.  The  itinerary  for 
includes  Santa  Cruz 
mento,  Calif.,  Kla- 
t.  Ore.,  as  well  as 
Sremerton,  Everett, 
e.  Wash. 


Here,  for  the  small  newspaper  publisher,  is  the  pioneer  and 
leading  high-production  offset  perfecting  newspaper  press, 
complete  with  folder— ingeniously  designed  for  low  first  cost  and 
economical  operation. 

Vanguard  helps  you  report  news  faster,  and  boosts  readership 
with  plenty  of  high-interest  photos  ...  no  costly  engravings  . . . 
better  reproduction.  Lower  cost  cold-type  composition.  Money¬ 
saving  paper  in  rolls.  And  it  delivers  up  to  16  standard  news 
pages  (32  tabloid  pages)  at  speeds  of  12,500  per  hour— folded! 

Built  in  two  sizes,  1,  2,  3  or  4  units  . .  .Vanguard  leads  the  way  in 
better  publishing  and  fop  economy. 

For  full  descriptive  Vanguard  literature, write  today  to: 

The  Cottrell  Company,  Westerly,  R.  I.  or  call  your  nearest 
Vanguard  representative  at  640  W.  Washington  Blvd.,  Chicago  6, 
Illinois,  Franklin  2*5693  or  1416  Commerce  Bldg.,  Dallas  l,Texas, 
Riverside  7-4505. 
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From  lures 
to  legibility 


Personal  taste  —  and  judgment  based  upon  wide 
experience.  These  are  the  factors  of  choice  that  a 
sportsman  exercises  when  he  selects  his  lure. 

For  the  publisher,  too,  these  factors  enter  into 
the  selection  of  a  newspaper  type  dress.  Since  no 
single  face  can,  or  should,  suit  every  newspaper. 
Intertype  has  developed  its  famous  family  of 
legibility  faces  —  all  reflecting  the  ultimate  in 
modern  type  design  for  newspapers. 

Why  not  get  the  whole  story?  Write  today  for 
a  complete  portfolio  of  Intertype  legibility  faces. 


ROYAL  IMPERIAL  i  REOAL  WINDSOR 

It  was  evident  that  broadbill  ;  It  was  evident  that  broadbill  |  It  was  evident  that  broadbill  It  was  evident  that  broadblL 
swordfish  were  contributing  the  \  swordfish  were  contributing  the  swordfish  were  contributing  the  swordfish  were  contributing  the 
main  excitement  in  Long  Island  '  main  excitement  in  Long  Island  main  excitement  in  Long  Island  main  excitement  in  Long  Island 
waters.  Bluefish  were  the  chief  waters.  Bluefish  were  the  chief  ;  waters.  Bluefish  were  the  chief  waters.  Bluefish  were  the  chief 
game  an  hour’s  run  outside  of  game  an  hour’s  run  outside  of  j  game  an  hour’s  run  outside  of  game  an  hour’s  nm  outside  of 
Jones  Inlet.  There  were  floun-  Jones  Inlet.  There  were  floun-  \  Jones  Inlet.  'There  were  floun-  ■  Jones  Inlet.  There  were  floun¬ 
ders  and  fluke  in  the  Bay  and  ders  and  fluke  in  the  Bay  and  ders  and  fluke  in  the  Bay  and  ders  and  fluke  in  the  Bay  and 
fluke,  mostly  small,  at  Jones  and  '  fluke,  mostly  small,  at  Jones  and  ■  fluke,  mostly  small,  at  Jones  and  fluke,  mostly  small,  at  Jones  and 
Long  Beaches.  The  year’s  first  Long  Beaches.  The  year’s  first  j  Long  Beaches.  The  year’s  first  Long  Beaches.  The  year’s  first 
and  only  white  marlin  had  been  and  only  white  marlin  had  been  1  and  only  white  marlin  had  been  .  and  only  white  marlin  had  been 
caught  last  Sunday.  There  was  caught  last  Sunday.  There  was  \  caught  last  Sunday.  There  was  caught  last  Stmday.  TTiere  was 
also  a  good  catch  of  stripers  in  :  also  a  good  catch  of  stripers  in  ;  also  a  good  catch  of  stripers  in  also  a  good  catch  of  stripers  in 
the  inlet.  The  largest  of  twenty-  !  the  inlet.  The  largest  of  twenty-  the  inlet.  The  largest  of  twenty-  the  inlet.  The  largest  of  twenty- 
one  fish  taken  weighed  fifty-two  I  one  fish  taken  weighed  fifty-two  j  one  fish  taken  weighed  fifty-two  one  fish  taken  weighed  fifty-twc 
pounds.  The  bottom  fishermen  I  pounds.  The  bottom  fishermen  pounds.  ’The  bottom  fishermen  ’  pounds.  1110  bottom  fishermen 
were  taking  sea  bass,  fluke  and  I  were  taking  sea  bass,  fluke  and  |  were  taking  sea  bass,  fluke  and  |  were  taking  sea  bass,  fluke  and 
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IN  CHICAGO  MARKET 


of-purchase  advertising,  pack¬ 
aging,  and  carton  displays. 

Pepsi-Cola’s  current  advertis¬ 
ing  campaign  is  the  partial  re¬ 
sult  of  an  overall  product  im¬ 
provement  program  Pepsi  man¬ 
agement  began  in  1950.  Work¬ 
ing  in  conjunction  with  local  bot¬ 
tlers,  the  company  improved  its 
product;  changed  the  appear¬ 
ance  of  its  package;  developed 
advertising,  marketing  and  pro¬ 
motion  techniques  consistent 
with  its  new  image;  and  made 
substantial  investments  in  new 
plants,  new  equipment  and  vend¬ 
ing  machines. 

Chicago  is  headquarters  for 
the  central  sales  division  and 
Chicago  region.  Chicago  also  is 
headquarters  for  the  company’s 
largest  franchised  bottler,  Pepsi¬ 
Cola  General  Bottlers,  Inc., 
which  has  the  Pepsi  franchise 
in  the  four  major  Mid-America 
markets  of  Chicago,  Des  Moines, 

Kansas  City  and  Louisville.  The 
firm  buys  a  base  syrup  from  the 
Pepsi-Cola  Company,  New  York, 
and  bottles  the  finished  drink 
in  accordance  with  rigid  stand¬ 
ards  set  up  to  insure  a  uniform, 
high  quality  product  through¬ 
out  the  country. 

Pepsi-Cola  General  Bottlers 
employs  approximately  1,000 
people,  to  supply  its  soft  drink 
products  to  some  50,000  retail 
outlets  in  six  states. 

A  Sales  Philosophy 

One  of  the  key  reasons  for  Moil! 

Pepsi’s  marketing  success  has  ^  ™ 

been  its  recognition  that  the  SparKS  1  lir 

product  is  not,  strictly  speak¬ 
ing,  a  necessity.  The  firm  rec-  Scotch  plaid 
ognizes  that  it  must  create  con-  jn  the  Passaic 
sumer  desire  for  its  product,  News  helped  p 
which  represents  nothing  more  share  of  more 
than  “a  social  amenity — a  pleas-  in  ig  banking 
ant  part  of  an  attractive  way  of  North  Jersey  S 

Association  he 

Pepsi  follows  a  sales  philoso-  The  bank,  co 
is  based  on  the  promotion  ence 
formula  that  availability  equals  to  open  new  ; 
sales.  And,  Mr.  Beisel  adds,  “we  their  guests  fo 
believe  that  availability  is  en-  city  Music  H£ 
couraged  by  good  advertising;  that  the  newst 


ROP  Color  Ads  Help 
Put  Pepsi  on  Top 


THK  S4MX\HIJ-:.S  imtAtIVt. 


'e  A.  Brandenburg 


Chicago  “We  consider  advertising  an 
Ability  of  newspaper  ROP  investment,  not  an  expenditure,” 
color  advertising  to  attract  at-  E.  E.  Beisel,  president  of  the 
tention,  make  favorable  im-  bottling  firm,  told  E&P,  “and 
pressions  and  build  sales  for  a  even  though  color  ads  represent 
product  are  three  primary  rea-  a  substantially  larger  invest- 
sons  why  Pepsi-Cola  General  ment  than  colorless  ones,  we  be- 
Bottlers,  Inc.,  Chicago,  is  a  lieve  that  our  newspaper  color 
heavy  user  of  this  medium.  ads  are  worth  the  additional 
Pepsi-Cola  General  Bottlers  premium.  Our  use  of  ROP  color 
originally  became  sold  on  news-  in  Chicago  newspapers  has  been 
paper  color  in  1947,  when  it  '’eiT  successful  because  it  has 
broke  its  first  ROP  color  page  helped  us  attract  more  people, 
ad  in  the  Chicago  Tribune.  Dur-  nnd  make  more  favorable  im- 
ing  the  past  12  years,  the  firm  pressions.  As  long  as  color  ads 
has  placed  117  ROP  color  pages  sell  our  product,  we  will  remain 
~  ■  ■  sold  on  color.” 


in  the  Tribune.  In  recent  years, 

the  firm  has  extended  its  use  Although  Pepsi  uses  ROP 
of  newspaper  color  to  the  Chi-  color  as  the  focal  point  for  its 
cago  Daily  News,  Chicago  Sun-  advertising-marketing  cam- 
Times  and  Chicago’s  American,  paign,  the  Chicago  bottling  firm 
<i..i  IT  nine/  embraces  all  major  media 

es  Up  project  and  complement  the 

During  this  period,  Chicago  iniage  communicated  by  Pepsi’s 
area  sales  of  Pepsi-Cola  in-  national  advertising  campaign, 
creased  well  over  100  per  cent  as  ''’^s  pointed  out. 

Pepsi  became  the  unchallenged  “When  a  potential  consumer 
sales  leader  over  competing  soft  views  Pepsi-Cola  advertising, 
drinks  in  the  Chicago  market,  we  want  him  to  see  smart,  young 

,  people,  enjoying  our  product  in 
I  pleasant  surroundings,  doing  the 
I  I  I  I  I  !  things  he’d  like  to  do,”  explained 

.'^11  Mr.  Beisel.  “Creating  a  positive 

I  I  I  I  product  image,  we  feel,  requires 

advertising  high 

i  quality,  communicates  excite- 
LJ  I  I  I  I  I  I  ment,  and  remains  always  in 

H  I  I  I  I  I  good  taste.” 

All  Media 

I  This  is  the  image  Pepsi-Cola 

r  1  I  is  seeking  to  project  through  its  phy  which 

1  newspaper  color  advertising. 

'  The  message  viewed  in  ROP 
I  color  repeated  through  bill- 
boards,  radio,  television,  point- 


SAVES  TIME  OF  PRESSMEN— NO  COSTLY 
INSTALLATIONS 

CAN  BE  USED  ON  NEW  OR  OLDER  EQUIP¬ 
MENT 

EASILY  OPERATED  AND  EASILY  MAIN¬ 
TAINED 


Installation  on  late 
model  Goss  Headliner 


i  Installation  on  Du¬ 
plex 


Let  at  tell  you  aboat  the  many  other  featuretl 
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•  AGAINST  ANY  INTRUSION 
NOT  REQUESTED  BY  U.  N. 

Udpo  DoctoiM  Tkor  MHitory  Mipirt 
I  u  EMploywl  If  Swiit 

Arc  Soot 


The  Buffalo  Evening  News  of  July  21,  1960  carried  ROP 
color  advertising  on  12  pages  out  of  its  56  page  edition. 

Three  were  full  page,  full  process  color: 

Total  linage  was  98,666  lines ...  79,046  lines  display; 
19,620  lines  classified.  Color  advertising  was  22,018  lines, 
27.9%  OF  ALL  DISPLAY  COPY  IN  THIS  ISSUE. 

Buffalo  Evening  News 

KELLY- SMITH  CO.~  Notional  Representatives 


Furniture  Store  Finds 
Color  Builds  Traffic 


ChICAjGO 

“When  the  popularity  of 
newspaper  color  grows  to  the 
point  where  most  of  the  ads  are 
running  in  color,  we^l  switch  to 
black-and-white,”  said  Stanley 
Lansing  of  Chicago’s  Henry  M. 
Goodman  Furniture  Company. 

“During  the  two  years  we’ve 
been  running  ROP  color  adver¬ 
tising  in  the  Chicago  Tribune, 
we’ve  found  that  the  ads  com¬ 
mand  more  attention  than  mono¬ 
tone  pages.  The  result  has  been 
a  higher  advertising  readership 
which  has  built  additional  store 
traffic  and,  therefore,  greater 
sales  for  our  furniture.” 

100,000  Color  Lines 

Last  year,  Goodman  Furni¬ 
ture  ran  over  100,000  lines  of 
color  advertising  in  the  Chicago 
Tribune.  The  firm,  which  ranks 
second  only  to  Marshall  Field 
and  Company  among  Chicago’s 
top  retail  users  of  newspaper 
color,  concentrated  50%  of  its 
1959  advertising  linage  in  spot 
color  ads  in  the  southwest 
neighborhood  news  editions  of 
the  Chicago  Sunday  Tribune. 


The  furniture  store  used  a  total 
of  202,930  lines  of  Chicago 
newspaper  advertising  space  in 
1959.  Of  these,  202,080  lines 
were  published  in  the  Tribune’s 
zoned  Sunday  or  Thursday  edi¬ 
tions;  and  103,512  lines  were 
published  in  color. 

Although  the  majority  of 
these  were  spot-color  ads  of 
less-than-page  size,  concentrat¬ 
ing  on  the  presentation  of  spe¬ 
cial  purchase  merchandise  or 
highlighting  some  store  promo¬ 
tion,  the  store  ran  at  least  one 
full-page  color  ad  in  the  Tribime 
each  month  during  1959.  Several 
of  its  ads  also  promoted  such 
institutional  features  as  air  con¬ 
ditioning,  or  the  “white  gloves” 
handling  policies  of  Goodman’s 
furniture  deliverymen. 

“We’re  a  promotional  store,” 
Mr.  Lansing  emphasized,  “so 
most  of  our  color  ads  are  geared 
to  some  in-store  promotion.  We 
use  color  advertising'  primarily 
because  it  gets  more  attention 
and  thereby  attracts  more  peo¬ 
ple  to  our  store.  And  during  the 
past  two  years,  we’ve  discovered 
that  spot  color  advertisements 


in  the  Sunday  Tribune’s  south¬ 
west  neighborhood  section  are 
the  most  effective  and  economi¬ 
cal  means  of  reaching  a  ma¬ 
jority  of  the  potential  customers 
who  live  within  convenient  driv¬ 
ing  distance  of  our  store.” 

Henry  M.  Goodman  began  ex¬ 
perimenting  with  Tribune  ROP 
color  advertising  in  July,  1958. 
“Within  three  months  after  we 
began  running  our  weekly  mer¬ 
chandise  ads  in  color,  Mr.  Lan¬ 
sing  said,  “we  found  store  traffic 
and  sales  had  picked  up  between 
20%  and  30%.  We’ve  been  using 
color  almost  every  week  since 
then,  and  have  found  that  it  has 
consistently  resulted  in  higher 
traffic  and  sales.” 

As  a  result,  the  firm  has  con¬ 
tinued  to  concentrate  the  major 
portion  of  its  advertising  budget 
in  its  Tribune  neighborhood 
color  campaign.  During  the  first 
half  of  1960,  Goodman  Furni¬ 
ture  ran  over  35,000  lines  of 
color  advertising  in  the  south¬ 
west  sections  of  the  Sunday 
Tribune. 

One  of  the  reasons  for  its 
consistent  sales  record,  Mr, 
Lansing  believes,  is  the  policy  of 
continuity  which  Goodman  Fur¬ 
niture  tries  to  maintain  in  its 
advertising. 

By  running  its  advertisements 
in  the  same  section  week  after 
week,  the  store  attempts  to  cul¬ 


tivate  a  build-up  of  reader  ex¬ 
pectancy  for  its  advertising. 

“Eventually,  people  come  to 
expect  to  find  our  ads  in  a 
particular  place  in  the  news¬ 
paper,”  Mr.  Lansing  explained. 
“The  use  of  color  aids  this  build¬ 
up  program  by  making  it  easier 
for  readers  to  identify  our  ad¬ 
vertising  and  remember  where 
they  saw  it. 

“We  also  try  to  help  this 
reader  build-up  process  by  main¬ 
taining  a  consistency  of  style 
throughout  our  color  and  mono¬ 
tone  advertising,”  Mr.  Lansing 
added.  “Most  of  our  color  ads 
are  designed  so  they  will  look 
equally  attractive  in  black  and 
white.  This  helps  us  hold  down 
production  costs.” 


Served  to  Over 
81,000  Families 


*‘The  Duluth-Superior  2-State  Mar. 
ket.  Westernmost  port  on  America's 
fourth  seacoast. 


DULUTH  HERALD  and  NEWS-TRIBUNE 


FOR  FURTHER  INFORMATION  CONTACT  W.  J.  BUESGEN,  NATIONAL  ADVERTISING  MANAGER 

or  RIDDER-JOHNS.  INC. 
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Brilliant  Color  Production  .  .  .  Daily  and  Sunday  .  .  .  Backed  by  26  Years  of  Color  Advertising 


without  the 


•  THf  SACRAMENTO 

•  THE  MmSTO  BB 


Billion*  Dollar 
^^lley  of  the  Bees 


NATIONAL  REPRESENTATIVES  .  . .  O'AAARA  &  ORAASBEE 

McCUtchy  givat  national  advertisers  three  types  of  discounts  .  . .  bulk,  frequency  and  a  combined  bulk-frequency.  Check  O'AAara  &  Ormsbee  for  details. 


mcclatchv  newspapers 


inland  Valley.  Inland  is  the  nation’s  richest  income 
producing  agricultural  market  and  a  mushrooming 
industrial  complex. 

And  inland  Valley  families  read  and  respond  to 
their  own  newspapers  —  Bee  newspapers.  Coast- 
side  papers  make  no  impression  here.  Your  ad 
belongs  in  the  Bees. 

Data  source:  Sales  Management’s  1959  copyrighted  survey 


Look  close  up  at  the  California  Coast  Range.  See 
how  it  separates  the  ocean  shore  cities  from  the 


Actually,  total  effective  buying  income 
of  more  than  $3  billion 

Greater  automotive  sales  than  each  of  21  states 


Color  Jingles  Food  Store  Cash  Register 


life-hke,  color  illustrations  ot  appeal  that  black  and  white  Most  important,  of  course,  is  Points  to  color  newspapers  via 
their  wares.  can’t  match.  Tests  show  that  the  wealth  of  color  printing  its  “Weekly  Color  File”  ...  and 

color  can  boost  readership  as  materials  available  to  local  ad-  ™al<es  special  mailings  to  editors 

Success  Mones  vertisers  .  .  .  free  of  charge!  “"d  advertising  managers  at 

The  mounting  enthusiasm  of  white  . .  .  can  deliver  a  retention  The  food  producers  and  associa-  f  ^st  suited  to  the  national 
food  retailers  for  ROP  color  is  bonus  of  as  much  as  143%.  tions  that  pay  for  these  printing  advertiser’s  marketing  situa- 
being  spurred  on  by  one  phe-  i  r'  r  4  materials  have  come  to  realize  Controlled  distribution  of 

nomenal  sales  success  after  an-  '**  ^nies  o  ge  that  local-level  ROP  color  does  color  mats  to  a  spwified  list,  or 

other.  Here  are  three  examples  It  wasn’t  too  many  years  ago  much  for  their  products  .  .  .  ^  newspapers  requiring  mate,  is 
from  a  Hoe  Report:  that  most  food  retailers  wouldn’t  contributes  greatly  to  the  sue-  carried  out  by  the  ROP 

•  Houston’s  Super  Valu  even  consider  advertising  in  cess  of  national  campaigns.  Color  Seryire  any  con- 

Stores  sold  an  average  of  12  ROP  color.  Few  newspapers  This  cooperative  arrangement  trols  specined  by  the  national 

jars  a  week  of  Everbest  Straw-  could  print  color  .  .  .  and  these  between  local  and  national  ad-  advertiser. 

berry  Jam  until  they  ran  one  that  could  had  trouble  achiev-  vertisers  has  proved  highly  (^olor  Mat  Rules 

ROP  color  ad.  In  the  next  two  ing  good  quality.  Then  too,  a  satisfactory  to  all  concerned. 

weeks,  their  sales  skyrocketed  shortage  of  color  source  materi-  The  local  advertisers  can  build  Even  though  food  producers 
to  1,920  jars.  Since  then,  the  als  and  the  high  costs  of  color  powerful  ads  around  quality  and  associations  offer  color  mats 
pace  is  480  jars  weekly.  production  made  it  highly  im-  printing  materials  he  couldn’t  free,  they  must  use  good  judg- 

•  IGA  Stores  ran  one  ROP  practical,  if  not  impossible,  for  afford  to  produce  himself.  All  ment  in  preparing  them  if  they 

color  ad  in  Columbus  and  Day-  local  advertisers  to  use  ROP  he  pays  is  the  cost  of  the  ad-  want  to  get  them  in  widespread 

ton,  Ohio,  and  promptly  sold  color.  vertising,  while  the  national  use.  The  needs  of  the  local  ad- 

16  carloads  of  Hawaiian  Pine-  Today,  however,  conditions  advertiser  gets  important  wide-  vertiser  must  always  be  given 
apple.  are  ideal  for  the  ROP  color-  spread  use  of  color  at  the  local  major  consideration. 

•  Busch  Bavarian  ran  a  conscious  food  retailer.  ROP  level  and  is  not  committed  be-  The  Milwaukee  Journal  ROP 

series  of  full-color  ROP  ads  in  color  is  available  on  a  daily  yond  the  cost  of  the  printing  Color  Service  offers  a  few  guide- 
Rockford,  Illinois — and  in  just  basis  to  80.6%  of  the  nation’s  materials.  posts  to  national  advertisers  for 

successful  retail  color  ad  mat 
planning: 

•  Timing — ad  mat  and  pro¬ 
motion  ideas  should  get  to  stores 
at  least  four  to  six  weeks  in 
advance  of  proposed  publication 
dates.  In  planning,  it  is  well 
to  consider  the  quarterly  mer¬ 
chandising  plan  used  by  many 
stores. 

•  Manufacturer’s  materials 
should  not  dominate  retailer’s 
ad  space.  Manufacturer’s  in¬ 
fluence  should  be  restrained  and 
proportioned  so  as  to  leave  suf¬ 
ficient  copy  space  for  retailer’s 
regular  message.  'The  object  of 
the  pre-made  ad  mat  materials 
is  to  take  full  advantage  of  the 
local  flavor  of  the  retailer’s 
message  to  his  customers.  It 
is  the  distinctively  local  ap¬ 
proach  that  translates  the  manu¬ 
facturer’s  national  and  promo¬ 
tional  umbrella  into  regional  and 
local  efforts  and  subseqnent 
sales. 

•  The  ad  materials  by  na¬ 
ture  should  be  flexible  enough 
to  meet  a  variety  of  situations 
without  disrupting  local  ad 
styles.  Stores  should  be  able 
to  retain  ad  individuality  and 
style  when  using  manufacturer’s 
materials. 

•  Material  should  provide 
sales  benefits  for  all  depart¬ 
ments.  Related  item  sales  op¬ 
portunities,  and  an  increase  of 
over-all  store  traffic,  should  be 
incorporated  into  the  promotion 
idea. 

EDITOR  8c  PUBLISHER  for  September  24,  1960 


A  good  product  sells  even  better 
when  you  use  newspaper  color  in 


MEDIA  RECORDS  •  1959 

1.  Milwaukee  Journal 

2.  Chicago  Tribune 

3.  Los  Angeles  Times 

4.  Miami  Herald 

5.  Salt  Lake  City  Tribune 

6.  Fort  Worth  Star-Telegram 

7.  Houston  Chronicle 

THE  NASHVILLE 
O  TENNESSEAN 

9.  Salt  Lake  City  Deseret 
News  Telegram 
10.  Minneapolis  Star  Gr 
Tribune  M 


Still 

up  there 
in  the 
first  ten 


ROP  color 


builds  readership 

Editorial  feature  and  ad  pages 
ottered  to  newspaper  editors  and 
advertising  executives  without 
subscription  fees  or  fixed  charges. 
High  quality  Sta-Hi  direct-cast¬ 
ing  Colormats  supplied  with  sub¬ 
jects  positioned  to  any  desired 
page  layout.  You  retain  full  con¬ 
trol  of  your  black  page,  since 
Sta-Hi  Colomats  do  not  require 
black  ink.  Colormats  simple  to 
order,  used  by  more  than  250 
newspapers  in  U.S.  and  Canada. 
Free  brochure  available  on  letter¬ 
head  request. 

STA-HI  COLOR  SERVICE.  INC. 

1000  South  Pomona  Ave. 

Fullerton,  California 
16  East  52nd  St.  N.Y.  22.  N.Y. 


*Tlie  NASHVILLE  BANNER 

ranked  Slh  in  the  Nation  and  1st 
in  the  South  and  Southwest  among 
6-day  evening  only  newspapers. 


I  THE  NASHVILLE  TENNESSEAN 


^Tlie  News  pioneered  color  in  the  Southwest 

. . .  and  got  a  head  start  in  Quality! 

Early  to  sense  the  advantages  of  color  in  newspapers,  And  with  longer  experience  with  color,  The  News  has 
The  News  has  been  quick  to  take  on  every  advancement  achieved  a  quality  far  above  those  less  foresighted  and 
in  color  methods  and  equipment.  less  enthusiastic  about  the  additional  selling  force  of  color. 

The  Dallas  News  has  averaged  over  1  million  lines  of  ROP  color  for 
the  last  ten  years  —  showed  a  22.7%  linage  increase  in  1959/ 


THE  DALLAS  MORNING  NEWS 


CRESMER  &  WOODWARD,  INC.  •  Natiorial  Reprosontativo 
THE  LEONARD  CO.  •  Florida  Traval  Raprestr^tativa 


Color  Adds  ‘Sparkle’  To  Old  Taylor  Art 


Old  Taylor  86  bourbon  whis¬ 
key  will  be  advertised  in  ROP 
newspaper  color  in  43  newspa¬ 
pers  in  30  markets  starting 
Sept.  19.  The  ads  in  the  series 
have  been  gfiven  “extra  sparkle 
and  attraction”  by  adding  color 
to  scratchboard  art,  according 
to  George  Failes,  art  director  on 
the  National  Distillers  account 
at  the  Kudner  Agency. 

The  ROP  color  ads  represent 
about  25%  of  the  total  current 
promotion  for  the  brand  that 
also  includes  full  pages  and 
1500-lme  black  and  white  copy 
in  166  newspapers  in  130  cities, 
continuing  until  just  before 


Christmas.  The  last  ad  in  the 
series  pictures  the  Old  Taylor 
86  holiday  grift  decanter.  Direct¬ 
ing  the  campaigrn,  which  is 
larger  than  the  one  run  last 
year,  is  Alynn  Shilling,  Na¬ 
tion^  Distiller’s  vicepresident 
and  advertising  director. 


plates  he  found  that  it  had  “the 
same  simplicity  as  reproduction 
of  comics.” 


Simple  As  Comics 


William  Diehl,  Kudner’s  pro¬ 
duction  manager,  told  Editor  & 
Publisher  that,  when  first 
asked,  he  thought  it  would  be 
impossible  to  reproduce  scratch- 
board  art  in  ROP  newspaper 
color.  After  two  months  of  ex¬ 
periments  with  three  sets  of 


What  he  learned  by  experi¬ 
mentation,  he  said,  was  to  use 
only  three  colors  instead  of  four. 
He  used  yellow,  red  and  black, 
cutting  out  blue.  The  key  plate 
is  made  black,  with  no  great 
detail  in  either  the  red  or  yel¬ 
low  plates.  The  experimenta¬ 
tion  was  to  get  the  right  com¬ 
binations  of  the  three  colors  to 
reproduce  correctly  the  color  of 
the  bourbon  and  the  bottle’s 
label.  Tests  were  run  in  news¬ 
papers  in  Tulsa,  Okla.,  and  New 
Orleans,  La.,  last  June. 


COVER  THE  SUBJECT  BETTER  WITH 


Your  Portland  Maine  Newspapers  are 
noted  for  their  skillful  handling  of 
color. 


That’s  because  master  craftsmen  as¬ 
sure  the  best  and  most  effective 
results. 


That’s  why  ROP  color  is  covering  the 
subject  so  well  for  more  and  more 
advertisers  in  the  Portland  papers. 

Look  at  this  report  for  1 960*: 

14%  iocrooso  to  color  ods 
1 5%  tocrooso  io  color  linogo 
Your  ROP  Color  Roods  tho  right  market 
—That’s  PortloRd 

Your  ROP  Color  Roods  proper 
croftsmoRship 

— Thot's  PerHafld 


Your  ROP  Color  Roods  rospeoslve 
roodors 


—Thot’s  PortioRd 


“We  found  that  the  three 
colors,  carefully  blende<l,  pre¬ 
sented  a  life-like  full-color  pic¬ 
ture,”  Mr.  Diehl  said.  “The  re¬ 
production  values  are  su])erior 
to  most  color  advertisements 
run  by  newspapers  in  the  past 


.4daptinK  Comics  Techniiiues 


“The  plates  are  based  upon 
careful  line  art  work  on  scratch- 
board  and  colors  are  added  by 
Ben  Day  flat  color  tones.  This 
is  nothing  new.  We  are  simply 
adapting  the  techniques  used 
for  Sunday  color  comics  repro¬ 
duction.  But  what  surprised  us 
was  that  by  simplifying  the 
process,  by  using  only  three 
instead  of  four  colors,  we  were 
able  to  achieve  most  of  the 
density  of  magazine  reproduc¬ 
tion  of  ecktachrome  transpar¬ 
encies  on  newsprint.  We  were 
also  able  to  use  scratchboard 
art  that  is  especially  good  in 
newspapers.” 

Mr.  Diehl  was  helped  in  his 
experiment  by  John  Eggers, 
Prismatic  Eng^raving  Company, 
and  Edward  Hagfney,  Color  Pro¬ 
duction  Service,  both  of  New 
York.  Glass  Mats  for  direct 
casting  were  sent  to  newspa¬ 
pers. 

“We  were  not  especially  in¬ 
terested  in  trying  to  save 
money,”  Mr.  Diehl  said,  “but  in 
space  costs  alone  using  three  in¬ 
stead  of  four  colors  we  saved 
$8,000.  Other  savingfs  were 
achieved  in  the  use  of  the  same 
art  for  both  black  and  white 
and  color,  and  by  the  fact  that 
only  three  instead  of  four  plates 
were  involved.” 


Color  Announces 
’61  Ford  Galaxie 


Newspaper  readers  across 
the  country  are  getting  a 
colorful  sneak  preview  of  the 
1961  Ford  Galaxie  Club  Vic¬ 
toria,  a  new  model  in  the  Ford 
line. 

The  Ford  Division  of  the 
Ford  Motor  Company  decided 
to  add  the  impact  of  ROP 
color  to  its  announcements  of 
this  new  model  prior  to  the 
formal  public  unveiling  sched¬ 
uled  for  Sept.  29. 

As  an  added  plus  to  the 
usual  black-and-white  photos 
that  accompany  news  releases. 
Ford  has  sent  full-color  proofs 
to  those  newspapers  equipped 
to  handle  color.  Editors  have 
the  option  of  using  the  color 
illustrations  in  any  position 
on  their  pag^.  Upon  request 
mats  are  tailor-made  to  in¬ 
dividual  newspaper  require¬ 
ments  and  specifications. 
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Color  is  something  special  . . .  and  to  get  the 
most  for  your  color  dollar  it  takes  special  know¬ 
how,  special  care  and  the  best  of  equipment. 
The  DISPATCH  has  all  these  .  .  .  plus,  you  put 
your  message  into  one  of  the  most  important 
markets  in  the  country  when  vou  u.se  the 
Columbus  DISPATCH. 

Rtmtmbar  tht  combiaatioo  rttt  with 
tht  maraiai  CITIZEN-JOURNAL  mA  Iht 
Evtniaf  or  Siiarfiy  DISPATCH.  Also  tho 
saaN  fiao  fall  color  sorvkc  oooilablo  ia 
the  C-J,  tool 


^9  Columbus  Dispatch 

Evening  and  Sunday 

and  Columbus  Citizen-Journal 

/  Morning 


HERE  ARE  THE 
FACTS  ’N  FIGURES 

TRADING  AREA  1,083,000 

PER  HOUSEHOLD  SPENDABLE 
INCOME  $7486.00 

DISPATCH  CIRCULATION: 
EVENING  207,994 
SUNDAY  278,461 


Represented  notionolly  by  O'Moro  A  Ormtboe,  lac.,  oad 
McAskill,  Hermon  A  Doloy,  lac.,  Miami  loach. 


Black  and  White  and  One 
Color  $75  Extra.  Black  and 
White  and  Two  Colors  $135 
Extra.  Both  Prices  Plus  Lin¬ 
age  Local  and  National  Rate 
■9c  per  line. 


WORCESTER  TELEGR.VM 


TT  13  ■  National  ROP  color  (General  with  a  million  lines,  11  newspa- 

XJ.O0  l\C|30riS  plus  Automotive)  topped  6,608,-  pers  carried  more  than  a  mil- 

^  628  lines,  up  7.1%  from  the  lion  lines  of  color  during  the 

T.-._|_,  figure  con-  seven  months  of  1960.  ^ 

J  my  VjUlljr  trasts  sharply  with  the  July  ex-  Cigarets,  beers,  and  gas  and  |  By  Roliert  B.  McInU 

perience  of  black  and  white  na-  oils  continued  to  lead  the  list  "=, _ 1 

T  lYiQrr^  TTn  tional  linage  which  was  off  an  of  important  categories  in  color 

IjIIidgC  U  /O  average  of  12.1%.  Further,  the  linage.  Kentucky  Kings  eights,  ^  ^ 

gains  in  national  color  for  the  introduced  this  summer  (E&P,  , iji,-  „  , 

Despite  a  1.3%  decline  in  total  first  seven  months  of  1960  July  2,  page  22),  led  all  other  recede 

black  and  white  newspaper  lin-  (13.5%)  are  running  far  ahead  national  advertisers  in  the  use  .  up-j, 
age  for  July  (E&P,  Sept.  3,  of  the  black  and  white  national  of  ROP  color  in  July  with  a  •  .  omine  in 

page  44),  the  Hoe  Report  on  linage  (off  0.2%).  total  of  601,842  lines.  ^  ^  *  *  * 

ROP  Color  shows  color  linage  The  Top  Five  papers  in  re-  •  r  j  c  .u-  j  » 

at  13,113,572  lines,  up  9.3%  for  tail  ROP  color  again  were  led  p,  ,  cue-  •  1  1' 

July.  For  the  year  to  date,  total  by  the  Fort  Worth  (Texas)  Color  Swells  Savings,  in  both  the  burgeoning  col, 

color  linage  hit  98,320,572  lines  Star-Telegram  y/ith  a  Ju]y  high  Loan  Coffer  r  ^  f  .J 

for  a  20%  increase.  of  138,026  lines,  up  35.4%  from  .  ,  x,  .u  w-  •  ^  ' 

Compiled  for  R.  Hoe  &  Co.  jts  1959  total.  The  Nashville  .  Wisconsin  seven  months  of  ’60,  and 

by  Media  Records  from  meas-  (Tenn.)  Tennessean  jumped  to  Snl  the 

urements  of  more  than  400  news-  Lond  place  with  104,189  retail  tripled  since  1953.  And  the  newspaper  color  confer, 

papers  published  in  some  140  fines  or  130  8%  over  July  of  ^ntinuous  being  held  throughout  the 

cities,  the  report  notes  that  al-  ’year  ^  -T 

though  the  rate  of  increase  in  The  Top  Five  papers  in  total  rat^in^wth  '  concerned  with  in  th 

Sthe'S^rcat^l;^^^^^  The  La^^.  started  to  adver-  “  Within  r..nt  weeks,  f, 

waforroV'^''^'^^*”"  STt^'^^r'p^^rtW  rth^^S?  Jour^nrik3!untiri958??hey  Serbs'  WdaHonTeVrU 

the  list -the  Fort  Worth  Star-  one-color-and-black  pages,  annual  ROP  color  contes 

Retail  Up  15%  Then  they  began  using  full  RoanoAc  (Va.)  Times  and  I 

(Texas)  Times  Herald.  These  v  1  t 

„  ,  ,  ...  -  '  u-  L  1  j  •  ii.  j  color.  Aett’s  held  a  color  forum 

Retail  color,  with  a  gam  of  papers  which  ranked  sixth  and  ^he  switch  to  full  color  has  only  last  week  Texas  Daily 

seventh  respectively  last  year,  been  easy  and  economical.  The  paper  Association  and 
than  5,000,000  lines.  As  a  re-  currently  are  third  and  fourth  Wisconsin  League  obtains  glossy  Newspaper  Advertising  Ma, 

.  *  .V-  .  proofs  of  plates  used  by  the  Association  teamed  up  to 

of  42,908,841  lines  of  retail  color  It  is  interesting  to  note  that  National  Savings  and  Loan  the  first  annual  Southwest 
t  whereas  a  year  ago  a  newspa-  Foundation  in  the  full-color  paper  Color  Conference. 

-  28%  higher  than  the  previ-  per  could  have  made  the  Top  p^ges  they  run  in  national  maga-  These  and  other  color  . 

oas  high.  Five  in  total  ROP  color  linage  ^ines.  The  Milwaukee  Journal,  ences  bode  well  for  the  fni 


AD-lines 


The  Moloney,'  Regan  and 
Schmitt  representative 
knows  WORCESTER 


Moloney,  Regan  and  Schmitt’s 
as.sociation  with  the  W'orcester 
Telegram-Gazette  goes  back  to 
1920.  We  are  proud,  not  only 
of  this  long  connex-tion  but  also 
of  each  representative’s  qualifi- 
^  cations  to  answer  your  questions 

about  Worcester. 

W'e  are  proud,  too,  that  W’orcester  with 
almost  600,000  people  (48th  in  popula¬ 
tion,  43rd  in  E.B.I.  .  .  .  and  an  important 
BILLION  DOLLAR  County)  ranks 
among  the  “TOP  50”  Markets.  W'orcester 
represents  big  business  to  you,  signifi¬ 
cantly  important  for  vou  to  examine  our 
coordinated,  dividend-paying,  merchan¬ 
dising  cxKiperation. 


Too  many  meetings  of  adver¬ 
tising  people  take  on  the  quali¬ 
ties  of  mutual  admiration  so¬ 
cieties  where  open  controversy  of 
moot  topics — no  matter  how  con¬ 
structive — is  avoided  at  all  cost 
for  fear  of  prec-ipitating  a  rift 
within  memliership  ranks. 

There's  something  verbally  in¬ 
cestuous  about  such  meetings. 

Don’t  let  this  happen  to  your 
ROP  color  conferences. 


Circulation:  Daily  155,015  —  Sunday  103,332 


£l)f  Birnina  -(Sazcilc 


Cicero  put  it  a  good 
iMpNllN|MnRH  many  years  ago,  “Nobody  can 
give  you  wiser  advice  than  your- 

HHHliHHiiHMfl  self.” 
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SUNDAY  TEI.EGHAM 


Owner!  of  Rod»o  Stottcnt  WTAG  ond  WTAG-FM 
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WE  BELIEVE  IN 

color 

OUR  OWN  USE  OTEDITORIAL  COLOR 


WE  USE  IT 

During  the  first  eight  months  this  year,  the 
Oklahoman  and  Times  used  274  units  of  full 
color  in  their  editorial  columns,  most  of  it  locally 
produced  as  spot  news  and  sports  photos,  food 
and  fashion  features  and  section  covers.  This  is 
a  56  percent  increase  over  the  same  period  last 
year.  The  Oklahoman  and  Times  believe  in  color, 
and  thev  use  it! 


rORIAL  COLOR 
PROVES  IT! 


MORE  ADS  IN  COLOR 

Through  August  of  this  year,  advertisers  had 
used  610  R.O.P.  color  advertisements  in  the 
Oklahoman  and  Times  for  a  total  of  995,351 
lines,  compared  with  535  ads  and  856,904  lines 
in  the  same  period  last  year. 


KNOW-HOW 

The  use  of  color  in  the 
Oklahoman  and  Times,  ed¬ 
itorially  and  in  advertising, 
goes  back  more  than  25 
years.  This  experience  plus 
an  unusual  pride  of  work¬ 
manship  on  the  part  of  pro¬ 
duction  personnel  produces 
the  finest  quality  in  both 
color  and  black  and  white 
and  has  earned  N.  W.  Ayer 
contest  mentions  four  times. 


AWARDS 
OF  EXCELLENCE 

The  Oklahoman  and 
Times  were  given  six 
awards  in  the  Southwest 
Newspaper  Color  Confer¬ 
ence  Competition  in  mid- 
September— 3  for  the  best 
use  of  color  for  presenta¬ 
tion  of  news/feature,  and 
3  for  the  best  use  of  color 
by  advertisers.  But  the 
greatest  award  of  all  is 
the  extra  results  which 
Oklahoman  and  Times 
color  advertisers  invari¬ 
ably  enjoy! 


DIRECT  PRINTING 

The  Oklahoman  and 
Times  have  developed  pro¬ 
cedures  for  successful  print¬ 
ing  full  color  from  original 
zinc  plates  resulting  in  an 
extraordinary  improvement 
in  quality.  A  low-cost  proc¬ 
ess  for  converting  roto¬ 
gravure  and  fine-screen 
magazine  color  materials  to 
letter-press  plates  has  also 
been  developed.  The  Katz 
Agency  can  furnish  details. 


0 
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Full-Color  Campaign 
Creates  Quality  Image 


Chicago 

A  series  of  full-page,  four- 
color  advertisements  in  the 
Chicago  Tribune  is  encouraging 
more  Chicagoland  residents  to 
“nibble  on  New  Era”  in  1960, 
according  to  William  F.  Erick¬ 
son,  general  sales  manager  for 
the  New  Era  Division  of  The 
Frito  Company. 

The  campaign,  (via  Dancer- 
Fitzgferald-Sample,  Inc.)  com¬ 
bines  attention-getting  artwork 
with  a  copy  theme  that  stresses 
product  quality  and  invites 
readers  to  “nibble  on  New  Era.” 
The  same  “quality”  copy  theme 
is  repeated  in  the  firm’s  radio 
advertising  and  point-of-sale  ad¬ 
vertising  in  the  Chicago  area, 
Mr.  Erickson  said,  “to  create 
the  maximum  number  of  con¬ 
sistent  product  impressions.” 

2nd  Color  Venture 

New  Era’s  current  campaign 
marks  the  product’s  second 
venture  into  newspaper  ROP 
color  advertising  in  the  Chicago 
market.  Its  first  experience 
with  the  color  medium  was  a 
highly  successful  series  used  to 


LA  CROSSE 
TRIBUNE 

ATTAINS 

EDITOR  ft  PUBUSHER 
AWARD  WINNING 

ROP  COLOR 

with 

MEN 

of  training,  experience,  ingenu¬ 
ity  and  the  determination  to 
excell  in  color  printing. 

METHODS 

gleaned  from  mechanical  con¬ 
ferences,  observations  and  ex¬ 
periment  for  practical  and  effi¬ 
cient  color  reproduction. 

MACHINES 

New  Hoe  Color  Convertible 
press  with  accessories  for  best 
color  printing.  Crosfleld  ROP 
Color  Roister  Control.  Sta-HI 
Master  Trimmer. 

Test  eer  prevee  ability 
la  a  prevea  test  market. 

Maxiae  Kebler,  Mgr.  Gea.  Adv. 

LA  CROSSE 
TRIBUNE 

LA  CROSSE.  Wise. 

Represented  by 
JANN  S  KELLEY,  Inc. 


launch  the  product  in  the  Chi¬ 
cago  market  just  prior  to  World 
War  II.  At  that  time,  Mr. 
Erickson  continued  a  series  of 
13  ROP  color  ads  in  the  Tribune 
helped  New  Era  move  from  ob¬ 
scurity  into  second  place  among 
Chicago  potato  chip  brands. 
Following  this  introductory 
campaign,  the  company  diversi¬ 
fied  its  advertising  and  eventu¬ 
ally  dropped  out  of  the  Chicago 
color  picture.  Since  then,  the 
product  has  consistently  in¬ 
creased  its  sales  each  year,  Mr. 
Erickson  said,  and  has  success¬ 
fully  maintained  its  second-place 
position  in  the  Chicago  potato 
chip  market. 

“In  spite  of  this  consistent 
record  of  sales  success,”  Mr. 
Erickson  said,  “we  didn’t  feel 
that  New  Era  was  really  going 
places  until  our  agency  created 
our  present  advertising  cam¬ 
paign.” 

The  campaign  combines  atten¬ 
tion-getting  newspaper  color  ads 
with  single  radio  commercials — 
both  inviting  their  respective 
audiences  to  “Nibble  on  New 
Era.” 

The  first  ad  in  the  newspaper 
color  campaign  was  a  four- 
color  page  that  ran  in  the 
Chicago  Tribune  on  May  27, 
1960.  Dominant  illustration 
showed  an  outdoor  cooking 
scene,  with  a  frustrated  male 
cook  standing  over  a  smoking 
charcoal  grill,  while  the  rest  of 
his  family  relaxed  and  happily 
nibbled  on  New  Era  potato 
chips.  A  large  illustration  of 
the  New  Era  package  was  in¬ 
cluded  in  the  ad,  which  carried 
the  headline: 

“Whenever  you  want  to  nib¬ 
ble,  Nibble  on  New  Era — the 
light,  light  potato  chips  .  .  . 
as  digestable  as  a  baked  potato. 
5  minutes  after  they’re  peeled 
they’re  packed  ...  to  give  you 
the  freshness,  fragrance,  and 
flavor  of  still-warm  potato 
chips.” 

A  month  later.  New  Era  in¬ 
vited  the  Tribune’s  youthful 
readers  “To  celebrate  the  clos¬ 
ing  of  school”  with  free  tickets 
to  “New  Era  Day,”  at  River- 
view  amusement  park.  Tickets  to 
the  amusement  park  were  at¬ 
tached  to  all  large  bags  of  the 
company’s  potato  chips.  Each 
ticket  was  good  for  free  admis¬ 
sion  to  the  park  plus  six  rides 
and  attractions,  llie  results  of 
this  promotion  were  termed 
“highly  successful”  by  Erickson, 
partly  because  of  the  premium 
offer,  and  partly  because  the 


Riverview  ad,  like  others  in  the 
once-a-month  campaign,  stressed 
product  quality  in  its  copy  and 
art. 

“We’re  not  attempting  to 
compete  on  the  basis  of  price,” 
Mr.  Erickson  explained.  “We 
are  selling  a  better-tasting 
quality  product — at  a  premium 
price  —  and  must  continually 
communicate  quality  in  our  ad- 
v'ertising.  And,  we  believe  that 
the  current  ROP  color  campaign 
our  agency  has  created  in  the 
Tribune  is  successfully  com¬ 
municating  a  quality  image  for 
New  Era.” 

• 

Travel  Ad  Office 
Opened  in  Miami 

Toronto 

The  Toronto  Globe  &  Mail, 
morning  daily,  has  opened  a 
display  advertising  office  for 
travel  advertising  at  Miami, 
Fla.,  bringing  its  special  travel 
advertising  offices  outside  To¬ 
ronto  to  three.  Other  such  offices 
are  maintained  at  New  York 
and  Vancouver. 

The  daily  maintains  a  very 
large  travel  service  office,  stocked 
with  pamphlets  from  all  over 
the  world,  in  the  lower  lobby  of 
the  Lord  Simcoe  Hotel,  Toronto, 
opposite  its  own  building.  A 
fulltime  travel  consultant  is  on 
hand  in  the  service  office,  and 
daily  handles  up  to  100  local 
calls  during  the  height  of  the 
travel  season,  in  addition  to 
numerous  queries  from  all  parts 
of  Canada  and  throughout  the 
world  where  the  paper’s  over¬ 
seas  edition  circulates.  The  serv¬ 
ice  office  has  a  large  library  of 
35  mm  color  slides  and  access  to 
travel  films  for  gnroups.  The 
paper  is  a  co-sponsor  with  the 
Ontario  chapter  of  the  American 
Society  of  Travel  Agents  for  an 
international  travel  show  being 
held  at  Toronto  Sept.  26  to  Oct. 
1.  The  paper  has  a  three-to-four 
page  travel  section  in  its  Satuiv 
day  editions. 


Lots  of  Color 
Material  for 
Editorial  Use 

High  readership  achieved  by 
editorial  color  illustrations 
prompts  national  advertisers 
and  trade  associations  to  pre¬ 
pare  an  ever-growing  volume  of 
color  mats  for  newspapers. 

And  newspapers  enthusiastic¬ 
ally  use  these  color  mats  to  add 
new  interest  and  impact  to  their 
editorial  features. 

Here  are  just  a  few  of  the 
categories  of  editorial  ROP  color 
materials  available: 

BATH  ACCESSORIES  — 
The  makers  of  Martex  towels 
offered  a  color  mat  with  a 
“Spring  in  Paris”  theme  to  pro¬ 
mote  their  1960  line  of  bathroom 
accessories.  Illustrations  of 
beautifully  decorated  bathrooms 
were  combined  with  light,  inter¬ 
esting  copy  that  included  color- 
scheme  hints. 

INTERIOR  DECORATING— 
The  National  Hardboard  Asso¬ 
ciation  offers  a  color  mat  that’s 
a  natural  for  building  a  news¬ 
paper  section  on  interior  decora 
ating.  The  mat  promotes  the  use 
of  hardwood  paneling  in  the 
home.  Copy  covers  the  history, 
advantages  and  many  types  of 
hardwood  available.  Illustrations 
show  hardwood  paneling  in  an 
attractive  dining  area  and  a  liv¬ 
ing  room. 

FOOD  —  Color  mats  with 
taste-tempting  photos  may  be 
obtained  on  just  about  every 
type  of  food.  And  the  editorial 
content  of  these  mats  is  practi¬ 
cally  limitless  in  variety.  Here’s 
just  a  sampling:  menus  for 
every  meal  of  the  day  and  every 
season  of  the  year;  barbecue  and 
snack  hints;  recipes  •  .  .  domes¬ 
tic  and  foreign;  unusual  ideas 
for  entertaining  on  birthdays, 
holidays  and  countless  other 
special  occasions. 

The  many  food  producers  and 
associations  furnishing  these 
mats  include  :  Stokely-Van 
Camp,  American  Dairy  Associa¬ 
tion,  Raisin  Advisory  Board, 
Date  Growers  Association,  To¬ 
kay  Grape  Growers,  Cling  Peach 
Advisory  Board,  Quaker  Oats 
Co.,  Almond  Growers  Associa¬ 
tion,  and  Pacific  Coast  Canned 
Pear  Service. 

The  national  advertisers  and 
associations  mentioned  above 
use  the  Milwaukee  Journal  ROP 
Color  Service. 

As  many  as  78  newspapers 
have  requested  and  used  in¬ 
dividual  releases.  Circulation 
totals  more  than  7,653,000. 
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PRINTING 


R.O.P.  Color  Every  Wednes* 

day  assuring  you  beauti¬ 
ful  reproduction  of  2,  3,  or 
4-colors.  Or,  one  color  and 
black  any  day  of  the  week. 


Full  Color  In  Ofrtet,  in  the 

pocket-size  TV  Magazine 
included  with  Sunday’s 
News.  All-week  exposure 
in  650,000  homes! 


ADVERTISERS 


Full  Color  in  the  Comic 
Supplement  with  Sunday’s 
News.  1,  2  or  3  colors  also 
available.  Detroit’s  most 
popular  Comics  give  you 
top  readership  and  results. 


Rotogravure  in  1  to  4  Col¬ 
ors,  in  the  Sunday  Pic¬ 
torial  Magazine.  Greatest 
circulation  of  all  Detroit 


papers. 


Your  color  ad  in  The  Detroit  Yieics  is  seen  by  more  readers  in  the  Detroit  trading  area 
than  any  other  newspaper  offers.  Because  advertising  goes  where  it  gets  results.  The 
Yiews  carries  more  advertising  than  both  other  Detroit  newspapers  combined! 


The  Detroit  News 

640.079  Sundays-480.673  Weekdays  average  for  Smonth  period  ending  3/31/60  filed  with  ABC 


New  Yirli  OtNci;  Suite  1237, 60  E.  42nd  St.  •  Cfeicin  OfflM:435N.Michigan  Ave.,TribuneTower  •  Picitic  Olllei:  785  Market  St..  San  Francisco  •  Miaei  ■eick;TheLeonaidCo.,311  Lincoln  Road 


The  Indianapolis  News  Junior  Girls  Bowling  Team  returning  from  Los 
Angeles  where  they  became  national  champions  in  the  Young  America 
Bowlerama:  Left  to  right,  top  row,  Rhonda  Hardin,  Janice  Phillips; 
second  row,  Mary  Jo  Foster  and  Karen  Sue  Bohlsen,  and  bottom  row, 
Sharon  Malott  and  Patty  Hindel. 


Bowlerama 
Girl  Champs 
Are  Pin-Ups 

Indianapolis 

The  Indianapolis  News  this 
week  honored  six  12-year-old 
gdrls  who  are  national  cham¬ 
pions  of  the  Young  America 
Bowlerama,  sponsored  by  the 
News,  15  other  newspapers  and 
the  American  Machine  &  Foun¬ 
dry  Co.  They  were  guests  at  a 
dinner  at  the  Indianapolis  Ath¬ 
letic  Club. 

As  members  of  the  News 
Junior  Girls  Bowling  team,  the 
12-year  olds  defeated  Cincinnati, 
Detroit,  and  Gary,  Ind.,  to  win 
the  regional  tournament.  They 
went  to  Los  Angeles  for  the 
national  finals,  and  were  victor¬ 
ious  over  Miami,  Fla.,  Bergen, 
N.  J.,  and  Portland,  Ore.  teams. 
Winners  of  nation-wide  elimina¬ 
tions  vied  for  top-place  honors 
in  five-day  finals  in  California. 

The  Indianapolis  girls  were 
singled  out  by  press  and  tele¬ 
vision  cameramen  in  Los  An¬ 
geles  not  only  for  their  high 
scores  (single  games  included 
184  and  191  as  well  as  many 
other  scores  nearly  as  high). 


FULL 

COLOR 

AVAILABLE 

NOW 

in 

VIRGINIA’S 
3rd  MARKH 

DAILY  PRESS 

and 

TIMES-HERALD 

Newport  News-Hampton 

Contact  Sawyer- Ferguson- Walker 


but  because  they  were  the  only 
girls  dressed  alike  in  colorful 
red,  white  and  blue  ensembles. 

The  team  included  Rhonda 
Hardin,  Patty  Hindel,  Karen 
Sue  Bohlsen,  Janice  Phillips, 
Sharon  Lee  Malott  and  Mary  Jo 
Foster.  Accompanying  them  to 
Los  Angeles  was  their  coach, 
Russ  Cramer,  and  Mrs.  Mar¬ 
garet  Moore  of  the  Indianapolis 
News  public  relations  depart¬ 
ment. 

Co-sponsoring  newspapers  in 
addition  to  the  Indianapolis 
News  were  the  Amarillo  (Tex.) 
Globe  Times,  Bergen  Evening 
Record,  Buffalo  Courier-Express, 
Charlotte  Observer,  Detroit 


Times,  Gary  Post-Tribune, 
Knoxville  News-Sentinel,  Nash¬ 
ville  Tennessean,  Levittown 
Times,  Bristol  Courier,  Miami 
Herald,  Arizona  Republic,  Ore¬ 
gon  Jourwil,  Syracuse  Post- 
Standard,  Milwaukee  Sentinel, 
and  Cincinnati  Post  &  Times- 
Star. 

• 

New  Montana  Group 

Great  Falls,  Mont. 

Formation  of  the  Montana 
Association  of  Daily  News¬ 
papers,  made  up  of  14  dailies, 
has  been  announced.  Robert  J. 
Scanlan  of  Miles  City  has  been 
named  president  and  Nick  lift 
of  Bozeman  secretary-treasurer. 


U.S.  Concept 
In  New  Daily 
For  Nigeria 

A  new  daily  newspaper,  the 
Nigerian  Outlook,  has  been 
launched  in  Nigeria  —  Africa’s 
most  populous  country  (40-mil¬ 
lion  people)  —  just  one  month 
before  that  nation  receives  its 
independence  Oct.  1. 

The  Outlook,  which  switched 
over  from  a  weekly  to  a  daily 
Sept.  1,  is  the  first  national 
newspaper  in  Nigeria  to  be  pub¬ 
lished  outside  the  federal  capi¬ 
tal  of  I.,agos  and  the  first  to 
follow  American  journalism  con¬ 
cepts.  Edited  by  a  veteran  Ni¬ 
gerian  newsman,  Gabriel  Idigo, 
the  paper  is  being  published  in 
Enugu,  capital  city  of  the  coun¬ 
try’s  self-governing  Eastern  Re¬ 
gion. 

'The  Eastern  Nigeria  national 
daily  has  adopted  many  of  the 
makeup  concepts  used  by  Ameri¬ 
can  tabloids  and  is  following  the 
U.  S.  lead  of  using  more  pic¬ 
tures  than  are  normally  found 
in  African  newspapers. 

Mr.  Idigo  said  the  Outlook 
hopes  to  attract  American  ad¬ 
vertising. 

Arthur  Reef  and  Thomas  B. 
Dorsey  of  the  international  pub¬ 
lic  relations  firm,  Barnet  and 
Reef  Associates,  Inc.,  conferred 
with  editor  Idigo  and  his  staff 
in  July  and  Mr.  Dorsey  and 
Sylvan  M.  Barnet  will  be  hold¬ 
ing  further  conferences  with 
the  Nigerian  editors  in  Nigeria 
this  weekend. 

Mr.  Barnet  is  a  former  pub¬ 
lisher  of  the  European  Edition 
of  the  New  York  Herald  Trib¬ 
une  and  for  several  years 
headed  that  paper’s  syndicate. 
Mr.  Reef’s  newspapering  covers 
three  continents,  including  a 
stint  as  managing  editor  of  the 
Sunday  supplement  Parade.  Mr. 
Dorsey  has  been  a  foreign  and 
Washington  correspondent  and 
was  editor  and  manager  of  the 
New  York  Herald  Tribune  News 
Sennee  before  joining  Barnet 
and  Reef  Associates  last  year. 

The  three  national  dailies 
published  in  Lagos  are  the  Daily 
Service,  which  the  Thomson 
Group  of  Canada  recently 
bought  and  will  call  the  Daily 
Express;  the  Daily  Times,  part 
of  the  Mirror  Newspaper  Group 
of  London,  and  the  West  Afri¬ 
can  Pilot,  started  by  former 
Eastern  Region  Premier  and 
now  president  of  the  Federal 
Nigerian  Senate,  Dr.  Nnamdi 
Azikiwe. 

The  Outlook  will  be  owned 
and  staffed  by  Nigerians.  It  will 
have  full  international  coverage 
from  Reuters. 


Now  available 

FULL  COLOR 

Black  and  3— black  and  2— full  page  units  only 
Tues.  Eve.-Wed.  Morn,  or  Thurs.  Eve.-Fri.  Morn. 

Black  and  1  color  available  Mon.  thru 
Fri.  (minimum  size  1000  lines) 

The  Baltimore  Sunpapers 

National  Representatives: 

Cresmer  &  Woodward,  Inc _ New  York,  San  Francisco,  Los  Angeles 

Scolaro,  Meeker  &  Scott— Chicago,  Detroit 
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2  ST  LOUIS  POST-DISPATCH 

3  Christian  Science  Monitor 

4  Washington  Post 

5  Louisville  Courier  Journal 

6  Milwaukee  Journal 

7  Kansas  City  Star 

8  Chicago  Daily  "Hews 

9  Los  Angeles  Times 

10  T^ew  Tor\  Herald  Tribune 


The  St.  Louis  Post-Dispatch  stands  among  pro¬ 
fessional  newspaper  men  as  the  second  of  great 
newspapers  that  “best  live  up  to  the  ideals  set 
forth  by  Joseph  Pulitzer,  Adolph  S.  Ochs  and 
Thomas  Gibson”  .  .  .  famed  newspapermen. 


This  is  determined  in  a  second  study  among  Ameri¬ 
can  publishers,  conducted  by  Edward  L.  Bernays, 
New  York  Public  Relations  Counsel,  whose  first 
study  was  made  in  1952.  The  relative  standing 
of  the  Post-Dispatch  today  is  the  same  as  then. 


The  3 1 1  newspaper  editors  who  responded  to 
the  surs’ey  rated  the  St.  Louis  Post-Dispatch  a 
strong  second  on  the  list  of  ten  top  newspapers. 
The  ranking  is  shown  by  per  cent  of  participating 
publishers  in  49  states. 


National  advertisers,  too,  recognize  the  pre-emi¬ 
nence  of  the  Post-Dispatch,  which  last  year  car¬ 
ried  more  general  advertising  linage*  than  any 
other  evening  and  Sunday  newspaper  in  the  Unit¬ 
ed  States  or  Canada. 


ST. LOUIS  POST-DISPATCH 


The  Selling  Force  Behind  St.  Louis  Business 


*  Media  Records 


March  31st  ABC  Publishers  Statements 


DAILY  total  circulation 


March  31,  1940  ’41  '42  '43  '44  '45  '46  '47  '48  '49  '50  '51  '52  '53  '54  '55  '56  '57  '58  '59  60 


420,000 

410,000 

400,000 

390,000 

380,000 

370,000 

360,000 

350,000 

340,000 

330,000 

320,000 

310,000 

300,000 

290,000 

280,000 

270,000 

260,000 

250,000 

240,000 

230,000 

220,000 

210,000 

200,000 


Daily  total  circulation  fig¬ 
ures  of  the  two  St.  Louis 
newspapers  os  filed  with 
the  Audit  Bureau  of  Circu¬ 
lations  by  the  Publishers 
for  six  months  ending 
March  31,  1940,  through 
March  31,  1960.  Post- 
Dispatch  figures  ore  AAort- 
doy  through  Friday  begin¬ 
ning  with  the  period  end¬ 
ing  March  31,  1946. 
Globe-Democrat  figures 
ore  Monday  through  Fri¬ 
day  beginning  with  the 
period  ending  AAorch  31, 
1950. 


Six  Months  Ending 
MARCH  31st 

1940  1960 

Post-Dispatch  _ _ 237, 1 44  396,2 1 2 

Globe-Democrat _ 229,902  325,832 

Post-Dispatch  LEAD _  7,242  3%  70,380  22% 

Globe-Democrat  purchased  by  Newhouse  Newspaper  Group  3,  23.  55. 


ST. LOUIS  POST-DISPATCH 
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SUNDAY  total  circulation 


March  3Wf  ABC  Publishers  Statements 

March  31,  1940  '41  ‘42  ’43  '44  '45  '46  '47  '48  '49  '50  '51  '52 


520,000  U 
510,000  i,. 

500,000  L 

490,000  L 
480,000  L 
470,000  U 
460,000 


Sunday  total  circulation 
figures  of  the  two  St.  Louis  i 
newspapers  as  filed  with 
the  Audit  Bureau  of  Circu¬ 
lations  by  the  Publishers 
for  six  months  ending 
March  31,  1940,  through 
March  31,  1960. 


Six  Months  Ending 
AAARCH  31st 

1940  1960 

Post-Dispatch _ 294,261  567,480 

Globe-Democrat _ 245,478  348, 1 9 1 

Post-Dispatch  LEAD  _  _  48,783  20%  219,289  63% 

Globe-Democrat  purchased  by  Newhouse  Newspoper  Group  3  23  55. 
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TOTAL  paid  advertising 

Millions  of  Agate  Lines 

•40  ’41  ’42  '43  ’44  ’45  ’46  ‘47  '48  *49  ’50  ’51  ’52  ’53  ’54  ’55  ’56  ‘57  *58  ‘59 


42,000,000 
Agot*  UnM 


40,000,000  . 

3S,000,000  ^ 
34,000,000  i. 
34,000,000  i. 
32,000,000  ^ 
30,000,000  : 

23,000,000 

26,000,000  L 

24,000,000  . 

22,000,000  t 
20,000,000 

18,000,000 

•6,000,000 
14,000,000  ; 
12,000,000  : 

10,000,000  , 

j 

8,000,000  i 
6,000,000 


Doily  and  Sunday,  not  including  Porod#,  Port-Run,  American  Weekly 
I  or  This  Week 
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Medio  Records  Figures  1940  1959 

Agote  Lines  Agote  Lines 

Post-Dispatch _ 14,441,054  41,024,671 

Globe-Democrat _  9,336,448  13,296,647 

Post-Dispotch  LEAD  _  _  5,104,606  55%  27,728,024  209% 

*Glab«-0*mocrat  purchoMd  by  NcwkeuM  Croup  3/23/SS. 


Full  Year,  1959 


Total  Paid  Advertising 


Last  6  Months,  1 959 


0 

POST- DISPATCH 


NOTEt  Globe-Democrot  on 
strike  Februory  22  through 
May  31,  also  from  June  11 
through  25,  1959. 
Post-Oispotch  on  strike  June 
10  through  June  24,  1959. 


0 

POST- DISPATCH 

k  1 


There  were  no 
strike  interruptions 
in  the  lost  holf 
of  1959 


ST. LOUIS  POST-DISPATCH 
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Clarin  Opens 
Modern  Plant 
In  Argentina 


paper  bouj^ht  in  France  is  being 
us^  to  provide  a  light  but  fine 
base  for  the  ink. 

The  edition  will  be  sold  for  15 
cents  in  the  United  States  with¬ 
out  the  supplements,  45  cents 
with  the  supplements. 


Buenos  Aires 
Two  events  made  journalism 
history  in  Buenos  Aires  during 
the  final  week  of  August.  The 
morning  paper  Clarin  moved 
into  the  first  new  building  built 
exclusively  for  tbe  use  of  a 
newspaper  here  in  the  past  30 
years  and  the  morning  La 
Sacion  sent  out  the  first  airmail 
edition  for  foreign  consumption 
ever  published  by  a  Latin  Amer¬ 
ican  daily. 

Clarin,  which  in  only  15  years 
of  existence  has  risen  to  a  posi¬ 
tion  among  the  leaders  in  circu¬ 
lation  and  advertising  in  the 
nation,  had  faced  printing  prob¬ 
lems  for  some  time.  The  paper 
was  written  in  one  building, 
carted  across  town  to  be  set 
and  sometimes  run  off  by  four 
different  printers,  depending  on 
the  number  of  different  supple¬ 
ments  printed. 

Presses  from  Boston 

The  paper’s  publisher.  Dr. 
Rol)erto  J.  Noble,  solved  the 
tiydng  problem  by  constructing 
his  own  building  despite  a  diffi¬ 
cult  economic  situation  in  Argen¬ 
tina  necessitated  by  the  govern¬ 
ment’s  austerity  program  to  re¬ 
store  financial  stability. 

The  new  building  is  modem 
in  every  respect  with  the  com- 
l>osing  room  located  on  the  same 
floor  with  the  newsroom  to  save 
steps,  photomurals  of  Buenos 
Aires  on  the  walls  for  atmos¬ 
phere  and  all  conveniences  for 
the  paper’s  employees. 

Presses  bought  from  the  old 
Boston  Post,  the  most  modem 
presses  in  Buenos  Aires,  enable 
Clarin  to  get  onto  the  streets 
faster  and  more  easily. 

President  Frondizi  and  1,200 
other  guests  from  government, 
business  and  professional  circles 
attended  the  grand  opening  of 
the  plant.  Clarin  ran  off  a  200- 
page  inaugural  edition. 

Foreign  Edition 

La  Nacion,  a  leader  among 
Buenos  Aires  newspapers  al¬ 
most  from  its  birth  91  years 
ago,  inaugurated  its  foreign 
edition  with  a  1,200  press  mn. 
La  Nacion,  under  the  direction 
of  publisher  Dr.  Bartolome 
Mitre,  plans  to  send  its  eight- 
page  foreign  edition  to  Argen¬ 
tines  throughout  the  world.  The 
paper,  a  review  of  the  past 
week’s  events,  will  be  published 
in  Argentina  every  Monday  and 
sent  out  by  air.  Special  india 
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Monitor  Plans 
For  Printing  in 
London  and  L.A. 

Boston 

The  Christian  Science  Monitor 
will  soon  be  printed  in  London 
and  Los  Angeles  as  well  as  in 
Boston,  it  was  announced  this 
week  by  the  Christian  Science 
Board  of  Directors. 

The  directors  said:  “In  a 
great  stride  toward  the  further 
fulfillment  of  Mary  Baker  Ed¬ 
dy’s  goal  of  world  service  for  her 
newspaper,  the  Christian  Science 
Monitor  will  soon  achieve  ap¬ 
proximate  date-of-publication 
distribution  in  the  British  Isles, 
on  the  Pacific  Coast,  and  in 
many  areas  of  the  United  States 
by  daily  printing  in  London  and 
in  Los  Angeles  and  by  air  de¬ 
livery.” 

Mats  of  pages  set  up  in  Bos¬ 
ton  will  be  flown  by  jet  to  Lon¬ 
don  and  Los  Angeles,  and  the 
duplicating  process  will  be  com¬ 
pleted  in  those  cities  for  prompt 
delivery  to  subscribers. 

Jet  freight  planes  will  carry 
the  paper  from  Boston  in  bulk 
to  Chicago  and  other  mid-west 
areas,  and  there  will  also  be 
bulk  jet  delivery  from  London 
to  Paris.  Similar  bulk  jet  de¬ 
livery  is  planned  in  future 
stages  for  additional  population 
centers. 

The  directors  said  the  dates 
for  the  lieginning  of  the  pro¬ 
gram  in  its  various  stages  will 
be  announced  soon. 

• 

Illinois  Daily  Sets 
Up  4  Scholarships 

Bloomington,  Ill. 

The  Bloomington  Pantograph 
scholarship  committee  has 
named  four  young  men  as  re¬ 
cipients  of  the  Pantagraph 
Scholarship  program  at  Illinois 
Wesleyan  University. 

These  four  high  school  gradu¬ 
ates  will  receive  one-half  tui¬ 
tion  grant  from  the  Pantagraph, 
plus  on-the-job-training  at  the 
newspaper  while  in  college  to 
equal  the  remaining  half  tui¬ 
tion  costs.  In  total,  each  will 
receive  by  grant  and  on-the-job- 
training  more  than  $3,000 
during  the  coming  four  years  at 
Wesleyan  University,  located 
here.  The  scholarship  is  subject 
to  review  each  term. 

for  September  24,  1960 


Kobre  Book  Traces 
Press  Since  1900 

Tallahassee,  Fla. 

A  study  of  newspaper  develop¬ 
ments  since  1900  has  been  made 
in  “Modem  American  Journal¬ 
ism,”  book  written  by  Dr.  Sid¬ 
ney  Kobre,  professor  of  com¬ 
munications  at  Florida  State 
University. 

“Modem  American  Journal¬ 
ism”  makes  an  effort  to  inte¬ 
grate  changing  American  life 
with  the  developments  of  the 
press.  The  author,  who  has 
written  several  volumes  on 
American  newspaper  history  and 
background  reporting,  draws  on 
his  research  experience,  to  show 
how  the  population,  economic, 
political  and  cultural  trends  in 
America  since  the  turn  of  the 
century  shaped  and  molded  jour¬ 
nalism.  'The  volume  indicates 
how  newspapers,  in  turn,  have 
influenced  the  American  people. 


R.  O.  P.  COLOR 

IN  THE 

i  LEHIGH  VALLEY 

1953  ...  77 
1955...  290 

1957  ...  382 

1959  ...  451 

I960  ...  500 

COLOR  ADS  IN  THE  CALL- 
CHRONICLE  NEWSPAPERS. 

Good  color  ads  that  tell  and  sell  your  story  to 
over  100,000  families  in  the  Allentown-Bethlehem- 
Easton  area  .  .  .  definitely  the  3rd  metro  area  in 
Pennsylvania.  R.O.P.  facilities  are  available  every 
day,  but  we  may  ask  for  optional  dates  in  heavy 
weeks.  Use  the  first  .  .  .  and  most  effective  media 
in  the  Lehigh  Valley  for  perfect  reproduction  and 
quality  control. 

*345  color  ads  thru 


roproMfitod  nationaHy  by  Story,  Brooks  A  Finley,  Inc. 


Dr.  Kobre,  a  former  news¬ 
paper  executive,  studied  more 
than  50  U.  S.  newspapers  to 
determine  their  major  develop¬ 
ments  and  significant  character¬ 
istics  which  made  them  success¬ 
ful. 

Sections  of  the  book  recount 
how  newspapers  covered  World 
War  I  and  II. 

'The  book  may  be  ordered  from 
Bookstore,  Florida  State  Uni¬ 
versity,  Tallahassee,  Fla. 

Partner  Sells  Out 

Louisvilli:,  Ky. 

Jack  R.  Deck,  general  man¬ 
ager  of  Snappy  Filler  Service 
since  he  and  Carl  E.  Zimmerer, 
Courier- Journal  assistant  news 
editor,  founded  it  10%  years 
ago,  has  sold  his  interest  in  the 
partnership  to  Mr.  Zimmerer. 
Don  Bliss,  a  Louisville  Times 
copyreader,  has  been  appointed 
assistant  editor  of  the  service. 
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Gerald  Smith  has  joined  the  adver¬ 
tising  sales  stall  of  HOME  FUR¬ 
NISHINGS  DAILY,  succeeding 
Howard  Keim  who  was  transferred 
to  the  ad  department  of  Fairchild’s 
new  weekly,  METALWORKING 
NEWS.  For  the  past  four  years 
Mr.  Smith  has  been  an  ad  sales 
representative  for  WOMEN’S 
WEAR  DAILY,  and  for  14  years 
previously  was  on  the  sales  staff 
of  United  Air  Lines. 


DAILY  NEWS  RECORD  has  as¬ 
signed  a  group  of  news  men  to 
cover  the  Southern  Textile  Exposi¬ 
tion,  to  be  held  in  Greenville,  S.  C., 
October  3-7.  They  are  Albert  Mari, 
Modern  Production  editor  of  the 
paper;  his  assistant  Arthur  Words- 
man;  Cheves  Ligon,  Fairchild  bu¬ 
reau  chief  in  Charlotte,  N,  C.,  and 
Arnold  T.  Pedersen,  head  of  the 
Greenville  bureau. 


Mrs.  Arlene  N.  Goetze  has  been 
added  to  the  staff  of  Fairchild  news 
correspondents  to  handle  coverage 
at  Walker  Air  Force  Base  in  New 
Mexico,  primarily  for  ELEC¬ 
TRONIC  NEWS.  Other  additions 
to  the  staff,  to  concentrate  on  cov¬ 
erage  for  ELECTRONIC  NEWS 
and  METALWORKING  NEWS, 
are  Willis  F.  Long,  in  Toledo,  and 
George  R.  Reiss  in  Youngstown. 


Richard  Atkins  has  joined  the 
news  staff  of  WOMEN’S  WEAR 
DAILY  to  cover  the  hosiery  and 
millinery  industries.  He  also  will 
specialize  in  the  uses  of  electronic 
data  processing  systems  in  the 
retail  field.  Mr.  Atkins  was  for¬ 
merly  in  the  news  department  of 

ELECTRONIC  NEWS. 


Calhoun  Retires, 
Clarke  Goes  Up 

Rochester,  N.  Y. 

Retirement  on  Dec.  31  of 
Arthur  B.  Calhoun  as  circula¬ 
tion  manager  of  the  Rochester 
Times-Union  has  been  an¬ 
nounced  by  Don  U.  Bridge,  gen¬ 
eral  manager  of  the  Gannett 
newspapers  at  Rochester. 


personal 


Newly-appointed  news  representa¬ 
tives  for  Fairchild  papers  are  J. 
Gregg  Puster  in  Macon,  Ga.,  and 
Frank  Jeter,  Jr.,  in  Fayetteville, 
N,  C. 

An  extra  edition  of  ELECTRONICS 
NEWS  will  be  published  during 
the  National  Electronics  Confer¬ 
ence,  Hotel  Sherman,  Chicago, 
Oct.  10-12.  8,000  bonus  copies  of 
the  regular  weekly  edition  of  Oct. 
10  and  the  “extra”  on  Oct.  11  will 
be  distributed  each  day  at  Hotel 
Sherman  and  11  other  Chicago 
hotels. 

FAIRCHILD 
Publications,  Inc^' 

7  lost  12tli  St.,  Now  York,  N.  Y. 
AibfislMM  el 

Doily  Nows  Rocord.  Supermarkst  N«w% 
Woomu'i  Wear  Daily,  Eloctrenic  Nowv 
Hon  Pambkings  Doily,  Dirodorio^ 
Mon*,  Woor.  Foolwoof  Naws.  BooIm. 


On  Jan.  1,  Mr.  Calhoun  will 
be  succeeded  by  Archie  C. 
Clarke,  a  Times-Union  circula¬ 
tion  man  for  more  than  30  years 
and  assistant  circulation  man¬ 
ager  since  1958,  Mr.  Bridge  an¬ 
nounced. 

Started  in  Elmira 

Mr.  Calhoun,  65,  became  cir¬ 
culation  manager  of  the  Times- 
Union  in  1952  after  serving  as 
circulation  manager  of  the 
three  Gannett  newspapers  in 
Elmira  for  10  years.  Previously 
he  had  spent  many  years  in  the 
circulation  department  of  the 
Rochester  Democrat  and  Chron¬ 
icle  and  of  the  now  defunct 
Rochester  Journal.  He  has  been 
a  member  of  the  International 
Circulation  Managers  Associa¬ 
tion  and  a  director  of  the  New 
York  State  Circulation  Mana¬ 
gers  Association. 

Mr.  Clarke  has  spent  most  of 
his  career  on  the  Times-Union, 
where  he  has  served  for  several 
years  as  city  circulation  man¬ 
ager.  In  1958  he  was  president 
of  the  New  York  State  Circula¬ 
tion  Managers  Association. 


Holmes  Moves  Up 
To  Executive  Ed. 

Champaign,  Ill. 

Harold  Holmes,  formerly  as¬ 
sociate  editor,  has  been  pro¬ 
moted  to  executive  editor  of  the  Lawson  Allen,  former  as- 
Champaign-Urbana  News-Ga-  sistant  managing  editor  of  AVw 
zette.  Age,  a  Masonic  magazine  pub- 

The  realignment  was  made  by  lish^  in  Washington — to  man- 
Phil  Hundley,  general  manager,  aging  editor,  Leesburg  (Va.) 
following  the  request  of  Wil-  Loudoun  Times-Mirror,  succeed- 
lard  Hansen,  editor,  to  be  re-  ing  Richard  D.  RiTTiat,  who  has 
lieved  of  administrative  duties  taken  a  Washington  public  re- 
for  reasons  of  health.  Mr.  Han-  lations  job. 
sen  will  devote  his  time  to  edi-  *  •  * 

torials,  column  writing  and  com-  Francis  L.  Church,  news  edi- 
munity  i*elations.  tor,  Winston-Salem  (N.  C.) 

Mr.  Holmes  has  been  associ-  Joumal^Xo  general  news  copy 
ated  with  the  News-Gazette  for  desk,  Louisville  (Ky.)  Courier- 
nearly  30  years,  serving  as  city  Journal. 
editor  for  17  years.  He  was  *  •  ♦ 

named  associate  editor  in  1953.  Harry  Gatton,  former  staff 

•  *  *  member,  Statesville  (N.  C.) 

Nick  Elliott,  formerly  in  Record  and  Landmark  and  more 

the  insurance  business  and  the  recently  executive  secretary  to 
Naval  Reserve — to  news  staff  U.  S.  Sen.  Sam  J.  Ervin  Jr. 
of  the  Winston-Salem  (N.  C.)  (D.,  N.  C.) — named  executive 

Journal  as  a  deskman.  director  of  the  N.  C.  Bankers 

•  *  •  Association. 

GuiLBERT  Jarvis,  city  editor,  ♦  *  * 

Austin  (Minn.)  Daily  Herald  Bob  Yarborough,  sports  edi- 
— ^to  executive  editor,  Little  Foils  tor,  weekly  Elkin  (N.  C.)  Trib- 
(Minn.)  Daily  Transcript.  David  une — ^to  sports  staff,  Durham 
Owen,  Herald  area  editor,  (N.  C.)  Morning  Herald. 
moves  into  Mr.  Jarvis’  position.  •  *  * 

Tom  Kobck,  sports  editor.  Daily  Thomas  P.  Inman,  former 
Herald — to  sports  desk,  St.  Paul  staff  photographer,  Raleigh 
(Minn.)  Pioneer  Press.  (N.  C.)  News  and  Observer  and 

•  *  •  recent  graduate  of  the  U.  of 

Don  Heinzman,  regional  edi-  North  Carolina  School  of  Jour- 

tor,  Mankato  (Minn.)  Free  nalism  —  to  reporter-photogra- 
Press — to  suburban  reporter,  St.  pher,  Indianapolis  (Ind.)  Times. 
Paul  (Minn.)  Dispatch.  ♦  *  • 

*  •  ♦  Bob  Stern,  copy  desk  chief, 

Jim  Riley — from  city  desk  to  Wijiston  Salem  (N.  C.)  Jourrud 

sports  editor,  Lancaster  (Pa.)  —  to  assistant  to  executive  news 
Intelligencer  Journal.  editor,  Winston-Salem  Journal 

*  *  *  and  Sentinel,  succeeding  Bob 

Jack  Polancy — ^to  sports  edi-  Barnard — now  with  St.  Peters- 

tor,  Erie  (Pa.)  Morning  News,  burg  (Fla.)  Times. 

*  *  *  *  •  ♦ 

Frank  S.  Holowach,  man-  Jambs  0.  Burdine,  reporter, 

Lexington  (Ky.)  Leader  —  to 
editor,  weekly  Georgetown  (Ky.) 
Times  and  Georgetown  News. 

mm* 

Woody  Laughun,  advertising 
qIc  manager,  Lewistown  (Mont.) 

Daily  News — ^to  general  man¬ 
ager,  succeeding  Walter  Sum¬ 
mers,  now  with  Herkimer 

Politics  I  (N.  Y.)  Telegram. 

Scholar  from  Hawaii 

command  by  s.iiy.jo 

worked  four  summers  as  a  re¬ 
porter  for  the  Honolulu  (Ha- 
r  SERVICE  waii)  Star  Bulletin,  has  been 

awarded  a  Theta  Sigrma  Phi 
Rorol  MMO  Scholarship  at  the  University 

of  Minnesota  school  of  joumal- 
ism. 
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aging  editor,  Titusville  (Pa.) 
Herald — accepted  assistant  pro¬ 
fessorship  in  the  department  of 
Journalism,  San  Diego  (Calif.) 
State  College. 


The  Full  Basie  Facts 
About  Congress  and  Politics 
are  placed  at  every  editor’s  command  by 


CONORESSIONAL  QUARTERLY  SERVICE 
11S4  iota  St.  NW  Woihliigtmi  4,  D.  C.  FfUerol  MiAO 


mention 


— to  (general  managrer,  KerrvilU 
(Tex.)  Daily  Times.  Mbs. 
Mill£R  becomes  society  editor 
of  the  Times. 


L.  M.  Wright  Jr. 

City  Desk  Aide 
Moves  to  Top  Spot 

Charlottb:,  N.  C. 

L.  M.  Wright  Jr.,  assistant 
city  editor  of  the  Charlotte  Ob¬ 
server,  becomes  city  editor  of 
the  Observer  Sept.  27,  when 
Larry  Jinks,  city  editor  since 
May,  1959,  goes  to  the  Miami 
(Fla.)  Herald  city  staff. 

Mr.  Wright  came  to  the  Ob¬ 
server  in  March,  1958,  from  the 
Richmond  (Va.)  Times-Dia- 
patch. 

M.  S.  Van  Hecke,  swing  desk 
man,  will  replace  Mr.  Wright 
as  assistant  city  editor. 

Mike  Metcalf,  copy  editor, 
will  leave  the  Observer  in  Sep¬ 
tember  to  join  the  advertising 
staff  of  the  Philadelphia  (Pa.) 

Bulletin. 

*  *  * 

George  Jack  Heil  Jr. — to 
news  editor,  Ahoskie  (N.  C.) 

Herald,  succeeding  Charles 
Bond,  now  operating  a  maga¬ 
zine  subscription  agency  and 
serving  as  Roanoke-Chowan 
area  correspondent  for  several 
newspapers. 

*  *  * 

Ed  Rowland  —  to  Raleigh 
(N.  C.)  Times  sports  depart¬ 
ment,  succeeding  Joe  McLean, 
who  replaced  Mr.  Rowland  on 
the  copy  desk. 

«  *  * 

Anne  Rowe,  originally  a  li¬ 
brary  clerk  who  became  a  copy 
girl  then  copy  processor — now 
assistant  women’s  editor  of  the 
St.  Petersburg  (Fla.)  Times. 

*  *  « 

Jambs  J.  McMahon,  publisher 
of  the  Union  City  (N.  J.)  Hud¬ 
son  Dispatch — elected  a  director 
of  the  Hudson  Trust  Ck)mpany. 

*  *  * 

Bill  Maaske,  assistant  to  the 
publisher — now  assistant  busi¬ 
ness  manager  of  the  Grand 
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Junction  ('Ck)lo.)  Daily  Sentinel, 
where  he  has  been  employed  15 
years. 

*  *  * 

Richard  Kwartleb  of  New 
York,  recent  graduate  of  Co¬ 
lumbia  University  and  former 
employee  of  the  Cortland  (N.  Y.) 
Standard — to  city  desk,  Cleve¬ 
land  (Ohio)  Plain  Dealer. 

«  *  * 

Lane  Kerr,  Greensboro 
(N,  C.)  Daily  News  —  named 
chairman  of  the  N.  C.  News 
and  Feature  Writers  Confer¬ 
ence  for  1960-61. 

*  *  * 

Dean  Gysel,  formerly  of  the 
Denver  (Colo.)  Post — has  joined 
Chicago  (Ill.)  Daily  News  staff 
as  a  reporter.  A  previous  item 
inadvertently  placed  Mr.  Geysel 
on  the  sister  paper.  Chicago 

Sun-Times. 

*  *  * 

Petb»  B.  Greenough,  general 
business  editor,  Cleveland 
(Ohio)  Plain  Dealer — to  similar 
position  on  Boston  (Mass.) 
Herald. 

*  *  * 

Al  Schecter,  sports  editor. 
Council  Bluffs  (Iowa)  Non¬ 
pareil  —  new  president  of  the 
Iowa  Daily  Press  Sports  Edi¬ 
tors  Association. 

«  «  * 

Robert  M.  Boyce,  for  10 

years  a  newsman  and  editor 
with  the  Columbus  bureau  of 
the  United  Press  International 
— to  staff  of  the  Office  of  Uni¬ 
versity  Relations  at  Ohio  State 
University  as  assistant  editor. 
News  and  Information  Service. 
*  *  « 

Orville  Dwayne,  city  editor, 
Hinton  (W.  Va.)  Daily  News 
— to  press  assistant  to  Harold 
E.  Nelly,  Republican  nominee 
for  Governor  of  West  Virginia. 
*  *  « 

Fred  L.  Millex,  editor-man¬ 
ager,  Dublin  (Tex.)  Progress 


Mike  Beider  Awards 
Endowed  at  Columbia 

The  establishment  of  awards 
honoring  the  late  Meyer  Bergrer, 
for  30  years  a  reporter  and 
columnist  for  the  New  York 
Times,  was  announced  this 
week  at  the  Columbia  Univer¬ 
sity  Graduate  School  of  Jour¬ 
nalism.  The  awards  have  been 
endowed  by  a  gift  of  $20,000 
from  Louis  Schweitzer,  long  a 
friend  and  admirer  of  the  late 
Mr.  Berger. 

Mr.  Schweitzer,  an  eng^ineer 
and  industrialist,  said  he  set  up 
the  awards  with  the  hope  that 
“they  serve  as  a  stimulus  for 
young  journalists  to  follow  in 
the  tradition  of  Mike  Berger.” 

Dean  Edward  W.  Barrett  of 
the  Journalism  School  said 
award  winners  will  be  selected 
by  a  jury  including  Frank  S. 
Adams,  city  editor  of  the 
Times;  Robert  Bird  of  the  New 
York  Herald  Tribune,  and  Mrs. 
Meyer  Berger. 

Dean  Barrett  also  announced 
plans  for  a  Mike  Berger  collec¬ 
tion  in  the  Journalism  School 
library,  througdi  contributions 
from  Mrs.  Berger,  members  of 
the  school’s  faculty,  and  many 
of  Mr.  Berger’s  friends  and 
readers. 

• 

Medal  for  Artist 

Buffalo,  N.  Y. 

Buffalo  Evening  News  artist 
John  Sunley  won  the  gold  medal 
with  a  portrait  of  a  boy  and  his 
dog.  “Chris  and  Lassie,”  at  the 
Fine  Arts  League’s  annual  ex¬ 
hibition. 

Write  Up  His  Alley 

Cleveland 

Jay  Taylor,  real  estate  re¬ 
porter  of  the  old  Cleveland  News, 
is  selling  homes  for  a  real  estate 
agency  here. 


Who’s  Interested 
In  Babies? 


MyrH*  M«y«r  Eldrad  t  coImm,  YOU*  BAIT  AND  MINI  Is  liiWr«st«4 
la  boblas— that's  Its  sola  porposa.  It's  a  booa  for  paroots  with  Its  holpfal 
aa*  praetleal  advieo  la  lafaat  eoro  ood  foodiag.  Yoa'II  roach  oow  hoaios 
ood  aow  foMlIlos  with  this  daily  aod  Saadoy  coiaoM  as  tho  birth  roto 
cootioaos  at  tho  aH  tloio  high.  Now  sabscribors  hoop  eo«iag  la  (Tho 
Chicago  Doily  Nows  Is  tho  lotost).  May  wo  sood  yoa  sonpiosT 
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CIRCULATION 

Dayton  Uses  Positive 
Plan  to  Train  Boys 


By  (Charles  Earnhart 

CM,  Dayton  (Ohio)  Journal 

In  Dayton,  Ohio,  a  “Profes¬ 
sional  Approach  to  Parents  and 
Newspaperboys”  provides  the 
basic  circulation  operation  plan 
for  the  morning  Jotimal  HeraM. 

The  Journal  Herald  has  de¬ 
veloped  its  personal  training 
program  and  plans  for  circula¬ 
tion  growth  on  the  premise  that 
the  newspaper  and  the  parent 
have  the  same  overall  objective 
—  to  provide  a  worthwhile  en¬ 
richment  experience  for  a  boy. 

Stress  Training  Program 

Branch  and  district  advisors 
are  thoroughly  indoctrinated  on 
this  premise  and  carefully 
trained  to  keep  all  contacts  with 
the  boy  and  his  parents  on  a 
positive  training  and  accom¬ 
plishment  basis.  A  good  exam¬ 
ple  of  the  underlying  philosophy 
of  the  plan  and  its  actual  opera¬ 
tion  can  be  readily  seen  in  its 
application  to  common  circula¬ 
tion  problems. 
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Herald 

New  boys  are  recruited  for 
participation  in  the  Journal 
Herald  newspaperboy  training 
program.  Discussion  with  par¬ 
ents  and  boys  is  never  ap¬ 
proached  with  the  idea  that  the 
newspaper  has  a  route  opening. 
Instead,  the  branch  or  district 
advisor  carefully  explains  that 
they  have  an  opportunity  for 
the  boy  to  participate  in  a 
planned  program  for  develop¬ 
ment  of  the  boy. 

Responsibility  development, 
worthwhile  use  of  excess  time 
and  energj',  initiative  develop¬ 
ment,  sales  training,  the  oppor¬ 
tunity  for  the  Iwy  to  learn  to 
deal  with  people  and  to  operate 
his  own  small  business,  are 
thoughtfully  presented  to  the 
parent  as  the  major  objectives 
of  the  newspaper. 

Enlixl  Parent  .4id 

After  the  parent  agrees  that 
he  wants  his  son  to  enjoy  these 
training  benefits,  the  newspaper 
training  program  is  outlined  as 
a  sound  vehicle  to  help  the  par¬ 
ent  and  the  boy  to  realize  the 
objectives. 

New  boys  are  encouraged  to 
start  with  a  route  of  25  or  30 
customers  and  parents  are  ad¬ 
vised  this  will  permit  the  boy 
to  learn  the  fundamentals  of 
operating  his  business  success¬ 
fully  without  burdening  him 
with  too  many  accounts  or  too 
much  detail  during  his  first 
month  of  operation.  Parents  are 
told  after  the  boy  has  mastered 
the  fundamentals  of  service,  col¬ 
lections,  bookkeeping,  meeting 


people,  etc.,  he  will  have  the 
opportunity  to  enjoy  valuable 
.sales  training  and  achievement 
through  building  the  size  of  his 
route. 

The  complete  follow-up  of 
circulation  department  person¬ 
nel  with  parents  and  boys  fol¬ 
lows  the  basic  plan.  Any  prob¬ 
lem  involving  the  boy  is  han¬ 
dled  on  the  basis  that  positive 
action  by  the  boy  is  a  must  for 
him  to  benefit  from  his  train¬ 
ing.  Both  the  boy  and  the  par¬ 
ent  are  told  by  the  circulation 
advisor,  for  example,  that  the 
newspaper  has  a  major  respon¬ 
sibility  to  provide  the  training 
promised  and  in  order  to  do  so, 
both  the  newspaper  and  the  par¬ 
ent  must  insist  that  the  boy 
maintain  dependable,  on-time 
service,  regular  collection  prac¬ 
tices,  active  participation  in 
sampling  and  sales  programs. 

Handle  Problem  Individually 

Whenever  a  l)oy  fails  to  meet 
the  objectives  agreed  upon  as 
fundamental  by  the  newspaper 
and  the  parent,  circulation  ad¬ 
visors  are  trained  to  (1)  analyze 
the  boy’s  problem  carefully 
without  emotional  involvement; 

(2)  study  its  effect  on  the  boy 
and  his  overall  development; 

(3)  discuss  need  for  correction 
with  the  boy  and  the  parent 
strictly  on  the  basis  of  the  value 
to  the  boy  in  correcting  the 
situation  and  the  need  for  par¬ 
ent  insistence  and  cooperation 
to  assure  the  boy  complete  train¬ 
ing  benefits. 

As  a  guide  to  parents  and 
boys,  the  newspaper  uses  a  20 
point  honor  and  merit  program. 
This  plan  lists  20  objectives 
which  the  boy  must  meet  to 
enjoy  complete  training.  On- 
time  delivery,  regular  collec¬ 
tions,  consistent  sales  activity, 
and  the  major  route  oi>erations 
are  presented  as  valid  objectives 
and  the  boy  is  rewarded  with 
one  point  per  month  for  each 
of  the  20  objectives  he  reaches 
during  the  month.  At  the  end 
of  each  four  month  period,  the 
boy’s  progress  and  achieve¬ 
ments  are  discussed  with  the 
boy  and  his  parents. 

Development  of  the  “Profes¬ 
sional  Approach’’  has  called  for 
extensive  training  of  circula¬ 
tion  personnel  in  modem  sell¬ 
ing  techniques,  merchandising 
and  the  ability  to  communicate 
their  ideas  to  the  entire  com¬ 
munity. 

Weekly  training  sessions  are 
planned  for  district  advisors, 
which  include  tape  recorded  in¬ 
terviews  with  branch  advisors. 
In  these  interviews,  the  branch 
advisor  is  confronted  with  such 
problems  as  “a  late  delivery 
service  error  on  Jimmy  Jones” 
.  .  .  “Bill  Smith  did  not  pay 
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his  paper  bill  in  full  last  week” 

.  .  .  “John  Rodgers  does  not  (lar- 
ticipate  in  the  branch  salc^  l>ro- 
gram.”  'The  advisor  is  asked 
how  he  would  handle  ea<  h  of 
these  situations,  what  he  would 
say  to  the  boy  and  his  parents. 

His  record^  answers  permit 
careful  analysis  of  the  branch 
advisor’s  human  relations,  mer¬ 
chandising  and  sales  ability  and 
pin-point  for  circulation  exi>cu- 
tives,  areas  where  additional 
training  is  needed. 

The  newspaper  also  use.s  a 
formal  7-week  training  program 
covering  new  boy  recruitment, 
service,  collections,  sales  pro¬ 
grams,  working  with  boys  and 
parents,  and  positive  thinking. 
Special  brochures  have  lieen 
prepared  on  each  of  these  topics 
for  use  in  the  7-week  program. 

Another  training  aid  recently 
employed  was  a  10-session 
course  on  “Barriers  to  Commu¬ 
nications”  conducted  for  circu¬ 
lation  personnel  in  the  new.spa- 
per  plant,  by  Professor  George 
Biersack,  University  of  Dayton. 
The  course  covered  such  funda¬ 
mentals  as  human  relations, 
motivation,  communications,  the 
right  use  of  words,  problem 
analysis,  etc. 

From  a  community  level,  the 
Journal  Herald  also  employs 
many  plans  for  maintaining  the 
right  image  of  the  newspaper- 
boy.  The  complete  ICMA  News- 
paperboy  Training  Committee 
Program  of  training  bulletins, 
public  relations  ads.  Operation 
Build-up  is  used  on  a  continual 
basis. 

• 

Circulation  Office 
In  Olfl  Pre»s  Room 

Vancoitver,  B.  C. 

The  circulation  staff  of  the 
Vancouver  Sun  is  moving  to  the 
headquarters  of  its  competitive 
but  affiliated  daily,  the  Vnn- 
couver  Province,  Editorial  de¬ 
partments  still  operate  sepa¬ 
rately.  The  mechanical  depart¬ 
ments  of  the  two  dailies  are 
operated  by  Pacific  Press,  Ltd. 

Recently  the  press  facilities 
were  expanded  to  handle  both 
dailies.  The  Province  presses 
w'ere  sold. 

Now  the  Province  press  room 
is  being  remodelled  and  the  Sun 
circulation  staff  will  move  into 
this  location. 

The  payroll  department  of 
the  two  dailies  has  been  con¬ 
solidated  in  the  Sun  tower. 

• 

Prices  Increased 

Minneapolis 

The  daily  price  of  the  Minne¬ 
apolis  Star  and  the  Mominp 
Tribune  has  been  raised  from 
5c  to  7c  and  the  home  delivery 
price  from  30c  to  35c  a  week. 
The  Sunday  paper  remains  at 
20c. 
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NEWSPAPER  LAW 

Title  and  Reprints 
Escape  Injunctions 

By  Albert  Woodruff  Gray 


Weekly  newspapers  figfured 
in  two  recent  court  cases  in 
which  judges  refused  (1)  to 
stop  the  use  of  “News”  in  a 
title  and  (2)  to  stop  one  paper 
from  picking  up  items  from 
another. 

An  injunction  issued  against 
the  St.  Clair  (Ill.)  County  News 
Advocate,  on  the  petition  of  the 
Belleville  (Ill.)  News-Democrat, 
was  dissolved.  (167  N.E.2d  573). 

Here  the  court  found  no  un¬ 
fair  competition  nor  an  attempt 
to  confuse  or  deceive  the  pub¬ 
lic,  to  the  detriment  of  the 
Belleville  newspaper,  because 
there  were  already  some  90 
newspapers  in  Illinois  bearing 
“News”  in  their  mastheads. 

The  law,  the  court  said,  is 
that  a  descriptive  word  cannot 
be  pre-empted  by  a  business  for 
its  own  exclusive  use  unless  the 
word  has  acquired  a  secondary 
meaning  whereby  it  becomes 


peculiarly  associated  with  a 
particular  product. 

The  court  said,  “The  Belle¬ 
ville  News-Democrat  is  pub¬ 
lished  daily,  sold  at  newsstands 
and  distributed  by  carriers  and 
cream  and  white  trucks  carry¬ 
ing  the  legend,  ‘News-Demo¬ 
crat,  Belleville’s  dominant  daily.’ 
Carrier  bags  are  yellow  with 
black  letters. 

“The  St.  Clair  County  News 
Advertiser  is  a  weekly,  distrib¬ 
uted  free  by  mail  and  carrier 
throughout  the  city  of  Belleville 
and  St.  Clair  County.  It  is  not 
sold  at  newsstands.  Its  carrier 
bags  are  red  with  no  lettering 
and  its  station  wagons  are  black 
and  white  and  are  identified 
with  the  masthead,  address  and 
telephone  number  of  the  St. 
Clair  County  News  Advertiser.” 

An  attempt  to  enjoin  a  news¬ 
paper  from  using  the  word 
“News”  in  its  title,  the  court 
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commented,  seems  such  an  ab¬ 
surdity  on  its  face  that  courts 
have  not  been  bothered  with  the 
proposition. 

“The  fact  that  the  News- 
Democrat  made  no  objection  to 
the  use  of  the  word  ‘News’  in 
the  title  of  half  a  dozen  other 
papers  in  the  same  county  but 
brings  suit  against  one  paper, 
has  its  significance.” 

Delayed  Copyright 

The  crux  of  the  second  case 
reported  here  lay  in  the  fact 
that  an  injunction  could  not 
be  granted  to  prevent  the  lift¬ 
ing  of  news  items  until  there 
has  been  a  proper  copyright 
notice. 

A  Federal  judge  (126  U.S. 
P.Q.229)  granted  summary 
judgment  to  the  Massapequa 
(N.  Y.)  Post,  a  Long  Island 
weekly,  in  an  action  against 
the  Massapequa  Observer  for 
copyright  infringement  in  the 
original  instance.  But  he  post¬ 
poned  action  on  an  application 
for  permanent  injunction,  dam¬ 
ages  and  the  impounding  of 
plates,  and  other  printing  ma¬ 
terials. 

Publishers  of  the  Observer 
pleaded  a  defense  that  the  Post 
was  published  a  week  earlier 
than  the  Observer  and  the  simi¬ 
larity  of  the  news  items  was 
•  due  solely  to  the  inexperience 
of  the  publishers  and  their  lack 
of  knowledge  of  copyright  law. 

!  Before  taking  over  the  paper 
'  they  (husband  and  wife)  had 
been  in  public  relations  work. 

They  also  pleaded,  in  defense, 
that  the  Post  had  failed  to  file 
I  promptly  copies  of  the  editions 
containing  copyrighted  material. 

The  court  ruled  this  was  not 
necessary,  under  a  Supreme 
Court  interpretation  of  the 
Copyright  Act  of  1909.  All  that 
was  necessary  was  a  publica¬ 
tion  of  notice  of  copyright.  The 
Supreme  Court  held  that  a  delay 
of  14  months  in  the  deposit  of 
material  by  Drew  Pearson  and 
others  did  not  invalidate  the 
copyright. 

However,  the  court  found  that 
an  injunction  against  the  Post 
would  be  of  no  avail  since  there 
was  no  probability  or  threat  of 
continued  infringement  of  arti¬ 
cles  which  appeared  six  months 
ago. 

• 

!  Theta  Sig  Prexy 

Chicago 

Mrs.  Virginia  Ellis,  PR  officer 
for  U.  S.  Army  Engineer  Corps, 
Chicago  District,  has  bwn 
elected  president  of  Chicago 
Chapter  of  Theta  Sigma  Phi, 
journalism  society  for  women. 
She  was  formerly  a  reporter  for 
the  Panama  City  Star  and  Her- 
alci  and  news  editor  of  the 
Clarksburg  (W.  Va.)  News. 
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Big  Building 
Expansion 
Is  Planned 

Albuquisique,  N.  M. 

Plans  for  an  extensive  ex¬ 
pansion  program,  the  third  in 
the  last  six  years,  have  been 
announced  for  the  building  at 
Seventh  and  Silver,  SW,  which 
houses  the  Albuquerque  Jour¬ 
nal,  an  independently  owned 
paper,  and  the  Albuquerque 
Tribune,  a  Scripps-Howard  pa¬ 
per. 

The  new  construction  at  the 
downtown  site  will  be  in  addi¬ 
tion  to  a  completely  new  build¬ 
ing  being  constructed  in  the 
Heights  area. 

Plans  for  the  downtown 
building  call  for  adding  more 
than  16,000  square  feet  of  floor 
space  to  the  building  which  was 
completed  in  1954.  The  front  of 
the  present  building  will  be  ex¬ 
tended  56  feet  west  on  Silver, 
with  the  addition  running  134 
feet  north  toward  the  alley  be¬ 
tween  Silver  and  Gold. 

The  addition  will  provide 
space  for  eight  more  press  units, 
a  folder  and  additional  color 
facilities.  Space  will  also  be 
made  available  for  a  new  stereo¬ 
type  department  and  for  in¬ 
creased  space  in  the  composing 
room. 

Both  Journal  and  Tribune 
editorial  offices  will  be  expanded 
in  size  and  offices  of  the  Asso¬ 
ciated  Press  and  United  Press 
International  will  be  moved 
from  the  third  floor  to  an  area 
between  the  two  news  rooms. 

Additional  space  is  also 
planned  for  the  advertising 
staff,  the  business  staff,  and  for 
the  storage  of  newsprint. 

William  W.  Ellison  of  Albu¬ 
querque  is  architect  for  both 
^e  expansion  program  and  the 
new  Heights  building  at  Quincy 
and  Copper,  NE. 

The  Heights  building  will  con¬ 
tain  4,000  square  feet  of  floor 
space  and  will  be  of  modernistic 
design,  featuring  glass  and 
brick  exteriors. 

The  uptown  office  will  handle 
retail  display  advertising  and 
will  also  have  a  circulation  de¬ 
partment.  A  dark  room  and  edi¬ 
torial  offices  will  also  be  avail¬ 
able  for  both  papers. 

• 

Job  in  Nigeria 

Cleveland 

Paul  B.  Blanchard  Jr.,  who 
has  been  with  the  Cleveland 
Press,  has  a  two-year  assign¬ 
ment  in  Nigeria  on  a  grant  from 
the  U.  S.  State  Department  and 
the  Quakers  to  help  install  edu¬ 
cational  television  there. 
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Research  Inventory 
Project  Is  Started 


Times-Mirror 
Earnings  Up 

Los  ANGia,ES 
The  Times-Mirror  Company’s 
consolidated  revenues  for  the  28 
weeks  ended  July  10  increased 
over  those  of  the  corresponding 
period  last  year,  while  earnings 
per  share  were  approximately 
the  same,  Norman  Chandler, 
president,  announced  in  a  report 
to  shareholders  this  week. 

Revenues  were  $67,471,652 
compared  with  $50,036,198  for 
the  like  period  of  1959.  Earn¬ 
ings  after  taxes  and  minority 
interests  were  $2,578,666,  or  64 
cents  a  share  on  the  4,019,109 
shares  of  common  stock  out¬ 
standing  at  July  10.  This  com¬ 
pared  with  $2,336,517,  equal  to 
65  cents  a  share  on  the  3,593,- 
940  shares  outstanding  a  year 
earlier  after  adjusting  for  the 
4  per  cent  stock  dividend  paid 

^ _  _  in  January  1960,  and  the  three- 

“For  a  number  of  years,  a  said,  wants  to  help  more  news-  used  to  survey  a  larger  cross-  for-one  stock  split  effected  in 

strong  groundswell  for  better  papers,  particularly  medium-  section  of  newspapers.  April  1960. 

and  more  productive  research  in  size  and  small  ones,  expand  and  “One  of  our  big  goals  in  all  ^  strong  performance  by  New 

the  newspaper  industry’ has  been  improve  their  research  pro-  this  activity  is  to  find  more  American  Library  and  improved 

growing,”  Mr.  Feld  said.  “This  grams.  effective  ways  to  merchandise  results  from  Publishers’  Paper 

is  a  twin  development  to  the  Case  histories  will  be  made  newspaper  research.  NNPA  is  Co.,  Times-Mirror  Broadcasting 

demand  for  more  modem  me-  of  research  activities  on  leading  deeply  concerned  with  this  prob-  Co.  and  Times-Mirror  Press  off- 

chanical  processes,  better  paper,  newspapers.  In  a  second  phase  lem,”  Mr.  Feld  said.  “For  years,  set  a  moderate  decline  in  news- 

inks,  mats,  and  other  materials  to  come  later,  a  detailed  phone  newspapers  have  provided  mar-  paper  operations,  Mr.  Chandler 

in  the  newspaper  industry.  and  mail  questionnaire  will  be  ket  information  in  depth  on  their  said. 
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Nixon  Tops 
Press  Forum 
Speaker  List 

Los  Angeijs 

Vice  President  Richard  M. 
Nixon,  Republican  Presidential 
candidate,  will  deliver  a  major 
foreign  policy  speech  to  climax 
the  World  Newspaper  Forum 
here  Oct.  14. 

Senator  John  Kennedy,  Demo¬ 
cratic  Presidential  candidate, 
had  been  invited  to  address  the 
1,000  editors  and  publishers  ex¬ 
pected  at  the  Forum  on  Oct.  13, 
but  will  apparently  not  be  able 
to  make  it,  Bert  Stolpe,  chair¬ 
man,  reported.  Senator  Lyndon 
Johnson,  Democratic  Vice  Presi¬ 
dential  candidate,  is  tentatively 
scheduled  to  take  Mr.  Kennedy’s 
place,  Mr.  Stolpe  said. 

The  complete  program  for  the 
two-day  forum  was  unveiled  by 
Mr.  Stolpe  at  a  meeting  of  the 
forum’s  executive  committee  and 
of  chairmen  of  the  forum’s 
seven  subcommittees. 

The  forum  was  set  up  by  the 
California  Newspaper  Pub¬ 
lishers  Association  to  provide  an 
annual  sounding  board  for  ideas 
of  basic  importance  to  the 
peoples  of  the  free  world.  Topics 
to  taken  up  by  a  variety  of 
opinion  leaders  are  education, 
consumer  needs  and  trends,  gov¬ 
ernment,  world  communication, 
labor,  transportation,  oil,  power 
and  industry. 

'The  first  panel,  to  convene  in 
the  International  Room  of  the 
Beverly  Hilton  hotel  at  9:30 
a.m.  Oct.  13  under  the  chair¬ 
manship  of  Virgil  Pinkley,  As¬ 
sociated  Desert  Newspapers,  will 
be  on  the  topic  of  education. 

EduMtion  Panel 

Speakers  at  the  education 
panel  will  be  Dr.  Arthur  Coons, 
president.  Occidental  College, 
Los  Angeles;  Arthur  S.  Flem¬ 
ming,  Secretary  of  Health,  Edu¬ 
cation  and  Welfare;  Dr.  David 
Henry,  president,  University  of 
Illinois;  Dr.  Lee  A.  DuBridge, 
president,  California  Institute  of 
Technology;  Dr.  George  Toga- 
saki.  International  Christian 
University,  Tokyo. 

Charles  Horn,  Los  Angeles 
Examiner,  will  be  chairman  of 
the  panel  on  consumer  needs 
and  trends,  meeting  at  11  a.m. 
The  Speaker  will  be  Adam  L. 

I  Gimbel,  of  Saks  Fifth  Avenue, 

!  New  York. 

Herman  Bidder,  Long  Beach 
(Calif.)  Press  Telegram  and 
Independent,  will  be  chairman 
of  the  science  panel  at  2:30  in 
the  afternoon.  Speakers  will  be 


Dr.  William  Pickering,  director. 
Jet  Propulsion  Laboratory,  Cali¬ 
fornia  Institute  of  Technology, 
and  Dr.  Edward  Teller,  Univer¬ 
sity  of  California. 

Walter  Kane,  Bakersfield 
(Calif.)  Californian,  will  preside 
at  the  dinner  meeting  to  be 
addressed  by  Senator  Johnson. 

World  Communication 

The  entire  morning  session  on 
Oct.  14  will  be  devoted  to  world 
communication  under  the  chair¬ 
manship  of  Carroll  A.  Parcher, 
publisher  of  the  Glendale 
(Calif.)  News-Press  and  im¬ 
mediate  past  president  of  the 
California  Newspaper  Pub¬ 
lishers  Association. 

Representing  motion  pictures 
in  the  world  communication  dis¬ 
cussion  will  be  Eric  Johnson, 
president  of  the  Motion  Picture 
Association  of  America.  Leading 
the  discussion  on  news  commu¬ 
nication  will  be  Daniel  De  Luce, 
general  executive,  Associated 
Press  and  Stewart  Hensley, 
chief  State  Department  corre¬ 
spondent,  United  Press  Inter¬ 
national.  Speaker  on  newspaper 
publishing  will  be  Ole  Cavling, 
publisher  of  Politiken  House 
and  Ekstra  Bladet,  Copenhagen, 
Denmark. 

George  Meany,  president  of 
the  AFL-CIO,  will  be  luncheon 
speaker  on  the  second  day  of  the 
World  Newspaper  Forum. 

Speakers  on  the  afternoon 
session  covering  transportation, 
oil-power,  and  industry  will  be 
Charles  Thomas,  president, 
Trans-World  Airlines;  R.  L. 
Minckler,  retired  president,  Mo¬ 
bil  Oil  Co.,  and  Henry  J.  Kaiser, 
president,  Kaiser  Industries. 

Invitations  to  the  forum  are 
being  extended  to  all  editors  and 
publishers  and  other  associated 
with  newspapers  throughout  the 
free  world.  Complete  informa¬ 
tion  on  the  program  and  reser¬ 
vations  can  be  obtained  through 
the  California  Newspaper  Pub¬ 
lishers  Association,  Rmm  809, 
610  South  Main  St.,  Los  Angeles 
14,  Calif. 

• 

Store  Ads  Feature 
‘Spicey’  Fashions 

Philadelphia 

A  series  of  10  full-page  news¬ 
paper  ads  are  being  used  by 
Snellenbergs  to  promote  a 
“spice-of-f  ashion”  program 
scheduled  to  run  through  Sept. 
30. 

The  special  fashion  promotion 
is  tied  to  colors  inspired  by 
spices  and  teas  from  John 
Wagner  &  Sons  of  Ivyland,  Pa. 
Each  ad  shows  a  spice  shelf 
captioned:  “Our  luscious  colors 
inspired  by  spices  from  all  over 
the  world — packaged  by  John 
Wagner  &  Sons.” 
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Color  Advertising 

*  Praised  by  leading  Advertising  Agency .. . 


CamfbeUmun.IncMj 


June  17.  19«>0 


\ 

This  is  one  of  many 
unsolicited  letters 


"tl  Manag«' 

tribune 

^Wand.  Califorma 

Dear  Mr.  Boody:  hearty  con- 

1  would  just  Ukc  to  put  xnto exrellence  "J^y 

g„,ularton.  >^Jf^'dd.r 

k’" ‘ .. 

Your  executlo” 

”y  ^uVlied  u.  «i*  '«  *  .pacta,  you 

«?:r.C"av»-.  .or  ah«t. 

actually  improved 

Again,  many  “/o^nlUe^It  ^n  Se  TM- 

line /orRmanahm.^  „all  presented 

Scudder  ads 

^Sincerely.^  /  ) 


\  \ 

1.1-ii  .V 
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..  MASIN  >  V 
■V  CdtlRtr  ,/ 
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Largest  Home  Delivered  Circulation  in  Northern  California! 


The  Weekly  Editor 


By  Edwin  Kemp 


THURSDATA 


IN  DIFFERENT  GARAGES 

Always  an  editor  —  never  a 
pro! 

Friends  were  afraid  to  tell 
him  the  truth  about  an  offensive 
weakness  he  never  dreamed  he 
had. 

That’s  the  insidious  thinp 
about  mediocrity:  Those  who 
have  it  don’t  know  it.  And  often 


Edwin  Kemp  has  been  a  news¬ 
man  for  40  years,  was  editorial 
writer  for  the  Philadelphia 
(Pa.)  Record  for  20  years,  has 
started  and  sold  six  weekly 
newspapers  in  his  time;  now 
publisher  of  Rip  Snorter  Maga¬ 
zine. 


OLD  FAITHFUL  —  Mrs. 
Bertha  Willmert  of  Minneapolis 
recently  renewed  her  subscrip¬ 
tion  to  the  Blue  Enrth  (Minn.) 
Post  and  Register  for  the  72nd 
consecutive  year.  Mrs.  Willmert, 
who  lived  in  Blue  Earth  for  58 
years,  first  .subscribed  in  1888. 
*  *  * 

PAID  IN  EXTRA-FULL— A 


already  you  returned  my  <  heck. 
.  .  .  What  do  you  do  with  the 
money?  Fritter  it  away?  1  am 
not  sending  a  check  for  $4  (one 
year’s  renewal).  I  will  not  clut¬ 
ter  up  my  check  book,  nor  my 
bank  statement  with  'inall 
checks.  Banks  have  something 
to  do  besides  dilly  dallyinp  with 
other  persons  foolishness.  Nor 
am  I  RoinK  to  buy  a  money  or¬ 
der,  frittering  away  my  few 
pennies.”  The  subscriber  ended 
with  “I  expect  continuation  of 
my  subscription.”  The  Democrat 
returned  her  check  for  $24,  in¬ 
sisted  that  the  return  1h*  ac- 


can’t  be  told. 

So  the  typical  country  weekly 
stumbles  along,  about  as  Carlos 
J.  Videla  described  it  in  this 
column  Aug.  20.  “Bumpkin 
prose”  that  reports  all  meals 
“delicious”  and  a  run-down  of 
cliches  that  litter  rural  print. 

Gregory  Hewlett,  president  of 
the  New  Jersey  Press  Associa¬ 
tion,  took  exception  to  this  criti¬ 
cism  as  a  “disservice”  to  really- 
good  weeklies  (E&P,  Letters, 
Sept.  3).  Although  Mr.  Videla 
implied  his  objections  did  not 
pertain  to  those  “beacons  of 
light.” 

Two  KimlH 

Here  somebody  should  draw 
a  line  that  hasn’t  been  drawn. 
There  are  two  kinds  of  weeklies. 

Mr.  Videla  discussed  small 
country  newspapers.  Mr.  Hew¬ 
lett  brings  up  a  totally  different 
and  almost-phenomenal  group 
of  weeklies  that  has  sprouted 
with  Metropolitan  Suburbia.  He 
says  they  compare  with  best 
dailies.  You  bet  they  do;  that’s 
who  they’re  competing  with. 

But  —  show  a  Com  Belt  edi¬ 
tor  such  uncorny  papers  as  Mr. 
Hewlett’s  Maplewood  News — 
Record  or  other  Jersey  papers 
like  the  Montclair  Times  or 
Penns  Grove  Record  (60  pages). 
Tell  him  these  were  weeklies  — 
not  dailies  —  and  he’d  be  bug¬ 
eyed.  Is  he  conscious  of  art, 
drama  and  music?  Critics  in  the 
Montclair  paper  are  often  as- 
good-or-better  than  those  in  the 
big  city  press. 

The  “country”  editors  haven’t 
known  about  Suburbia’s  mush¬ 
rooming  weeklies.  The  journals 
heretofore  dedicated  to  the 
rural  press  seemingly  have  held 
in  contempt  anything  “citified.” 
As  for  RFD  circulation.  Sub¬ 
urbia’s  weeklies  have  none.  Sub¬ 
urbia  is  all  carrier-delivery  now. 

Around  New  York,  Philadel¬ 
phia,  Chicago,  Houston,  Dallas 
and  Los  Angeles  the  suburban 
weeklies  have  “exploded”  with 
population  trend. 

But  some  of  the.se  metropoli¬ 
tan-suburbanite  papers  are  very 
old  and  have  grown  into  circula¬ 
tions  around  50,000.  Like  Phila- 
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delphia’s  Germantown  Courier 
and  Main  Line  Times. 

Some  are  new.  Camden  Coun¬ 
ty,  N.  J.,  is  a  Philadelphia  sub¬ 
urb.  A  little  tabloid  started  two 
years  ago  covering  a  string  of 
towns  on  the  White  Horse  Pike. 
Circulation :  Now  30,000.  Pub¬ 
lisher  had  to  mothball  his  old 
Duplex  press  and  job  the  press- 
work  to  a  big-city  rotarj'  plant. 

In  Y«iur  Cuut  Pwkel 

Indeed,  it’s  the  rule  in  Sul)- 
urbia  now:  “Don’t  get  mixed  up 
in  job  printing  or  try  to  print 
your  o\^^l  paper.  Carry  your 
business  in  your  coat  pocket  — 
and  job-out  your  printing  to  the 
printers  who  know  how,  in  the 
city.” 

This  is  how  it  happens  that 
in  all  larger  cities  there  are 
printing  plants  that  specialize 
in  trade  composition  and  press- 
work  for  nearby  weekly  papers. 
Many  of  these  central  printing 
plants  are  switching  to  offset 
process.  Which  requires  re-edu¬ 
cation  on  the  news  and  ad 
fronts.  That’s  another  story. 
But  the  omens  all  are  good. 

For  50  years  or  more  Editor 
&  Publisher  was  concerneil  ex¬ 
clusively  with  the  daily  news¬ 
paper  field.  Appropriately  now 
it  has  ventured  into  what  goes 
among  the  weeklies.  This  is  a 
welcomed  new  orbit.  But  let  it 
be  impressed  that  the  weeklies 
of  Grangeland  and  Suburbia 
are  horses  of  a  different  garage. 
*  *  * 

S.ALUTE!  —  One  Thousand 
copies  of  the  Seventh  annual 
Freedom  Edition  of  the  Ambler 
(Pa.)  Gazette,  are  en  route  to 
Maida,  Italy,  in  a  salute  to  that 
city  from  the  Philadelphia  sub¬ 
urban  town.  The  purpose  is  to 
present  to  peoples  of  other  lands 
a  picture  of  small  town  Ameri¬ 
can  life,  its  freedoms  and  op¬ 
portunities.  Maida  was  chosen 
because  of  the  large  number  of 
Maidesi  who  now  live  in  the 
Ambler  area.  In  addition  to 
special  features,  translated  into 
Italian,  the  53-page  edition  car¬ 
ries  extra  advertising  of  local 
merchants  who  joined  in  hailing 
the  European  city. 


subscriber  to  the  Warrenton 
(Va.)  Fauquier  Democrat  has 
her  subscription  paid  up  until 
1986.  Since  1951,  when  she  first 
ordered  the  paper,  she  has  re¬ 
newed  four  times,  twice  for  10- 
year  period.  Her  subscription 
payments  total  $118.50  in  nine 
years.  This  determined  devotion 
apparently  induced  some  kind 
of  panic  in  the  Democrat’s  cir¬ 
culation  department.  They  mis¬ 
filed  her  subscription  record  card 
and  she  received  notice  that  her 
subscription  renewal  was  over¬ 
due.  Her  acknowledgement 
went:  “I  am  enclosing  check  for 
$24  for  six  year’s  subscription. 
I  expect  to  get  it  for  six  years. 
I  sent  you  a  check  for  $30  on 
Oct.  4,  1957.  You  replied,  say¬ 
ing  I  had  paid  for  so  many  years 


COLOR— NO  PREMIUM! 

National  advertisers  will  get 
the  added  power  of  four  color 
advertising  at  black  and  white 
rates  in  the  Northwest-Signal 
at  Napoleon,  Ohio.  The  only 
qualification  is  that  the  space 
be  in  multiples  of  one  page. 

National  ads  measuring  more 
than  1,000  lines  will  qualify  for 
one  color  in  addition  to  black 
without  extra  cost. 

The  Northwest-Signal  is  one 
of  the  first  weeklies  in  Ohio 
to  make  extensive  use  of  color. 
A  quarter-million  lines  of  color 
advertising  have  been  scheduled 
during  the  past  12  months. 
There  were  10  full-color  pages. 
Regular  color  users  have  been 
Pepsi-Cola,  Campbell  Soup  Com¬ 
pany,  and  State  Farm  Insur¬ 
ance. 

The  Northwest-Signal  is  a 
6,000-plus  semi-weekly  in  Henry 
County,  Ohio.  There  is  no  daily 
published  in  the  county. 

The  Henry  County  Signal  and 
the  Napoleon  Northwest  News 
came  under  the  same  owner¬ 
ship  in  June  1959.  The  final 
merger  came  about  Sept.  5, 
1960. 

The  new  publication  features 
a  tabloid-format  page  (vertical 
to  the  fold),  with  classified  ads 
in  the  fold-over  tabloid  part, 
and  standard-size  pages  inside. 
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cepted,  apologized  for  the  error, 
and  assured  the  lady  her  sub¬ 
scription  would  definitely  be  con¬ 
tinued  —  at  least  until  1986. 

«  «  * 

OPERATION  MARRIOTT  — 
An  operation  rated  feature  cov¬ 
erage  recently  in  the  Louisville 
(Ky.)  Courier-Journal  —  name¬ 
ly  because  the  appendix  in  the 
story  had  belonged  to  W.  H. 
Marriott,  69-year-old  editor  of 
the  twice-a-week  Elizabeth 
(Ky.)  News.  Mr.  Marriott  has 
gained  mention  in  .such  dailies 
as  the  New  York  Times  on  the 
vigor  of  his  editorials  and  col¬ 
umns,  and  for  his  two-or-three 
line  paragraphs.  Some  of  his 
gems:  “At  the  end  of  the  sum¬ 
mer  about  the  only  thing  some 
folks  have  saved  is  daylight.” 
“City  newspapers  have  red  ink 
in  their  ads.  Ckiuntry  newspa¬ 
pers  have  trouble  keeping  it  out 
of  their  bank  accounts.”  Then 
there’s  his  column  on  one-line 
.summaries  of  current  news 
stories,  such  as  a  recent :  “Six¬ 
teen  counties  in  U.  S.  top  one 
Million  Mark.”  “Counters  have 
been  desegregated  in  28  South¬ 
ern  cities.”  “Las  Vegas  man 
who  has  had  12  wives  to  become 
justice  of  the  peace.” 

*  *  * 

GOES  TO  OFFSET  —  The 
newest  addition  to  offset  circles 
is  the  tabloid  Whitesburg  Moun¬ 
tain  (Ky.)  Eagle.  Publisher 
Tom  Gish  told  his  readers  the 
change  was  not  made  “because 
we  are  prosperous,  but  because 
it  will  permit  us  to  put  out  a 
better  paper  economically.”  The 
first  issue  came  out  with  a  four- 
column  by  nine-inch  picture  of 
Pine  Mountain  on  the  front 
page,  with  the  assurance  that 
more  pictures  would  be  used  “as 
we  learn  more.”  The  paper  had 
been  printed  by  letterpress  since 
its  founding  53  years  ago. 

*  *  * 

NEW  PAPER  —  A  new  week¬ 
ly  newspaper,  the  Meridian 
(Miss.)  Leader,  is  now  being 
published  by  Lloyd  Royal,  owner 
of  the  Mississippi  -  Alabama 
Fair.  Ed  Cristwell,  formerly  of 
the  Meridian  Star  and  the 
Corinth  Daily  Corinthian,  is  the 
editor. 
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NEW  HELD  COMES  OF  AGE 

School  Reporting’s 
Outlined  Rapid  Rise 


By  Terry  Ferrer 
New  York  Herald  Tribune 
E^ducation  Editor 

The  following  was  delivered 
before  the  Convention  of  the 
Association  for  Education  in 
Journalism  on  Oct.  30.  It  was 
part  of  a  panel  on  “Mass  Com¬ 
munications  and  the  American 
Culture:  The  Crisis  of  Quality.” 
«  *  * 

About  a  dozen  years  ago,  the 
education  editor  of  the  New 
York  Times  went  to  a  luncheon 
meeting  of  an  educational  organ¬ 
ization  to  cover  a  prominent 
speaker.  When  he  asked  for  the 
press  table,  he  was  informed 
that  there  was  no  press  table, 
that  he  was  not  invited  for 
lunch,  and  that  if  he  came  back 
later,  they  would  sneak  him  in 
a  side  door  to  sit  on  a  straight 
chair  and  listen. 

Two  years  ago,  one  of  the 
largest  universities  in  the  coun¬ 
try,  which  makes  its  home  in 
New  York  City,  offered  these 
comforts  to  reporters  covering 
its  commencement  on  a  broiling 
hot  June  day:  An  air-condi¬ 
tioned,  glassed-in  room  raised 
off  the  grround  for  a  clear  view, 
a  public-address  system  which 
piped  in  the  proceedings,  a  pair 
of  binoculars  for  every  reporter, 
coffee,  pastries,  hard  liquor  (if 
desired),  comfortable  chairs, 
typewriters  and  enough  tele¬ 
phones  to  go  around. 

Into  Orbit  of  Prestige 

Between  this  perigee  and 
apogee,  the  education  reporter 
has  been  launched  into  an  orbit 
of  prestige  and  influence  to 
which  he  is  totally  unaccus¬ 
tomed.  From  a  rank  somewhere 
below  the  religion  writer  and  the 
real  estate  editor  and  perhaps 
slightly  above  chief  copy  boy, 
he  has  been  catapulted  to  the 
status  of  hero.  Be  he  called  edu¬ 
cation  reporter,  writer  or  editor, 
he  is  eating  up  increasing 
amounts  of  space,  and  he  is 
appearing  with  gratifying  regu¬ 
larity  on  Page  one. 

Most  of  the  general  public — 
and,  in  fact,  many  a  newspaper¬ 
man — ^believe  that  education  re¬ 
porting  literally  got  off  the 
ground  right  after  the  first 
Sputnik  was  launched  by  the 
Soviet  Union  on  Oct.  4,  1967. 
The  resulting  clamor  over  the 
deficiencies  of  American  educa¬ 
tion  was  indeed  a  stimulant  to 
some  newspapers  to  up  their 
education  coverage,  but  much 


had  happened  before  to  prepare 
the  launching  pad. 

The  advent  of  Time  magazine 
in  1923,  with  its  departmental¬ 
ized  coverage  of  the  news,  has 
perhaps  had  more  influence  on 
education  reporting  as  it  is  to¬ 
day  than  the  long-term  efforts 
of,  say,  the  New  York  Times. 
Time,  followed  fifteen  years  later 
by  Newsweek,  focused  its  atten¬ 
tion  on  bright  writing,  intelli¬ 
gibility  and  “good  reading:” 
pieces  on  a  worldwide  basis  in 
each  of  its  departments,  in¬ 
cluding  Education. 

The  newspaper,  faced  with 
this  competition,  tended  to  in¬ 
crease  the  departmental  fields, 
such  as  education  or  religion, 
to  rally  the  reader  back  to  his 
newspaper.  Sending  girl  cub 
repoi^rs  out  at  the  last  minute 
when  they  weren’t  busy  on  so¬ 
ciety  news  just  didn’t  work  any 
more.  Nor  could  newspapers  get 
away  with  running  pictures  of 
blonde  co-eds  in  tight  sweaters 
and  football  helmets  each  fall 
and  labelling  it  education. 

Gtizens’  Committees 

These  changes  and  this  cross¬ 
fertilization  were  beginning  to 
occur  in  the  early  1940s.  The 
Second  World  War  again 
shocked  the  nation  when  the  high 
draft  rejection  rates  were  made 
public,  rejections  due  largely  to 
educational  deficiencies.  Mean¬ 
while,  “the  progressive  educa¬ 
tion”  movement  of  the  1920s  and 
1930s  was  beginning  to  baffle 
increasing  numbers  of  parents. 
Where  they  had  been  content  to 
let  the  educational  “experts”  de¬ 
termine  what  their  children 
should  be  taught,  they  now  de¬ 
manded  a  voice  in  curriculum  if 
they  were  groing  to  foot  the  bills. 

Hence,  after  the  Second  World 
War,  increasing  numbers  of 
“citizens  committees”  on  edu¬ 
cation  began  to  g:row  up  aroimd 
the  country.  These  citizens  not 
only  rang  doorbells  to  get  school- 
bond  issues  approved;  they  also 
bang:ed  on  editors’  desks  and 
demanded  coverage  of  their  ef¬ 
forts  to  improve  both  financing 
and  teaching.  In  many  cases 
they  were  successful,  and  news¬ 
papers  felt  more  and  more 
pressed  to  hire  staff — or  train  it 
— to  cope  with  the  increasing 
flow  of  news  which  the  public 
seemed  to  want.  The  war  had 


caused  hug:e  backlogs  in  school 
construction  and  aggravated  the 
teacher  shortage.  Catching  up 
with  the  demand  in  every  com¬ 
munity  was  a  matter  as  close 
to  the  reader  as  his  pocketbook. 
The  boon  was  on. 

By  1947,  the  Education 
Writers  Association  had  already 
been  founded,  with  membership 
restricted  to  those  who  special¬ 
ized  in  education  writing. 

But  in  addition  to  simply 
having  an  education  editor,  the 
newspaper  has  gone  even 
further.  Let  me  take  as  a  case 
in  point  my  own  paper,  the  New 
York  Herald  Tribune.  The  Trib 
hired  its  first  education  editor 
as  late  as  1943,  many  years 
after  the  New  York  Times.  His 
function  was  simply  to  write 
for  and  make  up  a  Sunday  edu¬ 
cation  page.  Daily  news  of  edu¬ 
cation  was  handled  by  city 
reporters  on  a  somewhat  hap¬ 
hazard  basis.  While  the  caliber 
of  the  education  editors  involved 
was  first-rate,  the  responsibility 
was  still  a  once-a-week-only  af¬ 
fair. 

In  October  of  1957,  the  Trib 
made  a  drastic  change  —  one 
which  has  been  emulated  at  both 
the  Los  Angeles  Times  and  the 
New  York  Times.  The  Trib  hired 
an  education  editor  who  was 
responsible  for  all  education 
news,  whether  written  by  the 
education  department  coming 
in  from  suburban  correspond¬ 
ents  or  off  the  cable  or  wire 
desk.  From  haphazard  daily 
coverage,  the  change  was  to 
a  five-a-week  education  column, 
paralleled  by  a  similar  Science 
column.  In  addition,  the  editor 
was  to  get  up  a  Simday  educa¬ 
tion  page,  and  a  full-time  assist¬ 
ant  was  employed. 

Three  years  later,  the  format 
still  holds.  The  New  York  Times, 
while  not  committed  to  a  five-a- 
week  column,  gives  the  same 
responsibility  to  its  education 
editor.  So  does  the  Los  Angreles 
Times.  The  education  writer, 
thus,  has  moved  from  a  nobody 
in  the  journalistic  world,  to  a 
kind  of  junior  city  editor  — 
authorized  to  make  assignments, 
request  pictures  and  picture 
coverage,  and  generally  inform 
the  paper  on  happenings  in  his 
field.  (Naturally,  this  is  done 
with  the  coordination  and  co¬ 
operation  of  the  department 
with  the  City  Desk  and  the 
Sunday  editor.)  This  represents 
something  of  a  departure  in  the 
newspaper  business  —  another 
instance  of  the  influence  of  the 
newsmagazine  on  newspapers. 

This  is  not  to  say  that  every 
major  paper  in  the  United 
States  has  this  kind  of  setup. 
But  it  is  to  say  that  the  educa¬ 
tion  reporter/writer  is  assuming 
greater  stature  and  that  he  has 
forced  the  educator  to  express 
himself  in  more  cogent  terms. 


Art  Walling  with  plaqua. 
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RCA  GRAPHIC  ARTS  PRODUCTS 


. .  .for  savings  in  conveying! 

RCA  NEWSPAPER  CONVEYOR* 


proves  its  superiority  by  drastically  reducing  press 
delays.  Results  of  a  recent  comparison  study  show: 
36%  fewer  press  delays  (delays  due  to  broken  shear 
pins) . . .  16%  reduction  in  maintenance  time  (check¬ 
ing  and  replacing  wires,  changing  work  sheaves, 
tightening  chains,  replacing  shear  pin  hubs) . . . 
negligible  maintenance  and  cleaning  costs.  Results 
such  as  these  point  up  the  savings  over  conven¬ 
tional  conveyors.  Flexible  RCA  Conveyors  can 
handle  papers  from  one  to  128  pages  at  speeds  in 
excess  of  70,000  per  hour.  Cost  less  to  install,  less 
to  operate  and  maintain.  Readily  installed  in 
existing  as  well  as  new  facilities. 


'Designed  and  manufactured  hy  Fehr  &  Heist  Ltd.,  Switzerland 


...for  savings  in  typesetting! 

RCA  ELECTRO  TYPE  SETTER 

for  the  Comet  Model  Linotype  bypasses  the  key¬ 
board  and  drops  mats  directly  from  the  escape¬ 
ment,  resulting  in  an  actual  increase  of  8  to  10% 
more  type  over  competitive  equipment.  It  is 
capable  of  operating  the  linecaster  at  its  maxi¬ 
mum  speed.  When  setting  straight  matter  using 
9-point,  11-pica  lines,  30  characters  per  line,  the 
RCA  Electro  TVpe  Setter  can  operate  the  machine 
to  maximum  rating  of  720  lines  per  hour.  When 
setting  market  reports  using  51^-point,  11-pica 
lines,  40  characters  per  line,  users  report  they 
consistently  get  type  in  the  galley  in  excess  of 
570  lines  per  hour.  This  RCA  equipment  can  be 
installed  without  a  keyboard  assembly  on  the 
linecaster.  Or,  if  a  combined  automatic  and  manual 
operation  is  desired,  this  can  be  accomplished  by  a 
simple  switching  arrangement. 


TTits  product  line  is  now  headquartered  in 
Camden.  Inquiries  are  invited  and  should 
he  addressed  to  RCA  Graphic  Arts  Products, 
Dept.  LC-S8,  BuUdinq  15-1,  Camden,  NJ. 


The  Most  Trusted  Name  in  Electronics 


RADIO  CORPORATION  OF  AMERICA 


quality  controlled 

treated  with  pre-makeready 

bached  by  10  years  of  experience 


^  ^  Thafs  why  the 

SUPER-BISTA  PRE-MADEREADY®  MAT 

remains  the  No.  1  choice  for  color  reproduction 


vignettes  are  protected  while  permitting  solids 
to  print  full.  (For  those  newspapers  that  pre¬ 
fer  to  use  packless  mats,  the  Super-Bista  pre- 
madeready  can  also  be  had  in  a  new  No-Pac 
version  of  our  mat  at  no  extra  cost.) 

FOR  MORE  THAN  10  YEARS,  Sufier-Bista  Pre-Made- 
ready  mats  have  been  spiecified  repieatedly  by 
newspapers,  advertisers,  and  agencies  in  order  to 
assure  superior  color  reproduction.  This  is  the 
ONLY  direct-cast,  pre-madeready  mat  available 
today  .  ,  .  the  mat  recommended  as  first  choice 
for  color  use  by  the  ANPA-AAAA  Joint  Com¬ 
mittee  on  Newspaper  Printing  (see  Report  No.  9). 


QUALITY  CONTROL.  We  start  with  exacting  inspec¬ 
tion  and,  if  necessary,  correct  the  color  plates 
received.  We  then  determine  mat  dimensions  to 
permit  direct  casting  by  the  specific  newspaper 
receiving  the  mats.  A  custom  grade  of  mat  flong 
is  used  and  baked  thoroughly  according  to  con¬ 
trolled  standards  of  heat  and  pressure.  Result: 
maximum  depth,  least  amount  of  shrinkage  and 
satisfactory  registration  of  colors. 
PRE-MAKEREADY  TREATMENT  of  Super-Bista  mats. 
This  is  a  patented  process  of  laminating  make- 
ready  to  the  back  of  the  mat  in  specific  areas  to 
give  crisp,  sharp,  printed  results.  Highlights  and 


SUPER  BISTA  PREMADEREADY  MATS 

fully  protected  by  U.  S.  patents  and  made  only  by 


812  WEST  VAN  BUREN  STREET  •  CHICAGO  7,  ILLINOIS  •  HAymarket  MOOO 


For  information,  call:  REILLY  ELECTROTYPE  DIVISION,  New  York  City  .  NEW  HAVEN  ELECTROTYPE  DIVISION,  New  Haven 
MICHIGAN  ELECTROTYPE  &  STEREOTYPE  DIVISION,  Detroit  •  ADVANCE  INDEPENDENT  ELECTROTYPE  DIVISION,  Indianapolis 
AMERICAN  ELECTROTYPE  DIVISION,  San  Francisco  •  REILLY  PLASTICTYPE  DIVISION,  Los  Angeles 


You  don’t 

have  to  have 
a  Hoe  Press 

to  be  a  color 

award  winner. . .  hut  it  helps 


5  out  of  9  E  &  P  color 
award  winning  ads 
were  run  on  Hoe  Presses 


910  EAST  I38TH  STREET,  NEW  YORK  54.  N.  Y. 

SALES  OFFICES:  NEW  YORK.  BOSTON. 
CHICAGO.  SAN  FRANCISCO,  DALLAS.  MIAMI 


Ruhe  Steps  Down 
At  Allentown  Call 
Fister  Is  Editor 

Allentown,  Pa. 

Porcy  B.  Ruhe,  for  50  years 
the  editor  of  the  Allentown 
Morning  Call,  has  become  its 
editor  emeritus. 

Gordon  B.  Fister,  a  member 
of  the  Call-Chronicle  staff  for 


Ruhe  Fister 

.10  years,  has  been  named  as- 
■sociate  editor  of  the  Morninsr 
Call.  He  will  handle  most  of 
Mr.  Ruhe’s  former  editorial  as¬ 
signments  and  direct  the  editor¬ 
ial  page.  For  the  present  he 
will  retain  supervision  over  some 
of  the  promotional  activities  he 
has  directed  for  10  years. 

Mr.  Ruhe,  79,  said  he  will 


remain  active  in  an  advisory 
capacity  and  continue  writing  as 
he  feels  able.  He  suffered  a 
stroke  last  March. 

Mr.  Ruhe  began  his  career 
with  the  Morning  Call  in  1899 
when  he  was  a  student  at 
Muhlenberg  College.  He  left 
the  paper  for  two  years  (1901- 
1903),  became  editor  in  1910 
and  for  50  years  wrote  most 
of  its  editorials. 

He  established  the  first  public 
playground  in  Allentown  and 
fostered  the  development  of  the 
playground  system.  He  also  led 
the  movement  that  brought 
manual  training  into  the  public 
schools,  and  for  40  years  headed 
the  Lehigh  County  Humane 
Society. 

Lifelong  ReMdc-nt 

Like  Mr.  Ruhe,  Mr.  Fister 
is  a  lifelong  resident  of  Allen¬ 
town,  a  product  of  its  local 
schools  and  of  Muhlenberg 
College.  He  began  his  news¬ 
paper  career  as  a  rei)orter  for 
the  Morning  Call  in  1931  while 
still  a  student  at  Muhlenberg. 
Later  he  became  assistant  man¬ 
aging  editor  of  the  Evening 
Chroniele. 

For  the  past  10  years  he  has 
been  promotion  director  of  the 
Call-Chronicle  Newspapers. 


Indianapolis  News 
Editor  Named;  26 

Indianapolis 
Stan  Evans,  chief  editorial 
writer  of  the  Indianapolis  Xews, 
has  been  named  editor  of  the 
News,  according  to  an  an¬ 
nouncement  by  Eugene  C.  Pul¬ 
liam,  publisher. 


Stan  Evans 


C.  Walter  McCarty  will  con¬ 
tinue  as  executive  editor  of  the 
News,  John  Ackelmire  will  con¬ 


tinue  as  political  columnist,  and 
L.  A.  Tolle  and  Griffith  Niblack 
will  be  associate  editors. 

Mr.  Evans,  26,  was  l)orn  in 
Kingsville,  Tex.,  and  was  grad¬ 
uated  magna  cum  laude  from 
Yale  University.  He  was  a  grad¬ 
uate  student  in  economics  at 
New  York  University.  He  came 
to  the  News  after  serving  as  a 
contributing  editor  of  Xotional 
Review  magazine,  assistant  edi¬ 
tor  of  the  Freeman,  and  man¬ 
aging  editor  of  Human  Events 
newsletter. 

Jameson  G.  Campaigne,  editor 
of  the  editorial  page  of  the  Star, 
is  the  new  editor  of  that  paper. 
He  succeeds  James  A.  Stuart, 
now  editor  emeritus.  Mr.  Cam¬ 
paigne  is  the  author  of  “Ameri¬ 
can  Might  and  Soviet  Myth,”  a 
new  book  on  foreign  policy. 

• 

Dennis  Named  GM 
At  Battle  Creek 

Battle  Creek,  Mich. 

Gordon  A.  Dennis  has  been 
promoted  from  business  manager 
to  general  manager  of  the 
Battle  Creek  Enquirer  and 
News,  it  was  announced  here  by 
Robert  B.  Miller,  publisher. 

Mr.  Dennis  has  been  business 
manager  since  1952  and  was 
formerly  controller. 


More  than  one  first  in... 


Remarkable  ROCKFORD 


Rockford’s  population  of  1 26,099 
is  the  largest  in  Illinois  outside 
Chicago,  and  we’re  still  growing 
faster  than  any  other  metro¬ 
politan  area  in  the  state.  Retail 
sales  are  the  highest  in  the  state, 
outside  Chicago,  and  have  been 
for  several  years.  Rockford  has 
more  industries  than  any  other 
city  in  the  state,  outside  Chicago, 
and  more  than  many  other  much 
larger  cities.  The  jieople  who 
staff  these  plants  are  highly 


Finest  FULL  COLOR  Facilities 


MORNING  STAR  $ 
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skilled,  well  paid,  with  money 
to  s|x*nd  .  .  .  and  they’re  s|x*nd- 
ing  it. 

IThe  newspapers  in  Rockford  t 
were  1st  in  the  state  among  I 
daily  newspapers  for  the  first  I 
five  months  of  the  year  in  ROP  I 
retail  color  (INCLUDING  \ 
CHICAGO!).  Use  these  sales-  I 
producing  newspapers  for  your  I 
product  or  service.  J 
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has  added  a  fourth  dimension 
to  Hartford  Times  advertising 


O 

o 

o 
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TIMELINESS 


The  Hartford  Times  reaches  its  readers  in  the  evening — the  time  when 
most  families  make  their  buying  decisions.  This  is  the  time  when  your 
advertising  is  most  effective. 


COVERAGE 


The  largest  daily  circulation  in  Connecticut.  The  Hartford  Times  is  read 
hy  74%  of  the  families  in  Hartford  and  41  surrounding  towns.  72.9%> 
coverage  of  the  Standard  Metropolitan  Marketing  Area. 


FRIENDSHIP 


More  than  30  Times-sponsored,  Times-promoted  annual  public  events 
in  which  our  readers  participate — thus  creating  unique  and  unequalled 
good  will  and  friendship  in  the  community. 


COLOR 


More  than  a  million  dollars  spent  for  modern  presses  and  equipment 
now  enables  you  to  benefit  from  the  added  impact  of  color  in  your 
Hartford  Times  advertising.  Rates  and  mechanical  requirements  upon 
request. 


Connecticut'*  Largest  Daily  Newspaper 


t 


THE  GANNEH  GROUP 


REPRESENTED  BY  GANNETT  ADVERTISING  SALES.  INC. 

New  York  •  Syracuse  •  Philadelphia  •  Detroit 


Chicago 


San  Francisco 


Hartford 


Facts  on  Color 

(Continued  from  page  17) 


grreater  results,  color  is  expen¬ 
sive  only  when  you  don’t  use 
it,”  he  said.  “In  no  instance, 
full-page  or  less-than-page,  one 
color  or  full  color,  does  the  small 
additional  cost  of  color  in  the 
Chronicle  even  approach  the 
tremendous  boost  in  readership 
and  retention.” 

Mr.  Nelson  said  that  one  of 
the  greatest  advantages  of  ROP 
newspaper  color  is  its  “relatively 
low  cost.” 

Bureau  Presentation 

Mr.  Kauffman  told  how  the 
Bureau  had  written  member 
papers  with  color  facilities  about 
two  months  ago  asking  for  ex¬ 
amples  of  newspaper  color  work 
of  all  kinds,  including  local, 
regional  and  national  adver¬ 
tising.  He  said  the  result  has 
been  “an  embarrassment  of 
riches”  proving  that  newspaper 
ROP  color  “is  among  today’s 
top  media  selling  techniques.” 

He  stressed  that  “we  still  have 
considerable  work  to  do  on  the 
presentation  under  develop¬ 
ment.” 

Touching  on  availability  of 
color,  Mr.  Kauffman  said  that 
today  988  newspapers  offer 
black  and  one  color;  593  offer 
two  colors  and  black;  and  499 
papers  offer  advertisers  three 
colors  and  black. 

“This  means,”  he  said,  “that 
81%  of  the  U.  S.  newspaper  cir¬ 
culation  offers  ROP  color  to 
advertisers.” 

The  Bureau  presentation  went 
into  numerous  examples  of  both 
editorial  and  advertising  uses 
of  color  being  used  in  dailies 
throughout  the  U.  S. 

Explaining  that  he  could  “reel 
off  such  case  histories  for  a  long 
time  to  come,”  Mr.  Kauffman 
concluded  the  Bureau  presenta¬ 
tion  with  “a  color  success  story 
closer  to  this  part  of  the  coun¬ 
try.”  He  showed  slides  of  two- 
color  and  black  ads  for  Brown’s 
Velvet  Ice  Cream,  Inc.,  of  New 
Orleans,  La.  It  was  from  among 
a  series  of  ads  which  last  year 
won  an  Editor  &  Publisher 
Creativity  Award  (E&P,  Sept. 
26,  ’59,  page  11). 

‘Amazing  Job’ 

Mr.  Kauffman  told  how  this 
ad  had  increased  sales  for 
Brown’s  Velvet  Egg  Nog  250% 
over  the  previous  year.  He  said 
the  account  formerly  had  put 
75%  of  its  budget  in  TV  and 
25%  in  newspapers.  Since 
scoring  its  350%  sales  increase 
with  color,  the  account,  handled 
by  Fitzgerald  Advertising  Agen¬ 
cy,  Inc.,  today  uses  billboards 
and  some  TV  spots,  “but  color 
84 


in  newspapers  is  now  the  basic 
medium.” 

Mr.  Kauffman  noted  that 
newspaper  color  is  doing  an 
“amazing  job  for  all  who  use  it 
imaginatively  and  effectively.” 

“It’s  some  years  now  since  a 
leading  agencyman  called  ROP 
color  the  ‘most  exciting  media 
development  of  the  decade’.  It 
looks  as  though  some  of  this 
excitement  is  just  beginning  to 
be  utilized  by  the  advertiser  and 
his  agency,”  Mr.  Kauffman  ob- 
ser\’ed. 

“Color  is  bringing  new  cus¬ 
tomers  to  newspaper  advertis¬ 
ing,  and  making  them  happier 
customers,”  he  added.  “We  be¬ 
lieve  some  of  this  satisfaction 
is  going  to  spill  over  onto  black 
and  white.” 

Merchandising  Color 

Design  and  merchandising  of 
color  ads  at  the  national  level 
was  covered  by  T.  M.  Gomolak, 
advertising  director,  American 
Sheep  Producers  Council.  Harry 
Silverglat,  vicepresident  of  A. 
Harris  &  Co.,  Dallas  department 
store,  covered  the  subject  from 
the  retail  angle. 

Mr.  Gomolak  used  slides  to 
show  the  evolution  in  layout 
technique  used  in  the  color  ads 
being  used  by  the  Covmcil.  “As 
we  gain  experience,  we  find  that 
ROP  color  can  do  more  and 
more  for  us  ...  We  use  ROP 
color  in  our  lamb  advertising 
because  we  are  convinced  that 
dollar-for-dollar  it  is  the  most 
productive  media  available,”  Mr. 
Gomolak  said. 

He  noted,  however  that  in  this 
day  and  age  of  self-service  mar¬ 
kets  he  is  convinced  that  it  is 
“next  to  impossible  to  build  de¬ 
mand  with  advertising.”  He  said 
that  in  this  age  of  advertise- 
ing  bombardment  the  consumer 
is  semi-immune  to  advertising. 
“The  poor  or  the  mediocre  ad 
hasn’t  got  a  chance.  Only  the 
very  best  of  ads  will  make  some 
degree  of  impression,”  Mr.  Go¬ 
molak  said. 

“Therefore,  to  be  successful 
in  moving  your  products  through 
all  levels  of  distribution  ...  it  is 
necessary  to  tailor  your  national 
advertising  to  do  more  than 
merely  appeal  to  the  consumer. 
It  must  also  be  merchandised 
and  used  as  a  device  to  get  proc¬ 
essors,  wholesalers,  brokers,  and 
retailers  to  purchase  and  pro¬ 
mote  the  product  on  their 
own  .  .  . 

“We  are  convinced  that  strong 
ROP  color  ads  can  be  your  most 
impressive,  stimulating  mer¬ 
chandising  tool.  We  have  con¬ 
vinced  many  major  retailers 
that  his  own  support  and  pro¬ 
motion,  coupled  with  ours,  will 
yield  him  greater  volume  and 
profit,”  Mr.  Gomolak  said. 

He  told  of  availability  of  a 
three-color  mat  service  through 


the  Council  and  said  that  re¬ 
tailers  are  encouraged  to  use  it 
and  to  “prove  to  themselves  it 
will  yield  greater  sales.” 

Mr.  Gomolak  asked  news¬ 
papers  not  to  send  him  start-up 
sheets  and  said  that  many  en¬ 
gravers  still  don’t  make  their 
separations  for  ANPA  standard 
process  inks.  He  said  that  some 
major  newspapers  still  don’t 
make-ready  on  the  press. 

“This  is  why  we  protect  our¬ 
selves  with  a  pre-madeready 
mat,”  he  added. 

“There  is  another  big  prob¬ 
lem  facing  us,”  Mr.  Gomolak 
continued.  “We  are  anxious  to 
use  less -than -full -page,  full- 
color  with  black  in  our  illustra¬ 
tions  to  get  the  true  meat  color. 
We  couldn’t  accept  anything  ex¬ 
cept  uniform,  direct  casting  on 
all  four  colors  .  .  .  Someone  will 
liecome  a  hero  in  our  book  if 
they  will  solve  this  problem 
without  severely  increasing  the 
cost.  Some  papers  provide  a  fifth 
cylinder.  But  this  isn’t  the  in¬ 
expensive  answer.  I  understand 
Lakeshore  has  developed  a 
patching  method — this  could  be 
the  answer,”  Mr.  Gomolak  said. 

Media  Limitations 

In  designing  color  ads,  it  is 
important  to  know  the  limita¬ 
tions  of  the  media  you  are  work¬ 
ing  with  and  simply  work  within 
the  framework  of  those  limita¬ 
tions,  according  to  Mr.  Silver¬ 
glat. 

“We  generally  use  a  poster 
technique — with  one  dominant 
element — usually  a  fashion  fig¬ 
ure  that  acts  as  the  ‘stopper’. 
We  design  it  as  simply  as  pos¬ 
sible  because  we  believe  that 
simplicity  is  the  essence  of  good 
design.  It  is  also  faster  to  pro¬ 
duce  through  the  art  and  en¬ 
graving  stages  and  easier  for 
you  to  print. 

“When  we  have  four  colors  to 
use,”  Mr.  Silverglat  said,  “we 
stay  away  from  process  plates 
— this  is  too  complicated,  too  ex¬ 
pensive,  and  too  slow  a  process 
for  the  retailer  to  fool  with.” 

Mr.  Silverglat  made  the  point 
that  a  good  color  ad  with  the 
color  removed  would  still  be  a 
good  black  and  white  ad,  but  the 
reverse  is  not  true.  By  simply 
adding  color  to  an  otherwise 
good  black  and  white  ad  with¬ 
out  changing  something  would 
end  up  being  a  “nothing  ad”. 

“This  is  the  greatest  fault  I 
find  with  many  of  the  .spot  color 
ads  run  today,”  Mr.  Silverglat 
said.  “They  are  simply  black 
and  whites  with  a  color  tone 
added  to  the  dress,  or  item,  or 
whatever  is  shown.” 

The  retail  executive  said  that 
retailers  must  continually  pro¬ 
mote  new  fashions  and  color 
with  drama,  with  taste,  and  with 
showmanship.  “I  know  of  no 
other  way  to  do  this,  even  re- 
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motely,  except  in  color  in  the 
pages  of  your  newspapers,”  he 
said. 

Production  of  Color 

In  a  panel  discussion  on  the 
planning  of  color  production, 
Arthur  T.  Dunn,  production 
manager  of  Fitzgerald  Adver¬ 
tising  Agency,  Inc.,  also  stie.ssed 
the  importance  of  merchandis¬ 
ing. 

He  said  that  no  matter  how 
fine  the  advertising  is,  or  how 
beautifully  it  reproduces  in  the 
paper,  if  it  doesn’t  sell  the  prod¬ 
uct  it’s  no  good.  He  said  news¬ 
papers  could  help  themselves 
and  the  advertiser  by  1)  inform¬ 
ing  the  trade  on  what  is  l)eing 
advertised  in  the  paper;  2)  seek¬ 
ing  tie-ins  wherever  possible; 
3)  sending  copies  of  newspapers 
with  ads  to  distributors,  retail¬ 
ers,  or  driver  salesmen  on  the 
morning  the  ad  appears;  and  4) 
possibly  a  mailing  of  the  ad  re¬ 
duced  to  6  by  9-inch  jumbo  post 
card. 

Mr.  Dunn  covered  the  prepa¬ 
ration  for  reproduction  of  one 
of  Brown’s  Velvet  Ice  Cream 
newspaper  color  ads.  “For  this 
year’s  campaign,  to  give  more 
insertions  in  our  budget,  we  re¬ 
duced  the  ads  from  full-pages 
to  1500  lines,”  Mr.  Dunn  said. 
“We  were  somewhat  worried 
about  running  partial  pages  and 
to  throw  gasoline  on  the  fire, 
one  of  the  newspapers  informed 
us  that  it  would  no  longer  be 
able  to  service  Brown’s  Velvet 
special  matched  ink  ads;  how¬ 
ever,  they  would  work  with  us 
in  their  engraving  department 
to  see  how  we  could  achieve  the 
same  results  with  fake  color 
plates  using  standard  ROP  proc¬ 
ess  inks. 

“This  created  multiple  prob¬ 
lems  as  colors  like  chocolate, 
pecan  crunch,  lime,  etc.,  would 
have  to  be  attained  by  using 
all  four  colors.  Also,  it  was  nec¬ 
essary  to  figure  out  what  best 
tonal  percentages  each  color 
should  be  to  gfive  us  the  desired 
effect.  Remember,”  Mr.  Dunn 
emphasized,  “we  were  working 
from  black  and  white  art.  On 
most  occasions  after  seeing  the 
four  colors  together,  we  omitted 
a  color  or  two  in  certain  areas  to 
give  us  cleaner  reproduction. 
The  results  were  good;  how¬ 
ever,  we  had  to  sacrifice  true 
color  package  identification. 


.4flditional 
stories  and 
awards  list 
at  Southwest 
Color  Conference 
on  Pages  86*88 
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♦THE  CINCINNATI  ENQUIRER  REACHES  THE 
MARKET  THAT  MATTERS  .  .  . 

. .  .  the  families  with  higher  incomes:  with  $600  a  year  more  to 
spend  than  the  average  Cincinnati  family. 

. . .  the  younger,  larger,  more  active  families  who  need  more,  use 
more,  buy  more. 

. ,  .  the  families  with  better  jobs:  Nearly  half  of  all  Enquirer  sub¬ 
scribers  are  in  white-collar  occupations,  compared  to  only  a 
third  of  all  Cincinnati  households. 


More  and  more  advertisers  are  discover¬ 
ing  that  reaching  this  solid  market-that- 
matters  makes  a  big  difference  in  adver¬ 
tising  effectiveness.  And  they’re  finding 
that  nothing  reaches  and  influences  this 


market  like  the,  Cincinnati  Enquirer. 
Get  the  full  story  of  Solid  Cincinnati 
from  the  latest  Top  Ten  Brands  survey. 
Call  or  write  The  Enquirer’s  Re¬ 
search  Department  for  your  copy. 


Represented  by  Moloney,  Regan  (d  Schmitt,  Inc. 


CASE  HLSTORIES  SHOW  .  . 


Color  Best  Insurance  Against  Obscurity 


Dallas,  Texas 

Presentation  of  four  case  his¬ 
tories  of  ROP  color  successes  in 
as  many  different  types  of  busi¬ 
nesses  highlighted  the  first  an¬ 
nual  Southwest  Newspaper 
Color  Conference  here  and  left 
no  doubt  that  the  use  of  color 
in  a  local  newspaper  ad  is  the 
best  insurance  against  obscurity 
that  an  advertiser  can  buy. 

Speakers  who  told  how  news¬ 
paper  color  ads  paid  off  for 
their  respective  firms  were: 
Horace  Busby,  Midland  Drug 
Stores,  Midland,  Texas;  Linton 
Bowman,  Mutual  Building  & 
Loan  Co.,  Greenville,  Texas; 
Stanley  Campbell,  Pure  Milk 
Co.,  Waco,  Texas;  and  Rodney 
Boling,  Rodney’s  Men’s  Stores, 
Houston,  Texas. 

Thumbnail  sketches  of  each 
case  history  follow: 

Midland  Drug  Stores,  Mid¬ 
land:  “.  .  .  Our  prices  play  the 
most  important  part  in  our  ad¬ 
vertising.  In  offering  merchan¬ 
dise  at  such  outstanding  sav¬ 
ings  ...  we  put  added  emphasis 
on  the  price  with  color  .  .  .  Our 
yearly  gross  exceeding  $3,500,- 
000  is  one  answer  to  newspaper 
advertising  in  color, 

“Color  may  be,  and  I  feel 
certain  it  is,  of  more  value  when 
it  assists  in  the  selling  of  just 
one  product  in  one  ad.  Especial¬ 
ly  so  when  the  ad  uses  multiple 
colors.  We  at  Midland  Drug  are 
in  no  position  to  try  the  ‘single 
product’  ad  as  all  of  our  ads 
are  of  the  omnibus  nature  .  .  . 
Sometimes  we  advertise  as 
many  as  30  to  50  items  in  one 
ad.  Perhaps  its  value  as  a  color 
ad  decreases  somewhat  since  we 
do  carry  so  many  items  in  color. 
But  against  a  black  and  white 
ad,  even  if  improperly  used,  it 
remains  a  definite  asset  rather 
than  a  detriment  .  .  . 

“Color,  to  us,  plays  its  most 
important  role  by  selling  the 
price  of  the  articles.  It  has  been 
proven  to  us  over  and  over 
again  that  the  item  with  the 
price  in  color  outsells  the  others 
...  In  stressing  the  price  of  a 
leader  item  in  color,  we  know 
that  the  ‘pull’  of  the  price  will 
guarantee  us  traffic,  and  traffic 
is  the  foundation  of  our  opera¬ 
tion.  We  average  better  than  a 
full-page  in  color  three  times 
a  week  throughout  the  year.  In 
each  ad  there  will  always  be 
found  10  to  30  leading  traffic 
items. 

“Our  ads  appear  Sundays, 
Tuesdays  and  'Thursdays.  Of 
course,  during  the  two  weeks 
prior  to  Christmas  we  run  a 
full-page  ad  every  day.  From 


the  saturation  standpoint,  you 
can  see  we  have  only  a  short 
‘lull’  between  ads.  Our  Sunday 
ads  are  in  effect  Sunday  and 
Monday;  our  Tuesday  ad  prices 
are  in  effect  from  Tuesday  after¬ 
noon  through  Wednesday,  and 
the  Thursday  ad  is  in  effect 
through  Sunday.  That  schedule 
gives  us  excellent  coverage  and 
assures  constant  flow  of  traffic. 

“Midland  Drug  Co.  is  always 
identified  by  its  color  ads.  Our 
Thursday  ad  never  varies  in 
color.  It  has  maintained  the 
particular  purple  since  its  in¬ 
ception  and  this  particular  ad 
always  outsells  the  Tuesday  and 
Sunday  ads,  with  the  exception 
of  the  Sunday  Dollar  Day  ad 
that  is  published  the  first  of 
each  month.  I  change  the  color 
quite  often  in  the  'Tuesday  and 
Simday  ads.  I  am  usually  gov¬ 
erned  by  the  season  of  the  year 
or  some  specific  holiday. 

“Midland  Drug  has  been  a 
constant  user  of  color  since  the 
Midland  (Texas)  Reporter-Tele¬ 
pram  inaugurated  color  in  1948. 
It  has  used  a  total  of  480,000 
inches  in  color  since  that  year 
.  .  .  Any  drug  store  willing  to 
use  approximately  40,000  inches 
in  color  yearly  can  have  no  mis¬ 
givings  about  color  advertising 
.  .  .  Newspaper  advertising  is 
and  will  continue  to  be  an  inti¬ 
mate  and  influential  factor  in 
Midland  Drug  Company’s  fu¬ 
ture.” 

Mutual  Building  &  Loan  Co.: 
“.  .  .  In  the  face  of  comnetitive 
advertising  which  was  aimed  at 
10-day  saturation  by  the  use  of 
quarter  and  half-page  ads  each 
day  during  the  first  to  10th 
monthly  promotion  period,  we 
were  to  use  a  one-half-  to  three- 
quarter  page  ad  with  color,  and 
to  place  the  ad  on  Sunday  to 
allow  leisure  readership  and 
slight  additional  circulation  cov¬ 
erage. 

“In  actual  linage,  we  were 
using  84  to  100  inches  of  adver¬ 
tising  with  color,  on  a  one-time 
basis.  Our  competition  was 
using  350  to  500  inches  over  a 
10-day  period.  Color  could  pro¬ 
vide  us  with  the  answer  to  a 
limited  budget,  but  could  it  pos¬ 
sibly  pull  in  the  face  of  ‘tight 
money’  and  such  a  strong  com¬ 
petitive  program  ? 

“.  .  .  Comparison  studies  were 
made  during  July,  and  results 
were  far  better  than  could  have 
been  anticipated.  It  had  been 
our  hope  to  merely  ‘hold  the 
line’  and  record  a  small  savings 
growth  during  a  time  when 
many  associations  were  actually 
recording  slight  losses  .  .  . 


“By  using  color  in  our  ad¬ 
vertising  ...  we  were  able  to 
experience  a  savings  growth 
over  39  better  than  our  best 
previous  period — this  in  the  face 
of  increased  competitive  adver¬ 
tising,  ‘tight  money’,  and  na¬ 
tionally  advertised  dividend  in¬ 
creases  on  the  Pacific  Coast. 

“To  set  a  new  deposit  record 
was  considered  impossible,  but 
to  better  our  previous  high  by 
more  than  39%  was  phenome¬ 
nal.  I  feel  that  ROP  color  was 
certainly  the  dominant  factor  in 
the  success  of  our  campaign  .  .  . 

“The  use  of  color  in  a  news¬ 
paper  ad  is  the  best  insurance 
against  obscurity  an  advertiser 
can  buy.  It  improves  domination, 
stimulates  readership,  and  adds 
prestige.  The  value  of  color, 
therefore,  should  be  apparent  to 
anyone  wishing  to  improve  his 
advertising  results  .  .  . 

“Domination,  readership  and 
prestige  are  important,  but  if 
they  fail  to  produce  a  business 
increase,  they  are  valueless.  We 
certainly  consider  the  39%  dol¬ 
lar  volume  increase  .  .  .  and  the 
63%  account  increase  to  be  evi¬ 
dence  of  a  job  well  done,  and 
made  possible  by  color  .  .  .” 

Rodney’s  Men’s  Stores:  “.  .  . 
Until  three  years  ago  our  adver¬ 
tising  was  not  as  creative,  nor 
as  completely  coordinated  as  it 
should  have  been.  Although  we 
ran  two  or  three  ads  each  week, 
our  results  were  nothing  spec¬ 
tacular,  but  just  about  par  for 
the  course. 

“At  this  point  we  made  a 
spectacular  discovery.  ROP 
color  .  .  .  Our  newspaper  repre¬ 
sentative  asked  to  show  us  a 
color  presentation  .  .  .  We  de¬ 
cided  to  go  all  the  way  with 
color.  The  only  question  was 
the  budget.  A  careful  analysis 
of  the  figures  showed  that  we 
could  have  our  cake  and  eat  it 
...  By  inmning  fewer  ads.  In¬ 
stead  of  being  in  the  paper  two 
or  three  times  per  week,  we 
would  be  in  two  or  three  times 
per  month  .  .  . 

“We  were  told  that  color  had 
far  greater  retention  value  than 
black  and  white  .  .  .  We  decided 
that  for  maximum  results  we’d 
use  big  ads  in  a  big  paper  to 
sell  the  big  dynamic  Houston 
market  ...  For  one  entire  year 
we  would  use  color  in  every  one 
of  our  ads  (except  clearance 
ads)  and  that  every  ad  would  be 
at  least  a  half-page  or  larger 
in  size. 

“.  .  .  We  realized  that  for  our 
program  to  be  successful,  we 
would  have  to  give  a  lot  of 
thought  to  the  items  and  to  the 


timing  of  our  ads.  We  decided 
there  would  be  five  basic  ways 
in  which  we  would  use  color  .  .  . 
to  promote  actual  merchandise 
in  its  true  color;  use  color  for 
its  attention-compelling  quali¬ 
ties  in  background  effects;  use 
color  to  introduce  store  irerson- 
alities  and  others  and  tie  this 
in  w'ith  our  merchandising;  use 
color  to  present  price  items;  and 
to  use  color  to  tell  of  and  dram¬ 
atize  store  services  .  .  . 

“In  the  first  year  we  cut  our 
advertising  budget  15%  and 
finished  the  year  with  a  gain  in 
volume  of  7%,  during  a  general 
recession  period  when  most 
clothing  stores  were  showing 
losses.  The  second  year  our  ad 
budget  remained  the  same  as 
the  year  before  and  our  volume 
increased  15%. 

“.  .  .  isn’t  such  a  program 
very  time-consuming?  Isn’t  it 
a  great  deal  of  trouble  to  pro¬ 
duce?  The  answer  is  NO.  Our 
entire  program  has  been  han¬ 
dled  by  the  advertising  and  ad 
production  department  of  our 
local  newspaper  (Houston 
Chronicle)  .  .  .  We  are 

thoroughly  sold  on  newspaper 
color.  We  believe  it  is  the  most 
dynamic  form  of  advertising 
available  to  the  retailer  today. 
That  is  why  86%  of  our  adver¬ 
tising  budget  goes  into  color 
newspaper  advertising  .  .  .” 

Pure  Milk  Co.,  Waco:  “People, 
through  the  use  of  color  in 
newspaper  ads,  help  to  sell 
packaged  products  to  other 
people.  That,  when  you  dig  into 
it,  is  the  nut  of  the  whole  thing. 
Color  is  emotion.  It  must  be 
used  emotionally  in  order  that 
it  may  be  maximumly  effective 
as  a  cumulative  ingr^ient  .  .  . 

“Now,  the  end  result  sought 
by  all  such  ads  is  to  further  the 
movement  of  merchandise,  food 
merchandise.  It  is  therefore,  a 
family  affair.  The  newspaper  is, 
therefore,  the  basic  advertising 
medium.  Color  is,  therefore,  an 
intrinsically  vital  ingredient. 

“Whet  the  appetite  and  you 
cut  down  sales  resistance.  Color 
is  one  of  the  most  reliable  whet¬ 
stones  on  which  to  sharpen  the 
appetite.  Color,  emotion^ly, 
used,  helps  tremendously  in  the 
out-going  movement  of  food 
merehandise. 

“Color  is  the  lodestone  that 
picks  up  the  reader’s  attention; 
the  road  map  that  guides  his 
emotional  aw'akenings;  the 
faithful  retainer  that  holds  the 
image  right  up  to  the  point  of 
sale;  and  the  dynamite  that  ex¬ 
plodes  the  accumulated  desires 
into  buying  action.” 
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in  The  Detroit  Times 


—thanks  to  color  with  a  high  “eye-cue” 


The  country’s  best  writers  provide  good  reading 
in  The  Detroit  Times.  Dramatic,  true-to-iife  color 
reproduction  provides  GOOD  LOOKING  in  The 
Detroit  Times. 

The  proof?  Nearly  4,000  newspaper  tear  sheets, 
from  newspapers  everywhere,  were  tested  by  the 


William  Esty  Company  for  trueness  of  color  and 
register.  The  results?  Out  of  eight  Detroit  Times  ads 
tested,  seven  rated  “Very  Good,”  the  eighth,  “Good.” 
This  is  why  more  and  more  advertisers  are  selling 
their  goods  and  services  through  “living-color”  in 
the  pages  of  The  Detroit  Times. 


KEEP  YOUR  EYE  ON  THE  TIMES 


Best  Use  of  Color 
Cited  in  Southwest 


Daixas,  Texas 
Award  winners  of  the  first 
Southwest  Newspaper  ROP 
Color  Awards  Competition  were 
announced  here  last  week  as 
part  of  the  Southwest  Newspa¬ 
per  Color  Conference  by  Ray  L. 
Powers,  business  manager  of  the 
Houston  (Texas)  Press. 

In  presenting  awards  to  win¬ 
ners  from  some  750  entries,  Mr. 
Powers  noted  that  the  occasion 
marked  the  first  time  that  a 
group  of  publishers  had  ever 
agreed  to  collectively  award  and 
recognize  the  merit  of  using 
color  in  newspaper  advertising, 
either  local,  general,  classified 
or  in  the  news  columns  of  a 
daily  newspaper. 

The  awards: 

Best  use  of  color  for  presentation  of  a 
news  or  feature  story 

M^aJ;  Houston  Chronicle  (Howard 
Brodie  Sketch  of  Korean  Battle  Scene). 

Special :  _  Oklahoma  City  Daily  Okla¬ 
homan  (Women’s  Section  Feature  Page 
on  Shoes)  and  (Feature  With  Oriental 
Rug  Photo). 

AWARDS  OP  EXCELLENCE: 
(100,000  and  Above  Circulation) 

Dallas  Morning  News 
(Color  Photo  of  Karl  Hoblitzelle) 
Houston  Chronicle 
(Christmas  Gift  Guide  Cover) 
Oklahoma  City  Daily  Oklahoman 
(Two  Pages  of  New  Model  Cars) 
(20,000  to  50,000  Circulation) 

Lake  Charles  (La.)  American  Press 
(Food  Page  Photo  of  Steak  Dinner) 
IVichita  Falls  Times  &  Record-News 
(Christmas  Greeting^^) 

San  Angelo  Standard-Times 
(Food  Page  Section  Cover  on  Cherry  Pie) 
IVichita  Falls  Times  &  Record-News 
(Women’s  Page  Feature  on  Fashions) 
San  Angelo  Standard-Times 
(Food  Page  Feature  on  Turkey  Dinner) 

Best  color  advertisement  by  a  local  or 
retail  advertiser,  using  2  or  more  colors 
and  black 

Medal:  Frost  Bros.,  San  .Antonio  (.Ad 
on  Carpetbag  Handbags  in  yon  Antonio 
Express  Sr  News). 

AWARDS  OF  EXCELLENCE: 

.A,  Harris  &  Co.,  Dallas 
(Vari  colored  Gloves  in  Dallas  Morning 
News) 

Grammer-Murphey  Village,  Midland 
(Sports  Clothes  Ad  in  Midland  Reporter- 
Telegram) 

Neiman-Marcus,  Dallas  and  Houston 
(College  Clothes  ’60  Ad  in  Dallas  News 
and  Houston  Post) 

-A.  Harris  &  Co.,  Dallas 
(Lipstick  Ad  in  Dallas  Morning  News) 
Grammer-Murphey  Village,  Midland 
(Knit  Sportswear  Ad  in  Midland 
Reporter-  T  elegram  ) 

*  *  * 

Best  color  advertisement  by  a  local  or 
retail  advertiser,  using  1  color  and  black 
Medal:  William  F.  Finn  &  Associates, 
■Tyler  (Tyler  Clearing  House  .Associa¬ 
tion,  (Christmas  Ad  in  Tyler  Courier- 
Times  &  Telegraph). 

AWARDS  OF  EXCELLENCE: 
Dunlap’s  Department  Store,  Lubbock 
(Shoe  and  Dress  Ad  in  Lubbock 
Avalanche-Journal) 
Hemphill-Wells,  Lubbock 
(Fashions  in  Fern  Mist  Green  Ad  in 
Lubbock  Avalanche-Journal) 
Rothchild’^  Oklahoma  City 
(Shoe  Ad  in  Oklahoma  City  Daily 
Oklahoman) 

(Child’s  Super  Market,  Marshall 
(Cantaloupe  Ad  in  Marshall 
News-M  essenger) 

Knolle  Jersey  Farms,  Corpus  Christi 
(Cherry  Vanilla  Ice  Cream  Ad  in 
Corpus  Christi  Caller-Times) 
Grammer-Murphey  Village,  Midland 
(Coat  Ad  in  Midland  Reporter-Telegram) 


Best  color  advertisement  by  a  regional 
or  national  advertiser,  using  1  color  and 
black 

Medal:  Godchaux  Brown  Sugar  (Na¬ 
tional  Sugar  Retining  Co.).  Agency: 
Fitzgerald  Advertising  Agency,  New  Or¬ 
leans.  Entered  By:  Shreveport  Times  Sr 
Journal. 

AWARDS  OF  EXCELLENCE: 

Red  Heart  Cat  Food  (John  Morrell 
&  Co.)  .Agency:  John  W.  Shaw  .Advertis¬ 
ing,  Chicago.  Entered  By:  Midland  Re¬ 
porter-Telegram. 

Foremost  Milk  (Foremost  Dairies. 
Inc.).  .Agency:  Batten,  Barton,  Durstine 
&  Osborn,  New  York.  Entered  By:  Mid¬ 
land  Reporter-Telegram. 

^  Borden’s  Egg  Nog  Mix  (The  Borden 
Company).  Agency:  Tracy- Locke  Com¬ 
pany,  Dallas.  Entered  By:  Houston 
Chronicle. 

Best  color  advertisement  by  a  national 
or  regional  advertiser,  using  2  or  more 
colors  and  black 

_  Medal :  Old  Taylor  Bourbon  (.Agency : 
Kudner  .Agency.  Entered  By:  Tulsa 
IVorld  and  Tribune). 

Special  .Awards:  Northern  Tissue 
(Northern  Paper  Co.)  Agency:  Young  & 
Rubicam,  Chicago.  Entered  By:  Fort 
IVorth  Star-Telegram  and  Dallas  Times 
Herald. ) 

Busch  Bavarian  Beer  (.Anheuser- 
Busch).  iAgency:  Gardner  -Agency,  St. 
Louis.  Entered  By:  Houston  Chronicle. 

AWARDS  OF  EXCELLENCE: 
“Secret”  Deodorant  (Proctor  &  Gamble) 
Agency:  Leo  Burnett,  Chicago 
Entered  By:  Shreveport  Times  Sr  Journal. 
Oklahoma  City  Daily  Oklahoman, 
IVichita  Falls  Times  &  Record-News, 
Dallas  Times  Herald, 

Corpus  Christi  Caller-Times 
Cook  Book  Bread  (.American  Bakeries) 
.Agency:  Young  &  Rubicam,  Chicago 
Entered  By:  Fort  IVorth  Star-Telegram 
Fairmont  Cottage  CTieese  (Fairmont 
Dairies) 

.Agency : 

Entered  By:  Oklahoma  City  Daily 
Oklahoman 

Brown’s  Velvet  Sherbet,  New  Orleans 
Agency :  Fitzgerald  .Advertising, 

New  Orleans 

Entered  By:  Fitzgerald  .Advertising 
Agency 

Wilson  Bacon  (Wilson  Packing  Co., 
Chicago) 

.Agency:  Campbell,  Mithun,  Chicago 
Entered  By:  Tulsa  IVorld 
7-L'P  Floats  and  Foremost  Ice  Cream 
-Agency :  W aghome  &  Associates, 

San  -Antonio 

Entered  By:  San  Antonio  Express  oiid 
News 


Best  use  of  color  for  in-paper  promotion 
(More  Than  50,000  Circulation) 

Medal:  Houston  Chronicle. 

Excellence:  Houston  Press. 

( Less  Than  50,000  Circulation) 

Medal:  Paris  News. 


Best  reproduction  of  color  advertise¬ 
ment,  using  1  color  and  black 
(Less  Than  10,000  Circulation) 

Medal:  Greenville  H erald - B anner 
(Collins  Furniture  Ad). 

Excellence:  Lufkin  Daily  Netvs  (Mrs. 
Baird’s  Bread  Ad). 

(10,000  to  20,000  Circulation) 

Medal:  Midland  Reporter-Telegram 

(Grammer-Murphey  Village  Ad). 

Excellence:  Temple  Daily  Telegram 
(Duchess  Ice  Cream  Ad);  Midland  Re¬ 
porter-Telegram  (First  National  Bank) 

(20.000  to  50,000  Circulation) 

Medal:  IVichita  Falls  Times  &  Record- 
News  (Ortho  Chemical  Ad). 

(100,000  Circulation  and  Above) 

Medal:  Houston  Chronicle  (One-A- 
Day  Vitamins). 

Excellence:  Houston  Post  (Sakowitz 
Bros.)  and  (Neiman-Marcus). 


Best  reproduction  of  an  advertisement 
using  2  or  more  colors  and  black 
(10,000  to  20,000  Circulation) 

Medal:  Temple  Daily  Telegram  (Pearl 
Beer). 


(20.000  to  50,000  Circulation) 

Medal:  Monroe  (I-a.)  News-Star  & 
IVorld  (FalstalT  Beer). 

Excellence:  San  Angelo  Standard-Times 
(Falstaff). 

Port  Arthur  News  (Gifford’s  Early 
.American  Shop) 

Port  Arthur  News  (Lone  Star  Beer) 

(50,000  to  100,000  Circulation) 

Medal:  Corpus  Christi  Caller-Times 
(Rath’s  Bacon), 

(100,000  and  Above  Circulation) 

Medal:  Houston  Post  (Neiman-Marcus 

Ad  on  Shoes  &  Ladies  Bag). 

Excellence;  Dallas  Times  Herald 
(Heinz  A^inegar) 

Houston  Chronicle  (Com  Book  Bread) 
Houston  Post  (Neiman-Marcus) 
Houston  Post  (Lamb  Council  of  America) 
Dallas  Times  Herald  (Salem  Cigarettes) 

SPECIAL  AWARDS 

Jackson  Brrwit^  Company,  New  Or¬ 
leans — For  contributions  to  advance  of 
new.siiaiier  run-of-press  color  reproduction 
techniques  through  Jax  Beer  advertising 
campaign  of  1959. 

Rodney  Boling.  RodneVs  Men’s  and 
Boy’s  Stores,  Houston — For  support  of 
news|iaper  color  advertising  and  for  ex¬ 
ception^  use  of  run-of-press  color  adver¬ 
tising  in  retail  merchandising. 


Racine  Heads 


Color  Dept. 

Chicack) 

Delos  Racine  has  been  ap¬ 
pointed  superintendent  of  the 
Chicago  Tribune  color  engrav¬ 
ing  department,  succeeding  Pat 
Bresnahan,  who  recently  re¬ 
tired. 

Mr.  Bresnahan,  an  engraver, 
was  given  the  task  of  making 
plates  for  one  of  the  first  Trib¬ 
une  color  pages  reproduced  by 
the  half-tone  process.  Prior  to 
1935,  color  plates  were  made 
by  the  Ben  Day  process.  A  year 
later  he  became  superintendent 
of  the  newly-organized  color  en¬ 
graving  department.  Over  the 
years  his  department  has  con¬ 
tributed  much  to  the  develop¬ 
ment  of  ROP  color  in  the  Trib¬ 
une. 

Mr.  Racine  joined  the  Trib¬ 
une’s  color  engraving  depart¬ 
ment  as  a  journeyman  in  1936, 
after  serving  his  apprenticeship 
in  commercial  shops.  He  was 
named  night  foreman  in  1940. 

• 

Stewart  Elected 
President  of  K&E 

David  C.  Stewart  has  been 
elected  president  of  Kenyon  & 
Eckhardt  Inc.  according  to  Ed¬ 
win  Cox,  chairman  of  the  board. 
William  B.  Lewis  was  elected 
chairman  of  the  board  and  Mr. 
Cox  becomes  chairman  of  the 
executive  committee. 

Mr.  Lewis  has  been  President 
since  1951.  During  his  adminis¬ 
tration  the  agency  grew  from  a 
$34,000,000  volume  to  one  of 
$90,000,000. 

Mr.  Stewart,  with  K&E  for 
15  years,  was  formerly  a  cor¬ 
porate  officer  and  director  of 
several  companies  in  the  oil 
industry. 


2  Swedish 
Papers  Buy  I 

Color  Press  I 

Ampress,  S.  A.,  of  Switzer¬ 
land,  wholly-owned  subsidiary 
of  R.  Hoe  &  Co.,  Inc.,  has  an¬ 
nounced  its  first  order,  calling  i 

for  approximately  $2,000,000  in  j 

Colormatic  press  equipment  for  ' 

the  publishers  of  Dagens  Ny- 
heter  and  Expressen  of  Stock¬ 
holm. 

The  order  consists  of  12  Am¬ 
press  Colormatic  units,  three 
double  Folders,  is  fully-auto- 
matic  paper  roll  reels,  automatic  ' 

tension  devices  and  fully-auto-  I 

matic  web  splicing  mechanisms, 
six  4-color  couples,  three  3-color 
couples,  as  well  as  additional 
color  facilities. 

These  two  Swedish  papers 
have  a  combined  circulation  ex¬ 
ceeding  700,000.  The  presses  will 
be  built  at  the  plant  of  Nydqvist 
&  Holm  A.  B.,  Trollhattan,  one 
of  the  Bofors  Industries  in 
Sweden. 

A  new  building  is  planned  by 
the  papers  in  the  modem  sector 
of  central  Stockholm  called 
Marieberg,  overlooking  Lake 
Maiaren,  which  is  a  short  dis¬ 
tance  from  the  present  plant. 
Four  floors  of  the  new  multi¬ 
story  modem  design  stmeture 
will  be  utilized  for  the  printing 
plant. 

• 

Georgia  Newspaper 
Has  New  Editor 

West  Point,  Ga. 

Publisher  Doyle  Shirley  has 
announced  the  appointment  of 
Main  Rich  as  editor  of  the 
Valley  Timea-News,  The  posi- 
ti(m  has  been  open  since  the 
resigfnation  of  Davis  Haines  as 
editor  and  publisher  on  Aug.  16. 

Mr.  Rich  has  worked  on  several 
newspapers  and  has  been  editor 
of  the  National  Young  Demo¬ 
crat. 

Ben  House  has  resigned  as 
city  editor  of  the  Times- News  to 
be  editor  and  publisher  of  the 
North  Charleston  (S.  C.)  Ban¬ 
ner,  a  new  weekly  newspaper. 

• 

Diagram  for  Death 

Salt  Lake  Ci’TY,  Utah 

In  a  series  of  articles  on  fatal 
traffic  accidents,  the  Deseret 
News  is  explaining  the  situa¬ 
tions  behind  the  headlines  that 
are  not  reported  in  detail  in  the 
usual  type  of  accident  stories. 
Called  “Diagram  for  Death,” 
the  articles  are  accompanied 
with  drawings  showing  the  path 
of  death. 
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ALL  FLORIDA’S 
PRECISION 
SELLING! 


The  Measure  of 
ALL  FLORIDA  —  TV  WEEK 
Advertising  Value 

No  other  type  of  magazine  offers  the  local  im¬ 
mediacy  of  Sunday  Supplements.  No  Sunday 
Supplement  hits  representative  Florida  with  the 
impact  of  ALL  FLORIDA  -  TV  WEEK.  No  other 
Sunday  Supplement  offers  the  readership,  circu¬ 
lation  or  flexibility  of  AF-TV  Week  in  Florida 


‘THC  KST  »UY  IN  TNC 
NCSS.*'  Myt  Dkk  Po^.  ommt  of 
foiwd  CypTGM  OofdGWS  ond  lOflQ 
tiniG  odvGTliMr  in  All  FIOMOA* 
TV  WCIK  mogncifiG. 


1 .  READERSHIP  all  Florida  -  tv  week  has 

a  longer  life  and  double  the  advertising  exposure  of 
any  Sunday  Supplement  in  Florida.* 

2.  CIRCULATION  all  Florida  -  tv  week  has 

grown  phenomenally  since  its  introduction  in  1953, 
to  a  current  554,466.**  Florida’s  largest  ABC  circu¬ 
lation,  in  the  nation’s  fastest  growing  State,  a  State 
which  1950  -  1960  U.  S.  Census  figures  show  jumped 
from  18th  to  10th  place.  This  gives  the  ALL  FLORI¬ 
DA  -  TV  WEEK  magazine  a  PENETRATION  of 
38.3%  of  the  Florida  market. 

3.  FLEXIBILITY  You  can  buy  one,  several,  or  all 
five  regional  zone  editions  with  complete  local  TV 
program  listings. 

•  boipd  on  o  ftwrvoy  pfopofod  by  First  Rosoorch  Corporolion. 

•  •  ABC  nowspopors  corrying  ALL  FLORIDA,  besod  on  ABC  ow> 

dits  of  pobbsKoft  roports  for  6  monfhs  poriod  ondmg  Morch 
31, 1960. 

A.F.M. 

The  Largest  Circulation  In  Florida 
The  Largest  Circulation  In  The  South 

Distributed  In  18  Newspapers 


DAYTONA  BEACH  Sunday  Ncwf-Journal.  DELAND 
Sun  N<w>.  FORT  MYERS  Ncwa-PreM.  GAINESVILLE 
Daily  Sun.  JACKSONVILLE  Florida  Timca-Union, 
LAKELAND  Ledger,  LEESBURG  Daily  Commercial, 
MELBOURNE  Timet,  OCALA  Slar  Baimor,  PALM 
BEACH  Poil-Timet.  PANAMA  CITY  Newt-Herald, 
PENSACOLA  Newt-Journal.  SARASOTA  Herald-Tri¬ 
bune.  ST.  PETERSBURG  Independenl.  TALLAHASSEE 
Democrat  TAMPA  Timet.  WINTER  HAVEN  Daily 
Newt-Chief.  FT.  PIERCE  Newt-Tribune. 


Represented  nationally  by  JOHN  H.  PiRRY  ASSOCIATES 


NEW  YORK,  36, 1 9  W.  44*  St.  Tel:  MUrroy  HiH  7-S047,  William  K.  Dorman,  Con.  Mgr.  CHICAGO 
4, 224  South  Michigao  Avo.,  Tali  HArriton  7-4006.  Robart  A.  AMchaN,  Mgr.  DETROIT  2, 7-266  Oan- 
arolMoleri  Building,  Tali TRinMyS-l  603,  John  F.  Cola,  A4gr.  PHKADEIPHIA  7, 12  South  12  Strool, 
Tals  WAInul  2-3SSS,  Robart  Hdchingt,  Mgr.  SAN  FRANCISCO  4,  Ruit  Building,  Tali  YUkan  1-1261, 
:?uit  J.  Rubin,  Mgr.  ATLANTA  3, 411  Glann  Building,  Tali  MUrroy  B-3966,  J.  0.  Whitahood,  My. 


PROMOTION 


News  and  Comment 
On  Mailbag  Content 

By  George  Wilt 


If  the  Promotion  mailbag  is 
any  kind  of  a  barometer,  news¬ 
paper  promotion  totes  a  wide 
variety  of  barges,  and  newspaper 
research  lifts  an  equally  diverse 
assortment  of  bales.  What’s 
more,  they  come  in  the  hand¬ 
somest  array  of  packaging. 

A  guided  missile  found  its 
target  here,  carrying  a  payload 
of  “space”  information. 
Launched  by  Dave  Henes  at  the 
Detroit  Free  Press,  the  6% -inch 
Incite  rocket  contained  a  16- 
page  miniature  copy  of  that 
jjaper  measuring  four  by  six 
inches  and  proclaiming  that 
Free  Press  circulation  had 
rocketed  to  over  half  a  million. 
The  rest  of  the  Tom  Thumb¬ 
sized  paper  pitched  news  cover¬ 
age,  editorials,  features,  adver¬ 
tising,  pictures  and  comics. 

On  Color  Theme 

In  keeping  with  E&P’s  color 
theme  this  week,  Leonard  Bach, 
Pliiladelphia  Inquirer  promotion 
manager,  sent  along  a  four- 
color,  accordion-folder  featuring 
three  antique  typeface  capital 
F’s,  pointing  out  the  fact  that 
the  Inquirer  now  publishes  full 
editorial  color  three  days  a  week. 
Fashions  on  Tuesday,  Food  on 
Thursday,  and  Furnishings  on 
Fridays. 

Dramatic  use  of  color  was 
made  both  in  the  special  “Dy¬ 
namic  Oklahoma”  sections  of 
the  Daily  Oklahoman,  and  the 
12-page  full  newspaper  page- 
size  section  that  John  Blatt  put 
together  to  kick  off  the  promo¬ 
tion  for  the  special,  which 
proved  an  outstanding  promo¬ 
tion  piece  itself.  The  12-pager 
included  the  five  full-color  covers 
from  the  section,  plus  seven 
red-and-black  promotion  pages 
describing  the  content,  plus 
other  data. 

Other  promotion  for  the  128- 
])age  five  part  section  containing 
187,000  lines  of  advertising  in¬ 
cluded  :  special  luncheons  and 
meetings,  correspondence 
stickers,  a  wide  variety  of  house 
ads  in  black-and-white  and  color, 
direct  mail,  trade  paper  ads, 
rack  cards,  counter  cards,  spe¬ 
cial  hats  and  aprons  for  street 
sales,  letters,  post  cards,  six 
pieces  of  carrier  promotion, 
truck  posters,  a  saturation 
schedule  of  radio  spots  and  a 
complete  merchandising  pro¬ 
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gram.  To  cap  it  off,  the  hand¬ 
some  special  section  itself  was 
packaged  in  a  file-folder  type  of 
cover  loaded  with  market  data 
and  used  as  a  national  promo¬ 
tion  piece  with  advertisers  and 
agencies.  Looks  like  they  kept 
their  cake  and  ate  it,  too. 

*  «  « 

Markets — Two  different  treat¬ 
ments  of  Market  Data  Folders 
crossed  our  desk  during  the  past 
week.  Twelve  pages  of  informa¬ 
tion  about  the  Grand  Rapids 
(Michigan)  Press  and  its  23- 
county  market  took  the  format 
of  a  tabbed  file  folder.  Loaded 
with  maps  and  market  data  for 
all  the  counties  in  its  circula¬ 
tion  area,  it  also  furnished  a 
rundown  on  the  paper’s  mer¬ 
chandising  services. 

Equally  informative,  but  pack¬ 
aged  as  a  20-page,  red,  green, 
gold  and  black  glossy  stock  book¬ 
let,  released  by  the  Simcoe 
(Ontario)  Reformer.  The  9,000- 
circulation  daily  on  the  north¬ 
ern  shore  of  Lake  Erie,  told  its 
market  story,  highlighted  with 
loads  of  photos,  particularly  of 
local  agriculture,  industry  and 
tourist  attractions. 

Hi  *  * 

PROMOTING  HEADUNERS 
— The  Austin  (Minn.)  Daily 
Herald  has  been  publishing  a 
900-line  house  ad  every  day 
since  the  first  of  this  month 
featuring  employees  of  the  paper 
in  all  departments. 

Bill  Eager,  Montreal  Star 
promotion  manager,  blew  into 
New  York  last  week  with  hurri¬ 
cane  Donna.  Bill  tells  us  that 
promotion  departments  all  over 
the  U.  S.  and  Canada  are  re¬ 
questing  reprints  of  the  series 
on  Star  headliners  now  running 
as  in-paper  ads,  and  in  the 
Financial  Post.  The  series  fea¬ 
tures  intriguing  headlines — “He 
Wears  Three  Hats,”  is  the  come- 
on  for  deft  word-picture  of  Star 
drama,  literary  and  movie  critic 
Sydney  Johnson,  for  example — 
and  large  photos  of  the  person¬ 
alities.  Each  ad  carries  the  tag¬ 
line,  “Good  reporting  makes  a 
good  newspaper”  above  the 
paper’s  logo. 

«  «  * 

RESEARCHING  RESEARCH 

Comics  Study  —  The  Lansing 
(Mich.)  State  Journal  used 
their  carrier  organization  to 
compile  an  extensive  survey  of 
the  paper’s  comics.  Calling  on 


approximately  10%  of  home  de¬ 
livery  subscribers  in  the  city 
zone  and  rural  and  suburban 
areas,  with  a  pre-selected  sample 
based  on  social  and  economic 
factors,  the  survey  is  a  fore¬ 
runner  of  a  more  complete  re¬ 
search  program  to  be  conducted 
in  the  fall.  Carefully  selected 
carriers  were  briefed  by  dis¬ 
trict  managers,  and  furnished 
with  written  instructions  on  the 
purpose  and  methods  of  the  sur¬ 
vey.  Each  carrier  was  paid  five 
cents  per  properly  completed 
survey  card.  Total  cost  of  the 
field  work  for  the  survey  was 
only  $191.65. 

TTie  survey  revealed  that 
76.2%  of  the  respondents  stated 
that  they  read  the  State  Journal 
comics  almost  every  day,  with 
Blondie,  Beetle  Bailey,  Peanuts, 
The  Berrys  and  Joe  Palooka 
finishing  as  the  favorites. 
Women  readers  picked  them  as 
follows:  1.  Rex  Morgan,  2. 
Blondie,  3.  Mary  Worth,  4.  The 
Berrys,  5.  Peanuts.  Male  readers 
picked  Joe  Palooka  in  the  top 
-spot,  followed  by:  2.  Beetle 
Bailey,  3.  Blondie,  4.  Peanuts, 
5.  Captain  Easy.  Top  panel  car¬ 
toons  named  were:  1.  Dennis  the 
Menace,  2.  They’ll  do  it  everj’ 
time,  3.  Will-Yum;  4.  Believe 
it  or  not;  5.  Sweetie  Pie.  Pro¬ 
motion  manager  Harold  Fildey 
points  out  that  the  survey  pro¬ 
vides  the  State  Journal  with 
new  materials  and  figures  for 
promotion,  as  well  as  informa¬ 
tion  for  planning  their  comics’ 
package. 

« 

RADIO  SURVEY— The  Idaho 
Free  Press  had  the  Woman’s 
Century  Club  of  Nampa  (Idaho) 
conduct  a  telephone  survey  of 
residents  of  Nampa  and  Cald¬ 
well  to  determine  the  extent  of 
radio  listening  and  newspaper 
readership  in  Canyon  County. 
Club  members  completed  5,762 
calls  during  a  3-week  period, 
reaching  32.7%  of  the  homes 
in  the  county,  and  asking  four 
questions:  “(1)  Do  you  have  a 
radio  turned  on  now?  (2)  What 
station  are  you  listening  to? 
(3)  Who  is  sponsoring  the  pro¬ 
gram  you  are  listening  to?  (4) 
Do  you  read  the  Idaho  Free 
Press  or  The  News-Tribune.” 

According  to  the  survey,  1,514 
homes  (26.2%)  had  a  radio  on, 
with  the  listening  time  divided 
between  seven  stations.  4,248 
homes  (73.8%)  were  not  listen¬ 
ing  to  radio.  The  survey  also 
indicated  that  only  526  respond¬ 
ents  could  identify  the  sponsor 
(34%  of  those  listening).  No 
single  station  had  more  than 
6.4%  average.  On  the  other 
hand,  the  Idaho  Free  Press  and 
The  News-Tribune  showed 
77.7%  coverage  of  the  county 
area.  George  Cortes,  Ward- 
Griffith  Co.,  Inc.,  representative 


for  the  Idaho  papers  calls  at¬ 
tention  to  the  fact  that  all  of  the 
individual  survey  sheets  made 
by  the  more  than  100  club 
women,  as  well  as  the  master 
recap  sheet,  are  available  at  the 
newspaper’s  office  for  evamina-  i 
tion.  I 

«  *  «  I 

FROM  OTHER  MEDIA— A  1 
bright  idea  for  newspapers  pro-  ] 
moting  serialized  novels  conies 
from  McCall's  Magazine,  which  j 
sends  out  a  two-foot  long  folder  | 
entitled  “Have  you  read  any 
good  books  lately?”  The  folder 
encloses  the  dust  jackets  from 
the  eleven  best-sellers  serial¬ 
ized  in  that  magazine  during  the 
past  year. 

*  «  * 

DESSERT  SURVEY— Gowl 
Housekeeping’s  recent  survey 
among  1,892  members  of  its  con¬ 
sumer  panel  revealed  that  70% 
of  the  w’omen  questioned  served 
dessert  on  a  regular  basis  with 
dinner,  and  that  25%  of  the 
respondents  try  to  serve  “low- 
calorie”  desserts.  In  addition  to 
tabular  data  on  desserts,  the  86- 
page  report  contains  27  pages 
devoted  to  individual  comments 
of  respondents  in  the  survey. 

*  «  e 

“WILLIAM  ALLEN  WHITE 
would  have  relished  running  sta¬ 
tion  WPTR,”  is  the  headline 
from  a  trade  paper  ad  published 
by  that  Albany  radio  outlet. 
“Like  White,”  the  ad  continues, 
“WPTR  believes  that  the  pri¬ 
mary  function  of  any  media  of 
communication  is  to  commimi- 
cate.  That’s  why  (tho  music  is 
an  integral  part  of  our  program¬ 
ming)  news  comes  first.”  Wanna 
bet?  Albany  papers:  Sic  ‘Im! 

• 

SRO  Crowds 
At  Beautyrama 

PHILADBa.PHIA 

The  fourth  annual  production 
of  the  Philadelphia  Inquirer’s 
Beautyrama  closed  a  three-day 
run  before  a  capacity  audience 
at  the  Sheraton  Hotel  here. 
Standing  room  only  crowds 
packed  the  ballroom  for  the  final 
performance  of  the  “Pampered  i 
Look”  fashion  show,  then  ex¬ 
amined  the  displays  of  cosmetics 
and  perfumes. 

The  fashion  show  featured  a 
collection  of  gowns  designed  for 
Jean  Harlow,  Marlene  Dietrich, 
Carole  Lombard  and  other  movie 
stars.  The  gowns,  selected  by 
Edith  Head,  were  loaned  to 
Beautyrama  by  Paramount  Pic¬ 
tures.  The  commentary  was  by 
Fashion  Editor  Rubye  Graham. 

Beautyrama  is  under  the  di¬ 
rection  of  Milton  Rubin,  ad¬ 
ministrative  assistant  to  the  In¬ 
quirer’s  national  advertising 
manager. 


1,300,000  POUNDS  OF  INK 


PUBUC  RELATIONS 


SEC  Steps  Up  Checks 
On  PR  ‘Stock  News’ 


Market  surveillance  units  of 
the  Securities  and  Exchange 
Commission  are  stepping  up 
their  checks  on  the  PR  aspects 
of  stock  market  activity,  accord¬ 
ing  to  Paul  Windels  Jr.,  regional 
administrator. 

Mr.  Windels  was  interviewed 
because  Editob  &  Publisher 
had  been  told  by  Robert  Tap- 
linger,  president,  of  Robert  S. 
Taplinger  Associates,  that  he 
and  Robert  McLaren,  an  asso¬ 
ciate,  had  been  summoned  to  a 
hearing  at  SEC  offices.  They 
were  questioned  because  of  re¬ 
cent  and  continuing  activity  in 
the  stock  of  TELautograph  Cor¬ 
poration,  Los  Angeles. 

Following  a  Taplinger  release 
the  firm’s  stock  on  the  New 
York  Stock  E.xchange  jumped 
from  8%  to  24%  in  the  week  of 
Aug.  24-31.  Subsequently  it  was 
determined  that  an  official  of 
the  firm  and  two  directors  had 
sold  stock  during  the  rise  at 
considerable  profit.  Mr.  Tap¬ 
linger  said  he  bought  stock  at 
11%.  It  was  quoted  at  19% 
Sept.  20. 

General  Trend 

Mr.  Windels  agreed  to  talk 
generally  regarding  SEC  views 
on  financial  news  releases,  as 
long  as  it  was  specified  that 
what  he  said  was  not  to  be  con¬ 
strued  as  having  anything  to 
do  with  Taplinger  and  TELauto¬ 
graph.  SEC  policy  is  against 
public  examinations.  Any  con¬ 
clusions  reached  are  announced 
in  Washington,  unless  court  ac¬ 
tion  makes  it  news. 

Mr.  Windels  said  there  was  a 
general  trend  to  step  up  the 
“criminal  aspect  of  SEC  work.” 
Hardly  a  day  passes  in  the  New 
York  region  without  a  hearing 
under  way.  The  New  York  re¬ 
gional  office  alone  last  year  ob¬ 
tained  indictments  against  150 
persons.  This  represents  about 
1,000%  increase  over  five  years 
ago,  according  to  Mr.  Windels. 
Most  of  the  action  is  being 
taken  against  brokers,  who  can 
lose  licenses  when  in  trouble 
with  the  SEC. 

“We  have  had  a  continuing 
problem  in  the  area  of  corporate 
news”,  Mr.  Windels  said.  “It 
has  been  particularly  accented 
during  the  past  four  years  due 
to  increased  market  activity. 

“It  has  caused  us  concern  be¬ 
cause  it  is  a  basic  policy  of  SEC 
to  bring  information  on  securi¬ 
ties  into  the  public  domain.  We 


do  not  want  to  be  party  to  any 
suppression  of  news,  and  yet, 
without  encroaching  on  complete 
freedom  of  the  press,  we  must 
act  against  press  agent  types  of 
releases  designed  to  infiuence 
the  market.  Dissemination  of  de¬ 
ceptive  and  untrue  releases  can 
and  do  cause  trading  in  stocks 
at  levels  not  warranted  by  the 
facts. 

“Of  course,  we  do  not  want  a 
controlled  press.  But  at  the 
same  time  we  want  to  protect 
people  against  being  hurt.” 

Touting  a  Stock 

Mr.  Windels  said  he  had  noted 
“a  distinct  tendency”  on  the 
part  of  some  PR  firms  to  show 
more  interest  in  touting  a  stock 
than  a  product. 

“Sometimes  PR  firms  are 
given  stock  options”,  Mr.  Win¬ 
dels  said. 

Mr.  Windels  said  he  planned 
no  meeting  of  PR  firms  and 
financial  editors  to  discuss  the 
subject.  He  pointed  out  that 
Wall  Street  represented  a  “small 
town  commxmity”,  where  people 
know  and  talk  to  each  other 
frequently.  He  said  he  was  in 
frequent  touch  with  newspaper 
men,  and  was  inclined  to  believe 
they  sympathized  with  the  prob¬ 
lem  he  is  facing. 

“We  are  finding  it  definitely 
worth  while  to  check  into  the 
PR  aspects  of  stock  market 
trading,”  Mr.  Windels  continued. 
“Many  members  of  the  press 
have  been  critical  of  the  high 
pressure  tactics  of  PR  people. 
Editors  seem  to  be  able  to  han¬ 
dle  the  situation  now.  If  it 
should  get  out  of  hand,  it  will 
be  time  to  consider  specific  re¬ 
strictions  on  PR  financial  news 
releases. 

“PR  firms  offer  valuable  tech¬ 
nical  assistance  to  business 
firms  as  a  conduit  between  them 
and  the  financial  press.  If,  how¬ 
ever,  the  PR  firm  is  to  be  a  high 
pressure  hose,  then  that  is  an 
entirely  different  matter.” 

Given  as  Straight  News 

Mr.  Taplinger  and  Mr.  Mc¬ 
Laren,  the  PR  men  who  put  out 
TELautograph  releases,  said 
they  were  most  interested  in  the 
question  of  responsibility.  Al¬ 
though  they  seemed  to  think 
the  release  which  set  off  the 
stampede  on  TELautograph 
stock  was  “straight  news,  care¬ 
fully  checked  prior  to  release” 
it  has  been  publicly  attacked  as 


deceptive  by  Leslie  Gould,  finan¬ 
cial  editor  of  the  New  York 
Journal- A  merican. 

Mr.  Taplinger  says  he  has 
been  serving  Raymond  E.  Lee, 
president  of  TELautograph,  for 
11  years,  long  before  he  ac¬ 
quired  the  concern  he  now  heads. 

“We  have  never  known  him 
to  give  us  misleading  informa¬ 
tion”,  Mr.  Taplinger  said.  “We 
trust  him  completely.” 

In  regard  to  the  release  in 
question,  the  information  was 
telephoned  from  TELauto- 
graph’s  Los  Angeles  headquar¬ 
ters  to  Taplinger’s  office  in  New 
York.  Mr.  Taplinger  said  it  was 
cleared  by  TELautograph 
Corp.’s  lawyer  and  Mr.  Lee  be¬ 
fore  it  was  distributed  by  mes¬ 
senger  to  the  financial  press  in 
New  York. 

The  lead  of  the  release  read: 

“Raymond  E.  Lee,  president 
of  the  TELautograph  Corpora¬ 
tion,  announced  that  his  com¬ 
pany  has  been  notified  by  the 
American  Telephone  &  Tele¬ 
graph  Company  that  for  the 
first  time  message  rate  tele¬ 
writer  service  will  be  permitted 
over  telephone  lines  on  a  local 
and  long  range  basis.” 

Same  Message  to  Rival 

This  information  was  based 
on  a  telephone  call  received 
from  AT&T  by  a  technical  ex¬ 
ecutive  of  TELautograph  that 
the  former  was  now  ready  to 
discuss  possibilities  of  using 
TELautograph’s  Telewriter  on 
its  long  lines.  TELautograph 
was  told  at  the  same  time  that 
AT&T  was  giving  the  same 
message  to  Comptometer  Corp., 
Chicago,  a  competitor.  Now, 
presumably,  the  equipment 
could  be  used  without  the  heavy 
cost  of  leasing  the  private  wires, 
or  at  regular  telephone  rates. 

Mr.  Taplinger  and  Mr.  Mc¬ 
Laren  both  said  they  didn’t 
think  the  release  was  as  hot  as 
it  proved  to  be.  It  was  slow  in 
getting  into  type.  Distributed 
to  the  press  Wednesday  Aug. 
24„  it  was  not  used  by  the  New 
York  Times,  the  Herald  Trib¬ 
une,  or  the  Wall  Street  Journal 
Aug.  25.  First  publication  in 
New  York  was  on  Thursday 
afternoon  by  the  New  York 
World-Telegram  &  Sun.  It  was, 
however,  published  by  Los  An¬ 
geles  newspapers,  and  Mr.  Tap¬ 
linger  believes  it  must  have  been 
carried  on  the  Dow-Jones  wire 
out  of  LA.  He  was  told  in  New 
York  that  Dow-Jones  did  not 
carry  the  story,  however. 

Stock  Bounces 

In  any  case,  the  stock  began 
to  move  upward  right  away. 
Then  the  papers  began  to  write 
their  own  stories.  On  Friday  the 
Times  referred  to  the  AT&T  as¬ 


pect  as  a  possible  reason  for  the 
stock  activity.  Then  in  three 
days  ran  three  stories  on  TEL- 
autograph.  Trading  in  the  .stock 
had  to  be  stopped  for  a  day  Aug. 
29,  as  other  publications  jumped 
on  the  bandwagon  with  pub¬ 
licity  for  TELautograph  and 
Comptometer  running  in  Time, 
Newsweek,  Business  and  other 
publications. 

On  Friday  Sept.  2  in  the 
Joumal-American  Leslie  Gould 
charged:  “The  case  of  TelAuto- 
graph  stock — which  has  given 
the  New  York  stock  Exchange 
its  biggest  headache  in  years — 
is  one  of  too  much  press 
agentry. 

“This  is  not  a  new  develop¬ 
ment  in  the  market.  More  and 
more  unusual  movements  are 
refiecting  activities  of  so-called 
public  relations  or,  more  cor¬ 
rectly,  press  agent  firms.” 

Mr.  Gould  complained  that 
Taplinger’s  release  “lent  itself 
to  misinterpretation,  one  such 
being  that  the  company  was  the 
first  to  hook  up  with  American 
telewriting  machine.  It  wasn’t. 
A  rival  company — Comptometer, 
stock  of  which  also  went  wild — 
was  the  first  to  have  its  ma¬ 
chine  tested  and  approved  by 
AT&T. 

“But  to  no  company  will 
AT&T  give  an  exclusive  fran¬ 
chise.” 


Exchange  Symbol 

Mr.  Gould  objected  to  the  way 
the  Taplinger  PR  firm  spells 
TELautograph  in  its  releases. 
Correct  spelling  is  TelAuto- 
graph,  with  capital  “A”.  Using 
TELautograph  with  the  first 
three  letters  in  caps  ties  the 
name  up  closely  with  the  stock 
exchange  symbol  for  the  stock, 
“TEL”.  Mr.  Taplinger  countered 
by  stating  the  firm  had  been 
spelling  the  name  “TELauto¬ 
graph”  for  six  months  prior  to 
appearance  of  the  release  in 
question.  It  is  the  official  name 
of  the  firm,  according  to  Mr. 
Taplinger. 

Mr.  Gould  also  objected  to 
these  sentences  in  the  Taplinger 
release: 

“This  means  that  it  is  now 
possible  to  send  a  hand-written 
message  instantaneously  by  tele¬ 
phone  by  use  of  the  TELauto¬ 
graph  Telewriter  .  .  . 

“Mr.  Lee  predicted  that  use 
of  telescribing  service  will  in¬ 
crease  one  hundred  fold  as  a  re¬ 
sult  of  the  development  .  .  . 

“There  are  innumerable  ap¬ 
plications  of  the  American  Tele- 
phone-TELautograph  system  . . . 

“Mr.  Lee  pointed  out  that  the 
decision  by  the  telephone  com¬ 
pany  also  holds  out  great  prom¬ 
ise  for  TELautograph’s  other 

{Continued  on  page  94) 
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LINOFILM 


solves  even  the 
human  error  factor 


_  in  photocomposition 

— 


Even  the  four  components  of  the  Linofilm  System— 
amazingly  efficient  as  they  are— cannot  produce  their 
superlative  and  economical  photocomposition  without 
the  skills  of  human  beings.  Add  the  abilities  of  humans 
to  the  capabilities  of  these  revolutionary  units  and  you 
obtain  the  finest— and  most  profitable- phototypesetting. 

But  humans  add  a  factor  that  other  coldtype  meth¬ 
ods  have  been  unable  to  cope  with  efficiently.  Humans 
do  make  errors— even  on  the  simple  Linofilm  keyboard 
—and  they  change  their  minds  by  author’s  alterations. 
Until  Linofilm,  alterations  and  corrections  entailed 
laborious,  tedious  and  unsatisfactory  piecing  and  past¬ 
ing.  This  constant  problem  alone  kept  many  a  plant 
from  utilizing  advantages  of  photocomposition. 

And  how  does  Linofilm  solve  the  problem? 

The  Linofilm  Corrector  automatically  removes  the 
unwanted  line  or  lines,  replaces  it  with  new  material 
and  butt-welds  film  into  a  single  piece,  as  strong  as  the 
original  and  needing  no  opaquing.  The  operator  merely 
aligns  the  original  film  with  new  matter,  pushes  a  but¬ 
ton  and  the  Corrector  does  the  rest  automatically. 

And  this  is  only  one  Linofilm  solution  to  this  prob¬ 
lem.  The  Linofilm  Tape  Editor  enables  the  operator  to 
punch  new  tape  and  insert  it  in  the  proper  place  in  the 
original  tape.  Again,  it’s  a  simple,  fast  and  efficient 
operation  that  adds  up  to  . . .  the  only  system  of  photo¬ 
composition  that  performs  every  composing  room 
function  from  setting  type  all  the  way  through  to  mak¬ 
ing  it  up  into  finished  pages. 

Typesetting  is  done  on  the  Linofilm  Keyboard. 

Simple,  easy  to  learn  and  engineered  to  utilize  skills 
and  abilities  to  the  maximum,  the  keyboard  handles 


every  kind  of  composition.  The  operator  has  complete 
command  over  all  type  variables  at  two  simple  control 
panels  at  his  fingertips.  'The  keyboard  is  that  of  the 
conventional  electric  typewriter  and  a  typescript  is  pro¬ 
duced  along  with  the  tape.  Seeing  what  he  is  setting 
reduces  operator  errors  by  80%,  too! 

At  the  entirely  automatic  photo  unit,  this  tape  is 
translated  into  superlative  type  on  photographic  film  or 
paper.  Typographic  excellence  is  that  which  has  made 
Mergenthaler  Linotype  famous  the  world  over;  photo¬ 
graphic  excellence  assures  ideal  copy  for  the  engraver 
or  platemaker.  'The  photo  unit  requires  only  loading 
and  unloading  of  tape  and  photographic  end  products, 
a  matter  of  seconds. 

The  revolutionary  Composer. 

And,  bringing  advantages  of  automation  to  a  vital 
link  in  the  production  chain  is  the  fabulous  Linofilm 
Composer.  It’s  a  complete  makeup  department  for  cold 
type  that  enlarges  and  reduces  type— with  no  limita¬ 
tion  of  point  size— and  places  it  precisely  where  the 
layout  indicates.  Here,  too,  the  skills  of  good  craftsmen 
are  enhanced  by  the  versatile  tool  he  has  to  work  with. 

It’s  no  wonder,  then,  that  the  Linofilm  System  is 
proving  itself  the  most  efficient  under  a  wide  variety  of 
operating  conditions. 

And  that’s  the  reason  why  you  ought  to  investigate 
Linofilm  thoroughly.  Contact  your  Linotype  Produc¬ 
tion  Engineer  for  details, 
or  write  to  Mergenthaler 
Linotype  Company,  29  LINOFILM 

Ryerson  Street,  Brooklvn  system 

5,  New  York. 


SEC  Checkup 

(Continued  from  page  92) 


{graphic  communications  equip¬ 
ment  .  .  . 

“Interestinjfly,  Elisha  Grey, 
who  invented  Telescriber  and 
founded  TELautograph  Com¬ 
pany  in  1888,  was  a  rival  of 
Alexander  Graham  Bell  in  the 
invention  of  the  telephone.  Bell 
obtained  his  patent  only  days 
before  Grey  was  ready.  The 
latter  then  invented  a  machine 
that  would  send  lonphand  over 
the  wires. 

“The  new  .system,  for  the  first 
time,  combines  the  great  wetl- 
ding  of  the  work  of  Bell  and 
Grey.” 

Sialemenli*  €»f  Fad 

Mr.  Taplinger  gave  as  his 
opinion  that  the-se  sentences  and 
the  entire  release  represented 
statements  of  fact.  He  said  that 
of  all  who  have  so  far  scanned 
the  release,  including  the  SEC, 
none  could  find  anything  wrong 
with  the  wording. 

He  said  that  he  considered  it 
his  obligation  to  get  the  release 
out  as  quickly  as  possible  to 
avoid  any  possibility  of  “inside” 
action  on  the  stock.  He  said  that 
Mr.  Lee  and  one  other  officer  of 
the  company  were  the  only  ones 
that  knew  that  the  release  was 
to  be  made.  Mr.  Lee  neither 
bought  nor  sold  stock.  The  sec¬ 
retary  who  did  sell  had  held  his 


FRIENDLY  RIVALS:  Bill  Lee.  sports 
editor  of  the  Hartford  (Conn.) 
Courant,  shares  a  chuckle  with 
Arthur  B.  McGinley,  Hartford 
Times  sports  editor  (seated)  and 
toastmaster  of  the  testimonial  din¬ 
ner  that  drew  more  than  450  to 
honor  Lee  at  the  start  of  his  36th 
year  with  the  Courant.  Lee  has 
been  sports  editor  for  21  years. 
They  are  smilin9  over  a  special 
limited  edition  of  the  Courant 
prepared  for  the  occasion. 


R.  M.  Dick,  87,  Dies; 
Philippine  Journalist 

Manila 

R.  McCulloch  Dick,  87,  a 
legend  in  Philippine  journalism, 
died  Sept.  14  in  suburban  Quezon 
City.  He  was  bom  in  Edinburgh, 
Scotland,  and  came  to  the  Philip¬ 
pines  in  1900. 

Mr.  Dick  worked  on  news¬ 
papers  in  Hong  Kong,  and  came 


First  Daily 
In  Canada’s 
Tobacco  Belt 

SiMCOE,  Ont. 

The  fii-st  daily  newspaper  to 
be  published  in  Simcoe  or  Nor¬ 
folk  County  will  hit  the  news¬ 
stands  on  Monday,  Oct.  3,  when 
the  102-year-old  Simcoe  Re¬ 
former  moves  from  tri-weekly  to 
five-day-a-week  publication.  The 
Reformer  will  thereafter  be  pub¬ 
lished  Monday  to  Friday,  in¬ 
clusive. 

The  Reformer  celebrated  its 
centennial  two  years  ago,  hav¬ 
ing  been  established  in  1858.  It 
became  a  .semi-weekly  in  1934 
and  a  tin-weekly  in  1953.  Own¬ 
ers  are  the  Pearce  Publishing 
Company,  which  acquired  the 
Reformer  in  1922.  Four  mem¬ 
bers  of  the  Pearce  family  hold 
executive  posts  on  the  paper: 
B.  M.  Pearce,  publisher;  C.  P. 
Pearce,  secretary;  Dick  Pearce, 
editor;  George  F.  Pearce,  treas¬ 
urer. 

Under  the  editorial  direction 
of  Bruce  M.  Pearce,  who  sen’ed 
as  Reformer  editor  for  38  years, 
the  Reformer  won  numerous 
trophies  for  excellence,  includ¬ 
ing  on  three  occasions  the 
Mason  Trophy,  emblematic  of 
the  top  weekly  newspaper  in 
Canada. 


Maggie  Daly 


Maggie  Daly  Writes 
Short-Item  Column 

Chicago 

Fashion  lecturer  Maggie  Daly 
is  now  a  columnist  for  Chicago’s 
American. 

E.  P.  Doyle,  executive  editor, 
said  she  will  do  a  Monday- 
through  -  Friday  plus  Sunday 
piece  of  the  short  item  type. 

She  did  a  column  for  nearly 
two  years,  for  a  national  wom¬ 
en’s  magazine  and  has  written 
several  Iwoks. 

Miss  Daly  is  one  of  the  four  1 
Daly  writing  sisters — Maureen, 

Sheila,  Kay  and  Maggie. 


stock  for  six  months,  as  the  law 
requires. 

Mr.  Taplinger  also  called  at¬ 
tention  to  the  fact  that  Mr.  Lee 
came  to  New  York,  and  that  at 
his  (Mr.  Taplinger’s)  insistence 
as  his  PR  counsel,  held  a  press 
conference  Aug.  31,  at  which 
newspaper  men  were  given  full 
opportunity  to  question  him.  A 
verbatim  transcript  of  this  press 
conference  was  sent  to  the  finan¬ 
cial  press. 

“This  was  a  product  release”, 
Mr.  Taplinger  concluded.  “We 
spoke  in  general  terms  about 
‘telewriter  service’.  Certainly  we 
should  not  be  expected  to  men¬ 
tion  a  competing  company  by 
name.  We  cannot  agree  that  if 
our  release  was  interpreted  that 
AT&T  was  dealing  exclusively 
with  TELautograph,  it  was  our 
fault  or  the  fault  of  our  client.” 


Humor  Writer  Quits 

Louisville,  Ky. 

B.  M.  Atkinson  Jr.,  LovdsviUe 
Times  humor  columnist  for  16 
years,  has  resigrned  to  become  a 
special  projects  writer  for  an 
advertising  agency  here.  He 
joined  the  Times  as  a  sports 
writer  in  1939,  and  began  his 
five-day-a-week  column,  “Down 
Drafts,”  in  May,  1946. 
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to  Manila  to  join  the  Cablenews 
American,  an  English  language 
publication  aimed  at  American 
troops  here  to  subdue  the  Philip¬ 
pine  revolution,  which  had 
started  against  Spain. 

He  founded  the  magazine 
Philippine  Free  Press,  and  was 
publisher  until  his  death.  The 
magazine  is  considered  one  of 
the  most  effective  journalistic 
voices  in  the  Philippines,  and 
has  a  wide  circulation. 

In  1958,  Mr.  Dick  was 
awarded  the  Philippine  Legion 
of  Honor,  and  the  Magsaysay 
Award  for  journalism  and  liter¬ 
ature. 

Lighted  Chart 
Shows  Color  ‘How’ 

Bellingham,  Wash. 

An  illuminated  chart  shows 
Bellingham  Herald  guests  how 
newspaper  color  is  produced 
from  multiple  plates. 

Successive  color  negatives  may 
be  illuminated  to  demonstrate 
the  factors  involved  in  producing 
the  full  color  photograph.  The 
chart  is  a  feature  of  the  en¬ 
graving  department’s  display. 

The  demonstration  has  proven 
a  popular  feature  of  plant  tours 
by  school  groups  and  others, 
reports  Ben  Sefrit,  editor. 


For  several  years  the  Reform¬ 
er  has  boasted  the  largest  cir¬ 
culation  of  any  Canadian  town 
newspaper,  with  gross  distribu¬ 
tion  at  present  nmning  approxi¬ 
mately  9,000  copies  per  issue. 
Norfolk  County  is  the  heart  of 
the  flue-cured  tobacco  belt  of 
Southern  Ontario. 

Representing  the  Reformer 
for  national  advertising  will  be 
the  new  Toronto  firm  of  Les 
Chitty  and  .Associates. 

• 

Car  Kills  Artist 

CLEViajIND 

John  V.  Sords,  artist  with 
the  Central  Press  Association, 
a  division  of  King  Features, 
was  killed  when  struck  by  an 
automobile  in  Cleveland  Heights. 
He  was  61.  For  many  years  he 
drew  a  sports  panel,  “Sords 
Points”  and  an  outdoors  strip, 
“Fur,  Fin  &  Campfire.” 

• 

Magazine  Names  Agency 

Good  Housekeeping  magazine 
has  named  J.  M.  Hickerson  Inc. 
to  handle  its  circulation  promo¬ 
tion  advertising.  High-frequency 
schedules  in  newspapers  will  be 
used  in  selected  markets 
throughout  the  U.  S. 

EDITOR  dC  PUBl 


Cut-Oflf  Time  Set 
On  Religious  Debate 

Charleston,  W.  Va. 

The  Charleston  Gazette  has 
set  a  cut-off  date  of  Oct.  1  for 
publication  of  letters  from 
readers  that  deal  with  the  re¬ 
ligious  issue  of  the  Presidential 
campaign.  There  will  be  one 
exception :  If  a  letter  covers  new 
ground  and  develops  an  opinion 
or  an  argument  not  hitherto  ex¬ 
plored,  it  will  be  published.  The 
time  has  come,  the  editorial 
notice  stated,  when  other  issues 
of  equal  or  more  importance 
must  be  argued,  discussed  and 
evaluate<l. 

• 

New  Site  for  Camp 

Hartford,  Conn. 

A  suggested  lease  which  would 
provide  51  acres  at  Batterson 
Park  for  Camp  Courant, 
summertime  day  camp  for 
underpriviliged  children  spon¬ 
sored  by  the  Hartford  Courant, 
has  been  sent  to  the  City  Coun¬ 
cil  by  City  Manager  Carleton 
P.  Sharpe.  Under  tenns  of  the 
25-year  lease,  the  Hartford 
Courant  Foundations  Inc.  would 
pay  one  dollar  a  year  and  agree 
to  maintain  the  property  without 
expense  to  the  city. 
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One  of^HI 
the  Nation^ 
Great  d 
Food  Markets 


$353,120,000  in  food  sales  for  1959  ranked  the 
WESTCHESTER-ROCKLAND  market  as  one  of 
the  biggest  food  markets  in  the  nation.  This  tre¬ 
mendous  volume  of  food  sales  exceeded  those  of 
15  individual  states! 

This  concentrated  area  consisting  of  Westchester 
and  Rockland  counties  has  a  population  and  buy¬ 
ing  power  which  is  surpassed  only  by  the  nations 
5  largest  cities. 

In  1959  advertisers  placed  over  9  million  lines  of 
retail  grocery  advertising  in  the  WESTCHESTER- 
ROCKLAND  GROUP  newspapers.  In  this  vast 
WESTCHESTER-ROCKLAND  market  over 
175,00  families  are  reached  daily  by  the  WEST¬ 
CHESTER-ROCKLAND  GROUP  newspapers 
with  an  effective  coverage  and  a  deeply-penelraling 
home  delivery  of  more  than  80  per  cent. 


Westchester 

HERALD  STAIESman.  YONKERS 
DAILY  ARGUS,  MT  VERNON 
DAILY  NEWS.  TARRY10WN 
DAILY  TIMES.  MAMARONECK 
CITIZEN  REGISTER.  OSSINING 
DAILY  ITEM.  PORT  CHESTER 
STANDARD  STAR.  NEW  ROCHELLE 
REPORTER  DISPATCH.  WHITE  PLAINS 


AmUATCD  WITH 

EVENING  STAR,  PEEKSKILl 


Rockland 


JOURNAL  NtWS.  NYACK 


Westchester  Rockland  Group 


8  CHURCH  STREET  WHITE  PLAINS,  N.Y. 
REPRESENTED  NATIONALLY  BY  THE  KELLY-SMITH  CO, 


Sources:  Soles  Monooetnent  Survey  of  Buying  Power  1960.  U.S.  Census  of  population  1960  preliminary  figures.  AAedio  Records,  Inc. 


Sales  Effort 
Against  Other 
Media  Urged 

Montreal 

Deleffates  to  the  three-day 
convention  of  the  Newspaper 
Advertising  Managers  Associa¬ 
tion  of  Eastern  Canada  were 
cautioned  against  complacency 
within  their  field. 

Though  newspaper  advertising 
sales  were  at  an  all-time  high, 
it  was  noted,  television  has 
proved  itself  a  formidable  chal¬ 
lenger. 

The  convention,  which  ended 
Sept.  16,  dealt  with  a  wide  va¬ 
riety  of  topics,  including  color 
advertising,  shopping  center 
promotions,  cold  type  and  off 
set  printing,  travel  ads,  classi¬ 
fied  ads  and  selling  against  TV. 

Oakah  L.  Jones,  president  and 
general  manager  of  the  Con¬ 
sumers’  Gas  Company,  Toronto, 
said  newspaper  advertising 
helped  his  company  had  in¬ 
creased  its  share  of  the  gas 
business  from  sales  totalling 
$13,000,000  in  1954  to  $46,000,- 
000  this  year. 

He  said  he  appreciated  the 
traditional  separation  between 
editorial,  news  and  advertising 
departments  “but  perhaps  it  is 
time  for  newspapers  to  take  an¬ 
other  look  at  the  separation 
theory.  Perhaps  it  is  time  news¬ 
papers  returned,  in  part,  at 
least,  to  the  principles  of  their 
founders.” 

These  early  newspapermen, 
he  continued,  often  did  all  the 
jobs  on  a  paper — they  .sold  ads, 
gathered  news  and  wrote  edito¬ 
rials.  “They  knew  where  they 
were  going.” 

He  said  it  was  easier  to  tear 
down  a  community  than  to  build 
it  up,  and  cited  articles  from 
Canadian  newspapers  which  fea¬ 
tured  imemployment  problems. 
“How  many  businesses  might 
have  been  established  in  your 
community  if  someone  hadn’t 
read  a  ‘scare  story’  about  un¬ 
employment  in  the  paper?”  he 
asked. 

John  Muir,  Hamilton  (Ont.) 
Spectator,  said  it  was  about  time 
newspapers  spent  less  time  com¬ 
peting  for  advertising  with  each 
other  and  concentrate  their  ef¬ 
forts  on  competing  with  the 
other  media. 

Succeeding  Mr.  Muir  as  as¬ 
sociation  president  is  W.  R. 
Sootheran,  of  the  Niagara  FaMs 
(Ont.)  Review.  Other  officers 
are:  Sylvio  Carle,  Nouvelliste, 
Three  Rivers,  Que.,  first  vice- 
president;  L.  B.  Leith,  Galt 
(Ont.)  Evening  Reporter,  sec¬ 
ond  vicepresident;  W.  J.  Moore, 


Cape  Breton  Post,  Sydney,  N.  S., 
secretary-treasurer. 

The  award  for  the  best  sup¬ 
port  to  a  national  campaign  was 
won  by  the  Fredericton  (N.  B.) 
Gleaner.  The  Montreal  Star 
won  the  prize  for  the  best  clas¬ 
sified  business  builder  for  the 
second  year  in  a  row. 

Cited  for  the  most  effective 
national  advertisement  was  the 
North  Bay  (Ont.)  Nugget,  and 
the  London  (Ont.)  Free  Press 
for  the  best  local  color  ad.  The 
Guelph  (Ont.)  Mercury  won  the 
prize  for  the  best  small  linage 
campaign. 

Lester  B.  Pearson,  leader  of 
the  Liberal  Opposition  in  the 
House  of  Conunons  and  1967 
Nobel  Peace  Prize  winner,  label¬ 
led  Soviet  Premier  Khrushchev 
“one  of  the  greatest  salesmen 
and  advertisers”  of  all  time,  blit 
added  that  Western  leaders  have 
given  him  too  many  opportuni¬ 
ties  for  attack. 

He  said  one  of  Khrushchev’s 
great  advantages  in  this  “urgent 
field  of  advertising,”  is  that  he 
is  not  restricted  by  the  neces¬ 
sity  of  verification,  and  falsifi¬ 
cation  is  a  virtue  with  him. 

• 

Polio  Inoculation 
Oinic  Draws  Crowd 

Redondo  Beach,  Calif. 

Positive  action  against  polio 
has  been  stirred  here  in  a  bold 
campaign  by  the  South  Bay 
Daily  Breeze. 

As  a  result,  residents  of  this 
area  flocked  to  receive  inocula¬ 
tions  in  a  clinic  set  up  for  a 
five-day  period  on  the  second 
floor  of  the  Breeze  building. 

There  a  unit  from  the  Los 
Angeles  County  Medical  Asso¬ 
ciation  administered  the  pre¬ 
ventative  shots  for  $1  each. 
Women  from  service  club  or¬ 
ganizations  helped  to  staff  the 
clinic. 

The  opening  day  found  a  line 
stretching  down  a  150-foot  cor¬ 
ridor,  down  to  the  street  level 
and  a  half  block  down  the 
street. 

Spearheading  the  program 
was  Robert  L.  Curry,  Breeze 
editor  and  publisher.  The  clinic 
was  coordinated  by  city  editor 
Ted  Harp,  who  assigned  the 
writing  chores  to  reporter  Don 
Federman. 

• 

Largest  Editions 

New  Haven,  Ckinn. 

The  New  Haven  Newspapers 
(Register  and  Journal-Courier) 
published  the  largest  dailies  in 
their  corporate  history  Sept.  14. 
The  afternoon  Register  had  96 
pages,  and  the  morning  Jour¬ 
nal-Courier,  54  pages.  The  Jour¬ 
nal-Courier  distributed  some  10,- 
000  sample  copies  Sept.  14. 


Summer  Jobs 
For  Ad  Pupils 

Columbia,  Mo. 

A  summer  internship  program 
for  advertising  students  has 
been  established  by  the  Univer¬ 
sity  of  Missouri  School  of  Jour¬ 
nalism  and  the  St.  Louis  Globe- 
Democrat. 

Dean  Earl  F.  English  said 
the  program,  which  will  begin 
in  Jime,  will  provide  annually 
for  three  advertising  students  to 
work  in  the  Globe-Democrat  ad¬ 
vertising  department  during  the 
summer.  Candidates  will  be 
selected  by  the  advertising  and 
personnel  departments  of  the 
Globe- Democrat. 

The  assistantships  were  es¬ 
tablished  at  the  suggestion  of 
Richard  H.  Amberg,  publisher 
of  the  Newhouse  newspaper. 
Student  assistants  will  be  paid 
at  prevailing  salary  rates  and 
will  receive  a  $100  bonus  upon 
completion  of  the  three-month 
internship.  Upon  graduation, 
students  participating  in  the 
program  will  receive  first  con¬ 
sideration  by  the  newspaper  in 
filling  available  permanent  posi¬ 
tions  in  its  advertising  depart¬ 
ment. 

• 

Newspaper  Week 
Salute  to  Students 

Reno 

A  salute  to  journalism  stu¬ 
dents  at  the  University  of 
Nevada  will  be  paid  at  a  Na¬ 
tional  Newspaper  Week  cele¬ 
bration  Oct.  8. 

A  bronze  plaque  will  be  pre¬ 
sented  to  them  in  recognition 
of  their  production  of  the  1960 
National  Newspaper  Week  slo¬ 
gan. 

The  Nevada  entry  in  the  na¬ 
tional  competition  among  schools 
of  journalism  won  the  nod  of 
the  judges.  “Your  Newspaper — 
Fre^om’s  Guardian,”  the  Ne¬ 
vada  slogan,  officially  became 
the  slogan  for  1960. 

The  plaque  will  be  awarded 
by  the  National  Committee  in 
charge  of  National  Newspaper 
Week  at  an  achievement  dinner 
attended  by  students,  newspaper 
men  and  other  journalists,  civic 
leaders,  and  friends  of  news- 


Dr.  Wilson  to  Movo 
To  W.  Fa.  J-Schooi 

Morgantown,  W.  Va. 

Dr.  Quintus  C.  Wilson  will 
become  dean  of  the  We.st  Vir¬ 
ginia  University  school  of  jour¬ 
nalism  on  Jan.  1,  suci  ^ing 
Dean  Warren  K.  Agee,  who 
leaves  Nov.  1  to  be  executive  di¬ 
rector  of  Sigma  Delta  (’hi  in 
Chicago.  A  faculty  committee 
will  direct  the  school  here  during 
the  interim. 

Dr.  Wilson  was  a  newspaper¬ 
man  for  25  years  before  he 
established  the  journalism  de¬ 
partment  at  the  University  of 
Utah  in  1948.  He  has  a  Doctor 
of  Philosophy  degree  from  the 
University  of  Minnesota. 

During  his  two  and  a  half 
years  here.  Dean  Agee  has  re¬ 
organized  the  curriculum  and 
laid  the  groundwork  for  a  grad¬ 
uate  program. 


of  the  three-month  22  at  Jounialigm 

Upon  graduation.  Seminar  in  Jamaica 
larticipating  in  the 

nil  receive  first  con-  Kingston,  Jamaica 

by  the  newspaper  in  A  five-weeks  seminar  in  jour- 
lable  permanent  posi-  nalism  attended  by  22  news- 
s  advertising  depart-  papermen  or  government  public 
relations  workers  from  through- 
•  out  the  West  Indies  and  British 

Guiana  closed  Sept.  10  with  the 
presentation  of  certificates  to 
>  students  those  who  completed  the  course. 

Reno  The  seminar  took  place  at  the 
i  to  journalism  stu-  University  Collegre  of  the  West 
the  University  of  Indies  and  was  sponsored  by 
11  be  paid  at  a  Na-  the  United  States  Information 
vspaper  Week  cele-  Service,  the  Department  of 
L  8-  Extra-Mural  Affairs  of  the  Uni- 

i  plaque  will  be  pre-  versity  College,  the  Federal 
them  in  recognition  Government  of  the  Federation 
•oduction  of  the  1960  of  the  West  Indies,  and  the 
Newspaper  Week  slo-  Caribbean  Press  Association. 

Dr.  Frederick  B.  Marbut,  pro- 
ada  entry  in  the  na-  fessor  of  Journalism  at  the 
letition  among  schools  Pennsylvania  State  University, 
ism  won  the  nod  of  was  director. 

“Your  Newspaper —  Dr.  Marbut  lectured  on  press 

Guardian,”  the  Ne-  history,  press  law  and  ethics, 
in,  officially  became  and  conducted  exercises  in  re¬ 
fer  1960.  porting,  news  writing  and  sub- 

que  will  be  awarded  editing.  Other  lecturers  were 
itional  Committee  in  drawn  from  the  faculty  of  the 
National  Newspaper  University  College,  from  the 

n  achievement  dinner  staff  of  the  Jamaica  Gleaner, 
y  students,  newspaper  and  from  the  Jamaica  Broad- 
ther  journalists,  civic  casting  Corporation, 
nd  friends  of  news-  • 

,  A  Friend  in  Deed 

K.,  Wilkes-Barre,  Pa. 

Clletl  by  College  When  electrical  difficulty 

Pittsburgh  stopped  production  in  the 

Albert  H.  Tederstrom,  execu-  Wilkes-Barre  Publishing  Co. 
tive  sports  editor  of  the  Pitts-  plant  Sept.  14,  the  Scranton 
burgh  Press,  has  been  awarded  Times  came  to  the  rescue, 

the  University  of  Pittsburgh’s  Copies  of  the  Wilkes-Barre 

1959-60  citation  to  the  Pitts-  Times-Leader  were  run  off  on 
burgh  sports  writer  or  editor  the  Scranton  presses  and  dis- 
who  has  made  the  best  contri-  tribution  was  made  to  homes 
bution  to  collegiate  athletics,  in  this  community  18  miles  dis- 
The  award  is  a  bronze  medallion,  tant. 
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BURGESS 


have  to  see  the  BURGESS  COLOR-TEX  Mat . . .  you  have  to 
use  it  to  really  believe  how  much  it  can  mean  in  simplified  operation 
and  greater  fidelity  in  your  ROP  color  work. 

BURGESS  COLOR-TEX  is  a  new  idea.  A  color  mat  that  can  be 
cold-molded  yet  give  faithful  reproduction.  Shrinkage  is  so  low  that 
registration  problems  are  avoided.  It’s  softer,  more  flexible.  It  com¬ 
presses  to  the  thickness  of  regular  mats.  Even  if  you  now  use  regular 
mats  packed  head  and  foot,  you  can  get  the  superb  benefits  of 
COLOR-TEX  with  no  equipment  changes. 


CELLULOSE  COMPANY 
FREEPORT,  ILLINOIS 


ACT  NOW  and  see  for  yourself  what  BURGESS  COLOR-TEX 
Mats  can  do ! 

Write,  phone  or  wire  and  we’ll  arrange  a  practical  demonstration  in 
your  own  plant  under  operating  conditions ! 


es 


Manufacturers  and  Distributors  of  Burgess  Newspaper,  Commercial  and  Supreme  Tone-Tex  Mats 
Canadian  Representative:  R.  M.  Lousen  dl  Co.,  Ltd.,  Kennedy  Road,  Agincourt,  Ontario 


Weekly  Hit 
By  ‘Donna’ 
Goes  Daily 

Marathon,  Fla. 

The  Florida  Keyn  Keynoter, 
a  weekly  printed  here,  came 
reeling  out  of  Hurricane  Donna’s 
path  swinging  with  both  fists. 

With  the  help  of  the  Navy, 
it  cleaned  up  the  mud,  broken 
glass  and  debris,  got  its  Lino¬ 
type  back  in  operation,  then 
went  DAILY. 

Marathon  took  the  brunt  of 
the  hurricane,  which  blew  the 
roof  from  the  home  of  Keynoter 
editor-manager,  Charles  H.  Deal, 
and  wrecked  the  inside  of  his 
house.  Several  of  the  paper’s 
staff  found  .safety  in  the  news¬ 
paper  plant. 

The  Keynoter  announced  after 
the  storm  that  it  would  pub¬ 
lish  daily  until  the  emergency 
is  relieved.  It  had  put  an  extra 
right  before  the  hurricane  de¬ 
tailing  what  residents  should 
do  when  Donna  struck,  where 
to  take  shelter,  and  what  pre¬ 
cautions  to  take  after  the  storm 
passed. 

Commenting  on  the  damage, 
Mr.  Deal  reflected,  “Most  of  us, 
however,  are  satisfied  with  being 
alive.’’ 

The  Keynoter  is  billing  itself 
in  its  daily  as  “the  little  paper 
covering  the  Great  Hurricane  of 
I960.’’  Its  issue  of  Tuesday, 
Sept.  13,  bannered  the  headline: 
Marathon’ >t  To  Rise  Again. 

And  the  Keynoter  is  leading 
the  way. 

• 

Village  Clerk  Too 
Busy  for  Reporters 

Chelsea,  Mich. 

The  Chelsea  Village  Council 
has  decided  village  officials  are 
“too  busy’’  to  discuss  village 
business  with  public  information 
media  outside  regular  council 
meetings,  and  that  newsmen 
should  be  required  to  attend  its 
meetings  to  learn  of  village 
business. 

“We  have  nothing  to  hide,’’ 
said  Village  Clerk  George  Win- 
ans.  He  had  asked  the  trus¬ 
tees  to  rule  on  the  extent  of  his 
responsibility  in  giving  infor¬ 
mation  on  meetings  to  the  press. 

“We  just  don’t  have  the  time,’’ 
he  said.  “We  certainly  don’t  in¬ 
tend  by  this  decision  to  appear 
unfriendly  —  anyone  is  wel¬ 
come  at  any  time  to  attend  our 
council  meetings.’’ 

Chelsea  is  serviced  by  the 
Ann  Arbor  (Mich.)  News  and 
the  Jackson  (Mich.)  Citizen- 
Patriot.  Both  are  members  of 
Booth  Newspapers,  Inc. 


More  PR  $$ 

In  the  Bank 

Chicago 

Five  hundred  banks  are  spend¬ 
ing  more  than  $20,0()(),0()0  on 
public  relations,  exclusive  of 
paid  advertising,  and  are  plan¬ 
ning  bigger  outlays. 

Oscar  M.  Beveridge,  president 
of  Beveridge  Organizations, 
Inc.,  reported  highlights  of  a 
public  relations  survey  among 
banks  conducted  on  behalf  of  a 
client.  Merchandise  National 
Bank  of  Chicago.  The  sur\'ey, 
covering  all  phases  of  bank  pub¬ 
lic  relations,  other  than  in  the 
paid  advertising  categorj',  drew 
responses  from  more  than  42 
j)ercent  of  those  queried,  includ¬ 
ing  banks  ranging  in  size  from 
$50,000,000  to  $4,000,000,000  in 
resources. 

“Not  a  single  bank  indicated 
that  it  contemplates  less  em¬ 
phasis  on  public  relations  in  the 
coming  five-year  period,’’  said 
Mr.  Beveridge. 

John  W.  Remington,  presi¬ 
dent,  American  Bankers  Asso¬ 
ciation,  earlier  this  year  esti¬ 
mated  that  bank  advertising  ex¬ 
penditures  for  1960  would  ap¬ 
proximate  $172,000,000. 


Dogs’  Pictures 
Tied  to  Food  Ads 

Milwaukee 

A  “doggone”  good  example  of 
how  editorial  features  can  sell 
advertising  appears  in  the  Mil¬ 
waukee  Sentinel. 

It  is  the  coupling  of  a  Friday 
picture  feature,  “The  Dog  of 
the  Week,”  with  the  Fromm 
Dog  Food  account. 

The  feature  pictures  a  Wis¬ 
consin  Humane  Society  pup, 
with  cutlines  giving  its  age,  an- 
cestiy  and  the  Society’s  address. 
The  pictures  have  been  credited 
with  the  placement  of  thousands 
of  orphaned  pets  in  new  homes 
since  its  start  in  1956. 

Sentinel  Publisher  Wallace  M. 
Hughes  conceived  the  idea  that 
if  a  dog  food  company  were  to 
advertise  a  free  supply  of  feed 
to  the  adopted  pup  on  the  same 
page  as  the  feature,  everyone, 
including  the  dog,  would  benefit. 

The  Fromm  company  was  sold 
on  the  idea  and  for  13  consecu¬ 
tive  Fridays  in  600-line  ads  it 
will  offer  a  six-month  supply  of 
dog  food  to  “The  Dog  of  the 
Week”  upon  adoption.  Besides 
the  offer,  the  ads  picture  the 
adopted  dog  from  the  previous 
week  in  its  new  home. 


Roberta  Travis  Dies 

Miss  Roberta  Ellen  Travis, 
18,  died  in  her  sleep  Sept.  15  at 
the  family  summer  home  at 
Clinton,  N.  J.  She  was  the 
daughter  of  Mr.  and  Mrs.  Robert 
A.  Travis  of  New  York  City. 
Her  father  is  president  of  Color 
Production  Service.  Miss  Travis, 
a  graduate  of  the  Chapin  School, 
was  entering  Smith  College  this 
Fall.  Surviving,  besides  her 
parents,  is  a  sister.  Miss  Melis¬ 
sa  Travis. 

*  *  * 

Richard  B.  Lynch,  57,  edi¬ 
torial  staff.  Columbia  (Ohio) 
Dispatch;  Sept.  7. 

♦  ♦  ♦ 

James  P.  Needham,  69,  na¬ 
tional  advertising  representa- 
tiv'e.  New  York  World-Telegram 
and  Sun;  Sept.  13. 

*  *  ♦ 

Charles  E.  Barnes,  83,  form¬ 
er  publisher  of  newspapers  at 
Eagle  Lake,  Minn.;  Delthan, 
Minn.;  and  Joplin,  Mo.;  and 
more  recently  publisher  of  the 
Ozarkian  .Magazine;  Sept.  10. 

*  «  * 

James  Stewart  Richardson, 
74,  formerly  with  the  New  York 
Herald,  feature  writer,  city  edi¬ 
tor  and  acting  managing  editor, 
Philadelphia  (Pa.)  Public  Led¬ 
ger,  and  for  the  past  16  years 
a  public  relations  counsel;  Sept. 
12. 

*  *  * 

Miss  Jessie  Stanchfield,  edi¬ 
tor  and  publisher,  Wilbaux, 
(Mont.)  Pioneer  Gazette;  Sept. 
15. 

*  *  * 

Wilson  E.  Albee,  70,  form¬ 
erly  managing  editor  and  chief 
editorial  writer,  San  Jose 
(Calif.)  Mercury;  recently. 

*  *  * 

Joseph  Pekar,  65,  former  day 
copy  desk  chief,  Omaha  (Neb.) 
World  Herald;  Sept.  15. 

• 

Iowa  Markets  Group 
Has  New  Film  Strip 

A  new  look  at  Iowa  newspaper 
markets  is  provided  by  a  color 
film  strip  just  released  by  The 
Iowa  Three  newspaper  group. 

Titled  “Iowa  Markets — Facts 
vs.  Fancy,”  the  52-frame  strip 
offers  up-to-date,  detailed  mar¬ 
ket  information  and  compara¬ 
tive  daily  newspaper  coverage 
figures  on  the  22  counties  served 
by  the  Cedar  Rapids  Gazette, 
Dubuque  Telegraph-Herald  and 
Waterloo  Courier, 

Requests  for  showings  should 
be  directed  either  to  the  adver¬ 
tising  manager  of  any  of  the 
newspapers  or  to  any  office  of 
their  representatives,  which  are 
Allen-Klapp,  Jann  &  Kelley  and 
Story,  Brooks  &  Finley. 
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Ward  Risvold  SelG 
Newspaper  Inleresi 

Palm  Springs,  Calif. 

Sale  of  his  interest  in  the 
Desert  Sun  was  announced  Sept. 
15  by  Ward  J.  Risvold,  Cali¬ 
fornia  and  Wisconsin  newspaper 
owner  and  publisher  and  former 
executive  of  King  Features 
Syndicate. 

Purchasing  the  resort  news¬ 
paper  here  was  his  partner  for 
five  years,  George  E.  Cameron 
Jr.,  business  developer  in  Palm 
Springs,  owner  of  Radio  Sta¬ 
tion  KDES  there  and  oilman. 

Mr.  Risvold  ended  eight  years 
of  co-ownership  and  active  oper¬ 
ation  of  the  Desert  Sun  as  pub¬ 
lisher.  He  previously  owned  the 
Banning  (Calif.)  Record,  and 
three  weekly  newspapers  in 
Wisconsin. 

*  *  * 

Breckenridge,  Tex. 

Sale  of  the  Breckenridge 
American  to  a  new  corporation 
headed  by  Lester  Clark,  local 
oil  and  businessman,  has  been 
announced  by  J.  F,  McBeath 
and  associates  of  Sweetwater. 

*  *  * 

Gregory,  S.  D. 

Roy  Adams,  owner  and  pub¬ 
lisher  of  the  Gregory  Times- 

Advocate,  has  announced  the 
newspaper  has  been  sold  to  John 
C.  and  Bill  Bross,  father  and 
son  team  who  have  been  in  the 
publishing  business  for  the  past 
20  years. 

*  *  * 

Mount  Dora,  Fla. 

Paul  and  Mabel  Norris  Reese, 
owners  of  the  Mount  Dora  Topic 
for  the  past  13  years,  have  an¬ 
nounced  sale  of  the  paper  and 
the  Mount  Dora  Publishing 
Company  to  Mack  and  Valerie 
Johnson. 

Mr.  Johnson  is  a  former  pub¬ 
lic  relations  and  advertising  ex¬ 
ecutive  and  newspaperman  in 
New  York,  Washington  and 
Jacksonville. 

*  *  * 

Stanton,  Iowa 

The  Stanton  Viking  has  been 
sold  by  Mr.  and  Mrs.  Bernard 
Y.  Wickstrom  to  Mr.  and  Mrs. 
Merton  L.  Andersen. 

Mr.  Andersen  is  an  Oakland, 
Calif.,  public  relations  man. 

Mr.  Wickstrom  takes  over 
as  editor-in-chief  of  the  Zephyr- 
hills  (Fla.)  News,  a  weekly 
owned  by  his  father,  George  W. 
Wickstrom. 

*  * 

Montclair,  Calif. 

Sale  of  the  Montclair  Tribune 
to  Mel  Hodell  has  been  an¬ 
nounced  by  James  Keeshen,  one 
of  the  founders  of  the  5-year-old 
weekly. 

Mr.  Hodell  is  publisher  of  the 
Upland  News. 
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Post  Entry  Wins  E  &  P 
ROP  Color  Award  For 
Second  Year  In  A  Row 


Neiman-Marcus  and  The  Houston  Post  liave  done  it  again.  For  the  second 
year  in  a  row  in  the  Editor  and  Publisher  ROP  Color  Competition,  Neiman- 
Marcus  and  The  Post  have  been  presented  awards.  Neiman-Marcus  for  creative 
use  of  color  in  the  retail  field  and  The  Post  for  color  reproduction.  Because 
we  know  that  color  in  newspaper  advertising  makes  a  hig  difference  .  .  .  means 
extra  sales,  we  will  soon  complete  the  installation  of  more  press  units  to  offer 
even  better  facilities  for  color  reproduction  to  advertisers. 

The  Houston  Post 

HouatorCs  largest  newspaper  in  total  daily  and  Sunday  circulation 

Represented  nationally  by  Moloney,  Regan  and  Sefunitt 


Vancouver  Joint  Ownership  Endorsed 


Vancouver,  B.  C. 

Continued  joint  ownerehip  of 
Vancouver’s  rival  newspapers 
was  anproved  in  a  recommenda¬ 
tion  by  Canada’s  Restrictive 
Trade  Practices  Commission. 

A  recommendation  that  the 
existing  situation  be  maintained 
was  included  in  the  findings  re¬ 
ported  by  Canada’s  Justice 
Minister  Davie  Fulton. 

The  commission  further  rec¬ 
ommended  a  judicial  order  to 
restrain  any  alterations  in  the 
existing  agreement  without  the 
approval  of  a  court  order. 

This,  it  was  explained  here, 
would  amount  to  a  court  order 
freezing  the  present  ownership 
situation  which  dates  back  to 
1957.  Pacific  Press  Limited  then 
acquired  the  Vancouver  Province 
and  the  Vancouver  Sun. 

Ownership  Told 

Pacific  Press  is  owned  jointly 
by  the  Southam  Company  Ltd., 
formerly  owner  of  the  Morning 
Province,  and  the  Sun  Publish¬ 
ing  Company  Ltd.,  formerly 
owner  of  the  Afternoon  Sun. 

Provisions  in  the  arrange¬ 
ments  of  the  Pacific  Press  ac- 
ouisition  include  the  continued 
exercise  of  control  of  editorial 
content  of  each  newspaper  by 
its  former  owner. 

These  provisions  were  deemed 
satisfactory  in  the  report  of  the 
government  commission,  which 
noted  that  the  continued  publi¬ 
cation  of  separate  newspapers 
“does  not  immediately  repre¬ 
sent  as  serious  a  danger  to  the 
public  interest  as  a  newspaper 
monoply  in  the  hands  of  a  single 
owner.” 

This  is  particularly  true  when 
the  individual  newspapers  are 
linked  in  a  traditional  way  with 
separate  publishing  interests, 
the  report  stated. 

Danger  Signal  Seen 

“Nevertheless  in  addition  to 
the  immeditae  public  disadvant¬ 
age  through  joint  ownership, 
the  further  danger  of  a  more 
complete  monopoly  exists,”  the 
report  added. 

“Independence  in  policy  on 
the  part  of  the  publishers  of 
the  Providence  and  the  Sun  ap¬ 
peared  to  be  indicated  by  the 
evidence.  The  evidence  as  a 
whole  does  not  give  the  im¬ 
pression  that  the  senior  officials, 
at  least,  of  each  newspaper  re¬ 
gard  themselves  primarily  as 
employes  of  that  newspaper  and 
not  as  employes  of  the  Pacific 
Press  (which  they  actually 
are).” 

The  commission  did  express 


misgivings  over  events  “should 
the  direction  of  affairs  come 
into  the  hands  of  those  who  did 
not  possess  the  tradition  of 
separate  newspaper  identity.” 

It  was  from  this  regard  that 
the  committee,  chairmaned  by 
C.  R.  Smith,  recommended  a 
judicial  order  restraining  altera- 
t’ons  to  exisiting  agreements 
without  court  approval. 

Minihler’s  View 

In  releasing  the  commision’s 
venort  on  Sept.  1.3,  Justice 
Minister  Fulton  said  that  “the 
usual  consideration  will  be  given 
to  what  further  steps  ought  to 
be  taken.” 

The  210  page  report,  ex¬ 
panded  to  229  pages  bv  a  series 
of  exhibits  and  by  facts  and 
figures  on  newspapers  in  gen¬ 
eral  as  well  as  on  the  local 
newspapers,  did  point  to  Pacific 
Press  renuirements  that  general 
advertising  will  be  sold  only  to 
appear  in  both  newspapers. 

Despite  this  requirement  large 
national  advertisers  are  not 
significantly  affected,  the  report 
added. 

Such  an  advertising  require¬ 
ment  operates  to  the  detriment 
of  anvone  who  desires  to  place 
an  advertisement  in  only  one 
paper,  the  report  declared.  It 
suggested  “the  use  of  a  restrain¬ 
ing  order  in  such  cases  as  have 
been  disclosed  in  the  inquiry.” 

Balfour's  Moves 

The  committee  noted  that  St. 
Clair  Balfour,  executive  vice- 
president,  Southam  Company,  on 
three  occasions  asked  the 
Province  management  to  review 
the  combination  rate  situation. 

These  inquiries  resulted  only 
in  the  conclusion  that  the 
abandonment  would  result  in  a 
serious  loss  of  revenue,  the  re¬ 
port  added. 

Overall  no  advertising  group 
has  been  significantly  affected 
by  the  joint  ownership,  the  com¬ 
mission  said. 

Large  advertisers  are  not 
significantly  affected  by  the  com¬ 
bination  rate  on  general  adver¬ 
tising.  'Tbe  committee  noted 
this  finding  was  based  on  the 
testimony  of  witnesses  from 
three  large  advertising  agencies, 
who  “agreed  on  this.” 

The  text  of  the  committee 
recommendations  follows: 

“In  view  of  the  absence  of  a 
sufficient  safeguard  to  protect 
the  public  interest  in  tbe  con¬ 
tinuance  of  separate  newspapers 
in  the  Vancouver  area  the  Com¬ 
mission  considers  that  steps 
should  be  taken  to  ensure  that 


no  changes  are  made  in  the 
existing  agreements  which 
would  reduce  the  degree  of  in- 
denendence  which  now  exists 
with  respect  to  the  publication 
of  The  Province  and  The  Sun 
and  that  no  action  is  taken 
under  those  agreements  which 
would  increase  the  disadvantage 
to  the  public  which  has  resulted 
from  the  common  ownership  of 
The  Province  and  The  Sun. 

Need  as  Outlined 

“In  our  opinion  what  is  re¬ 
quired  is  a  judicial  order  which 
would  restrain  the  parties  from 
making  any  alteration  in  the 
agreements  without  the  ap¬ 
proval  of  a  court.  In  the  pro¬ 
ceedings  for  such  an  order  a  re¬ 
view  could  be  made  of  the  situa¬ 
tion  with  respect  to  the  require¬ 
ment  that  general  advertising 
must  be  placed  in  both  papers, 
which  requirement,  we  consider, 
operates  to  the  detriment  of 
anyone  who  desires  to  place  an 
advertisement  in  only  one  paper. 
The  amendments  recently  made 
to  the  Combines  Investigation 
Act  and  particularly  the  amend¬ 
ment  to  section  31(2)  appear  to 
the  Commission  to  be  designed 
to  permit  the  use  of  a  restrain¬ 
ing  order  in  such  circumstances 
as  have  been  disclosed  in  this 
inquiry.” 

Separate  operation  of  each 
department  of  each  newspaper 
has  continued  under  the  Pacific 
Press  management  plan.  The 
morning  and  evening  dailies  are 
printed  from  the  same  presses. 

The  commission’s  report  ac¬ 
cepted  the  view  that  Pacific 
Press  Limited  was  set  up  in 
1957  in  a  move  to  save  the 
Province,  which  lost  its  circula¬ 
tion  lead  to  the  Sun  in  a  1946 
printera  strike. 

Plight  Testimony 

The  report  stated  that  Mr. 
Balfour  had  testified  he  “saw 
no  possibility  of  earning  a  re¬ 
turn  on  our  investment  by  mak¬ 
ing  a  further  capital  investment 
in  the  Province.” 

Mr.  Balfour  testified  that 
without  the  provision  for  Pacific 
Press,  “we  would  have  had  to 
do  what  Mr.  Dulles  has  referred 
to  as  an  agonizing  reappraisal.” 

There  had  been  proposals  for 
either  organization  acquiring 
the  other,  but  “neither  was  will¬ 
ing  to  enter  into  an  arrange¬ 
ment  on  that  basis  at  all.” 

The  Province  expressed  com¬ 
plete  satisfaction  with  the  com¬ 
mittee  report  but  at  the  Sun  it 
was  pointed  out  the  recommen¬ 
dations  could,  if  adopted,  impose 
a  restriction  which  has  not  been 


faced  in  the  three-year  joint- 
ownership  plan. 

.StatUN  Unchanged 

The  detailed  investigation  re¬ 
sulted  in  acceptance  of  the  pro- 
po.sals  under  which  the  news¬ 
papers  have  been  operating 
since  1957,  observed  F.  S.  Auger, 
publisher.  Province. 

The  findings  also  endorse  the 
continuation  of  these  plans,  and 
the  Province  wishes  their  con¬ 
tinuation,  he  said. 

The  report  also  pays  tribute 
to  Editor  &  Publisher  in  that 
tbe  committee  accepted  at  face 
value  various  exhibits  based  on 
E&P  figures  on  newspaper  de¬ 
clines  and  on  economic  factors 
in  the  newspaper  field,  Mr. 
Auger  added. 

The  point  that  no  charge  has 
been  made  against  either  news¬ 
paper  or  Pacific  Press  was 
stressed  by  Lawrence  Dam  pier, 
assistant  publisher  of  the  Sun. 

The  findings  of  the  commit¬ 
tee  represent  a  recommendation,  i 
not  a  decision,  and  provide  for 
no  change  in  operations. 

Moves  Approved 

The  hearing  was  held,  wit¬ 
nesses  appeared  before  the  com¬ 
mission,  nobodv  was  charged, 
and  the  committee  approved  the 
actions,  he  explained. 

Under  Canadian  law,  a  busi¬ 
ness  transaction  may  be  investi¬ 
gated  by  three  methods.  The 
Minister  of  Justice  can  take 
action,  any  six  citizens  can  ob¬ 
tain  a  hearing  if  they  present 
satisfactory  evidence  of  the  be¬ 
lieved  need,  or  the  government’s 
combines  branch  can  recommend 
an  action. 

Sun  Publishing  Co.  Ltd.  has 
declared  its  usual  quarterly 
dividend  of  15  cents  on  class  A 
common  shares.  The  company 
has  also  declared  the  usual 
quarterly  dividend  of  21^  cents 
on  class  B  shares  plus  a  stock 
dividend  of  $1.00  per  redeem¬ 
able  preference  share  for  each 
10  B  class  shares  held. 

Accolade  for  Press 

The  commission  said  that  by 
the  press  it  referred  particularly 
to  the  daily  newspaper. 

Sections  of  the  public  were 
reached  by  magazines  of  opinion 
and  by  the  spoken  word,  but  the 
public  generally  was  reached  by 
the  mass  m^ia:  the  press, 
radio  and  television. 

The  commission  added: 

“Among  these  channels  of 
communication  the  press  re¬ 
mains  the  prime  medium  of 
communication  for  the  purpose 
(Continued  on  page  102) 
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Colombia’s 
President  to 
Greet  lAPA 

Alberto  Lleras  Caniargo, 
president  of  Colombia,  will 
officially  open  the  XVI  General 
Assembly  of  the  Inter  American 
Press  Association  in  Bogota, 
Wednesday,  Oct.  19. 

His  speech  will  mark  the  be¬ 
ginning  of  the  three-day  meet¬ 
ing  which  will  be  preceded  by 
the  meetings  of  the  Committee 
on  Freedom  of  the  Press  and 
the  Board  of  Directors. 

The  Colombian  President,  a 
former  newspaperman,  will 
highlight  the  importance  of 
freedom  of  the  press  in  a  work¬ 
ing  democracy.  Colombia  was 
deprived  of  the  right  of  infor¬ 
mation  under  the  dictatorship  of 
Gustavo  Rojas  Pinilla,  who 
closed  newspapers  and  sought 
control  of  all  media  of  informa¬ 
tion. 

The  host  committee  has  pre¬ 
pared  a  tentative  social  program 
starting  October  14,  first  day  of 
the  meeting  of  the  Committee 
on  Freedom  of  the  Press. 

Vancouver  Plan 

(Continued  from  page  100) 

of  assisting  in  the  formulation 
of  public  opinion. 

“For  this  purpose  radio  and 
television  are  less  effective  be¬ 
cause  of  the  impermanence  of 
their  messages,  the  restricted 
numbers  of  channels  available 
and  the  limitations  of  the  pe¬ 
riods  during  which  information 
can  be  conveyed. 

“A  newspaper  report  can 
usually  provide  more  details  of 
events  and  a  fuller  account  of 
the  context  in  which  they  have 
occurred.  It  is  adaptable  to  the 
consideration  of  the  reader  who 
stops  to  absorb  and  think.  The 
newspaper  can  be  laid  down  and 
picked  up  again  for  further 
examination  or  the  re-checking 
of  some  part. 

“The  pace  of  radio  and  tele¬ 
vision,  on  the  other  hand,  is  be¬ 
yond  the  control  of  the  audience 
and  the  fleeting  sound  and  sight 
must  be  followed  as  they  are 
broadcast.  When  the  program, 
of  whatever  kind,  comes  to  an 
end,  vivid  impressions  may  re¬ 
main,  but  the  detailed  informa¬ 
tion  and  the  sequence  or  argu¬ 
ment  are  hard  to  recall.  .  .  . 

“As  far  ahead  as  we  can  see, 
the  public  will  be  heavily  de¬ 
pendent  on  the  press  as  the 
principal  channel  of  communi¬ 
cation.” 


Paper  Quality 
Seen  Improving 

Alderbrook,  Wash.^ 
Newsprint  quality  is  im¬ 
proving  in  this  period  of  good 
supply,  panelists  told  sessions 
of  the  Allied  Daily  Newsi)apers 
of  Washington  here  last  week. 

A  shortage  is  not  in  sight 
until  1962-3  or  probably  a  bit 
later,  Robert  Conners,  of  Crown 
Zellerbach,  and  Anson  Brooks 
of  Powell  River  Alberni  Sales 
Company,  estimated. 

Balance  between  production 
and  demand  might  not  even  be 
attained  until  1963-4,  Mr.  Brooks 
said. 

TOKYO  NEWSPAPERS  dated  September  5  were  delivered  to  Los  Quality  depends  on  how  much 
Angeles  Herald  Express  editors,  and  throughout  the  city,  on  September  5  the  publishers  are  willing  to  pay 
—in  a  promotion  feature  for  Japan  Air  Lines  designed  by  JAL’s  public  for  newsprint,  declared  George 
relations  counsel,  Charles  von  Loewenfeldt,  Inc.,  to  dramatiie  how  jet  Russell,  general  manager,  Ta- 
aircraft  today  shrink  time  and  distance.  Copies  of  the  paper  were  de-  coma  News-Tribune,  in  sum- 
livered  to  Editor  Herbert  Krauch  and  City  Editor  Agness  Underwood  by  marizing  views  of  technicians 


T 


stewardesses  Kazue  Nagao  (left)  and  Junko  Kawai. 

Main  activities  in  the  pro-  Modern  Tom  SotPyer 
gram  include;  A  luncheon  in  the 

Foreign  Office,  Sunday,  Oct.  16.  Feature 

A  luncheon  tendered  by  the 
Bank  of  the  Republic,  Tuesday, 

Oct.  18. 


included  in  the  panel.  The  group 
included  Ralph  Patterson,  Mac¬ 
Millan  Bloedel  Powell  River 
Ltd.;  Dr.  Gordon  Murdock, 
Crown  Zellerbach,  and  Byron 


Cleveland  Batson,  Inland  Empire  Paper 
The  Cleveland  Plain  Dealer  Company, 
has  just  run  on  its  front  page  a  The  ANPA  Research  Depart- 
A  luncheon  by  the  Colombian  series  of  stories,  an  autobiog-  ment’s  newsprint  testing 
Press  on  Wednesday,  Oct.  19,  raphy,  written  by  a  16-year-old  methods  are  beyond  reproach, 
and  in  the  evening  a  cocktail  schoolboy.  but  it  is  uncertain  that  the 

party  by  United  Press  Interna-  Dudley  Brumbach,  chief  pho-  laboratory  has  always  received 
tional.  tographer  of  the  Plain  Dealer,  correct  samples,  according  to 

The  Coffee  Growers  of  Colom-  discovered  a  yellow,  ruled  note-  Mr.  Patterson, 
bia  will  be  host  at  a  reception  book  at  a  bus  stop  one  day  and  Different  ANPA  regional 
Thu^ay,  Oct.  20.  read  it  on  his  way  to  work.  standards  for  each  geographical 

The  traditional  closing  ban-  The  boy’s  teacher  had  told  ^re  suggested  bv  Mr  Russell 
quet  the  last  day  of  the  General  him  to  write  his  autobiography,  SrenSs  are  creS  by 

^  ^  The  boy,  Tom  Bolman,  started  woods  and  water  used  in  various 

cocktail  party  hosted  by  the  by  listing  the  biggest  facts  in 
Mergenthaler  Linotype  Com-  his  life.  Then  he  lost  the  book  in 
P^i'y-  the  bus  shelter. 

•  Photographer  Brumbach  and 

E^kin  Advanced  men  around  the  City  Room  of 

To  Promotion  Mgr. 

^  charmed  by  the  writing  that 

Elliott  Eakin,  formerly  a  copy  they  saw  Tom  as  a  1960  Tom 
writer,  has  been  appointed  ad-  Sawyer.  The  paper  asked  him 
vertising  promotion  manager  of  to  come  in  and  spread  out  brightness,  printability,  uni- 
the  New  York  World-Telegram  further  the  little  dabs  of  events  formity  and  ink  receptivity  were 
&  Sun.  he  had  compiled.  reported  by  the  panelists. 

Promotion  manager  Lawrence  Reporter  Todd  Simon  helped  • 

Merahn  said  he  replaces  Thomas  the  lioy  compose  his  story. 

W.  Black,  who  has  become  mar-  • 

keting  and  research  manager  of 

the  newspaper.  He  was  research  Montana  Rancher 
manager  of  an  advertising  genes  Commended 
agency  before  joining  the  news¬ 
paper  in  1952.  Great  Fal,^,  Mont.  ^  recentlv 

Mr.  Eakin  also  has  been  with  The  Great  Falls  Tribune  has  ,  , 

the  World-Telegram  since  1952,  received  an  Award  of  Merit  from  With  Tmrrewing  of  colimn 
following  work  in  television  and  the  American  Association  for  widths,  the  Statesman  went  to 


regions. 

Most  Pacific  Northwest  news¬ 
print  sheets  weigh  less  than  the 
national  average.  But  this  pro¬ 
vides  buyers  with  a  $2.60  per 
ton  price  advantage,  Mr.  Russell 
said. 

Gains  in  newsprint  cleanliness, 


Wide  8lh  Column 
On  Daily’s  Front  Page 

Salem,  Ore. 
Page  One  format  of  the  Ore¬ 
gon  Statesman  underwent  a 


publication  promotion. 

Joins  7c  List 

Chelsea,  Mass. 
The  Chelsea  Record  fell  into 


State  and  Local  History  for  “a  nine-column  makeup  several 
continuing  series  of  well-illus-  y®*rs  ago.  'Now  its  front  page 
trated  feature  stories”  in  the  has  g;one  back  to  eight  columns 
Sunday  supplement  on  early  — seven  of  re^lar  width  and 
Montana  cattle  ranchers.  ^he  eighth  being  1%  columns 

Clyde  Reichelt,  who  prepared  wide  down  the  left  side  of  the 

line  with  other  New  England  the  series,  was  singled  out  for 

newspapers  boosting  its  price  special  mention  in  the  citation.  In  addition,  column  rules  have 

from  5c  to  7c  a  copy  Sept.  12.  He  is  a  graduate  of  the  Montana  been  dropped  from  Page  One 

Home  delivery  price  is  40c  State  University  School  of  Jour-  with  one  pica  of  white  space 

weekly.  nalism.  being  used  between  columns. 
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Serving 

NEWSPAPERS  and 
ADVERTISERS 


with  matt  of  timely  H  (I  /'  Color  tuhjectt  at 
minimum  eott — «*r  free  of  rhuree 


EACH  WEEK— Advertising  and  editorial  color  illus¬ 
trations  (approximately  60  each  week)  are 
mailed  to  subscriber  newspapers.  Color  mats 
to  newspaper  layout  specifications  are  shipped 
within  48  hours  after  order  is  received. 


(ilM2  ftKNKWnssl.Y 


CUKKENT  SUIJECTS  for  fall  season  include:  United 
Fund  poster,  Halloween  subjects,  American 
Dairy  Association  October  Cheese  Festival, 
Dole  Hawaiian,  Campbell  Soup,  Cling  Peach 
Advisory  Board,  famous  California  Packing 
Rainbomat  series. 


CAPtNIVAL  OP 

CltMM  HUiae* 
^  STORE  NAME 


■ECENT  RELEASES- Back  to  School,  Better  Meals 
campaign.  Labor  Day  and  late  summer  illustrations. 


COMINA— Full  color  illus¬ 
trations  for  Thanks¬ 
giving,  Christmas  and 
New  Years’  holidays 
(approximately  100). 
Also  20  advertising  and 
editorial  pages  for 
Bureau  of  Advertising 
November  promotion 
on  “New  Appliances.” 


Write  today  for  this  illustrated  brochure  which  tells  about  The 
Milwaukee  Journal  ROT  Color  Service  and  how  it  can  serve  you. 


Journal  Square,  Milwaukee  1,  Wisconsin 


More  College  Boards 
Opening  Meetings 

By  Victor  J.  Danilov 

Di'reclnr  of  Publif  Information,  L'niverMty  of  (Colorado 


At  Colorado  State,  Lewis  University  of  Delaware,  said, 
Thomas,  director  of  the  infor-  “Our  board  has  steadfastly  re- 
mation  service,  explained,  “We  sisted  opening  its  meetings  to 
have  a  very  good  working  re-  the  press.  We  release  informa- 
lationship  with  the  press,  which  tion  when  appropriate.  We 
depends  upon  us  to  cover  for  have  occasionally  held  pre- 
them.  We  try  to  do  so  objective-  board  press  conferences,  but 
ly,  without  bias,  regardless  of  they  have  not  proved  to  be  of 
whether  it  hurts.” 

Some  of  the  public  relations 


T 


directors  are  glad  that  the 
press  does  not  make  a  point  of 
attending  their  open  board 
meetings.  Others  feel  it  is  un¬ 
fortunate. 


great  value.” 

Minutes  Made  Available 


‘Less  Intrigued' 

The  PR  director  of  one  South- 


The  board  meetings  at  the 
University  of  Rhode  Island  are 
closed,  but  “minutes  of  the 
meetings  are  available  to  the 
press,”  according  to  Charles  A. 
Hall,  director  of  alumni  and 
public  relations. 

Thomas  C.  Morelock,  director 
of  public  information.  Univer¬ 
sity  of  Missouri,  said  closed 
board  meetings  enable  his  office 


An  increasing  number  of  tor  of  university  relations.  Uni¬ 
state  universities  and  land-  versity  of  Maryland,  pointed 
grant  colleges  are  opening  their  out,  “The  regents  are  responsi- 
goveming  board  meetings  to  the  ble  for  policy  governing  the  ex¬ 
press,  according  to  a  surv-ey  of  penditure  of  the  second  largest 
67  state-supported  institutions  single  allocation  of  appropri- 
of  higher  education.  ated  funds  in  the  entire  state 

Open  board  meetings  outnum-  budget.  In  view  of  this,  it  .seems 
ber  closed  sessions  three  to  one,  appropriate  and  necessarj-  that  em  land-p-ant  college,  for  ex- 
and  there  is  growing  pressure  their  policies  be  open  to  public  ample,  said,  “I  believe  we  lose 
from  the  public  and  the  press  scrutiny.”  by  the  lack  of  press  attend- 

to  throw  open  the  remainder.  Among  those  who  felt  open  ance.” 

Virtually  all  the  state  uni-  meetings  are  healthy  and  help-  Another  public  relations  offi-  to  spread  out  the  news  through 
versities  have  open  meetings  of  ful  were  Robert  Laxalt,  univer-  cer  complained  that  “newspa-  staggered  releases.  “This  is 
their  boards  of  regents  and  -sity  editor.  University  of  Nev-  pers  were  extremely  interested  much  better  than  having  all  of 
trustees,  but  only  about  two-  ada;  T.  R.  Johnston,  director  covering  the  board  meetings  the  important  stories  break  at 
thirds  of  the  land-grant  institu-  of  information,  Purdue  Univer-  when  they  were  closed.  Now  the  same  time.” 
tions  welcome  press  attendance,  sity;  Dav’id  A.  Burr,  director  of  that  they  can^^get  in  they  are  jj^  general,  however,  where 
Of  the  67  institutions  par-  public  information.  University  less  intrigued.  there  are  closed  board  meetings, 

ticipating  in  the  survey,  17  of  of  Oklahoma,  and  J.  H.  Mattox  Several  replies  pointed  out  public  relations  office  pre- 
20  state  universities,  16  of  24  Jr.,  director  of  public  relations,  that  the  press  is  becoming  un-  pares  one  or  more  news  releases 
land-grant  state  universities,  11  Louisiana  State  University.  easy  about  the  increasing  use  of  summarizing  the  business  trans- 
of  14  land-grant  colleges  and  Mr.  Laxalt  said  the  initiation  executive  sessions  and  closed 
4  of  6  Negro  land-grant  colleges  of  open  meetings  “has  resulted  committee  meetings, 
have  open  meetings  of  the  gov'-  1^  ^  healthy  attitude  of  conli-  Thomas  Nickerson,  director 
eming  board.  Three  others  did  dence  by  the  press  that  the  of  information.  University  of 

university  acts  above  board.  Hawaii,  stated,  “The  sentiment  _ _ .  .  .  ...  , 

Star  chamber  sessions  can  only  against  executive  meetings  for  ^  ® 

create  suspicion.”  public  boards  is  streng.”  offices  and  the  press.  But 

r>  J.,  ,  A--1  number  of  generalizations  can 

Press  coverage  of  lioard  meet-  A  f be  made  about  the 


not  answer  that  question. 

Press  un  Hand 


acted,  as  is  done  at  the  Uni¬ 
versity  of  Wyoming. 

The  survey  revealed  a  diver¬ 
sity  of  practices  on  the  part  of 


The  questionnaire  was  mailed  j-  ^  j  u  /-'u  i  tt*  171  j*  uiauc  auuut  luc  cuvei'iii 

to  the  public  relations  directors  according  to  Mr.  Johnston,  mitted  by  Char  es  E.  Flynn  di-  meetings  at  state  uni- 

‘gives  thorough  coverage  to  of-  r^tor  of  public  information,  and  land-grant  col- 

hcial  board  actions” — something  University  of  Illinois,  who  said,  1  ^ 

fKo4'  10  vs  ^  .rv  TWACO  4*/^  4-11^  in—  ^  * 


coverage  of 


of  93  state  universities  and 
land-grant  institutions. 

In  those  instances  where  gov¬ 
erning  board  meetings  are  open, 
the  press  takes  advantage  of 
the  opportunity  to  attend  in 
about  four  out  of  five  cases,  the 
survey  revealed. 


that  is  not  always  possible  with 
news  releases. 

Fair  Treatment 


‘The  press  objects  to  the  in¬ 
creasing  use  of  committee 
meetings.” 

(;io^e«l  in  16  States 


Closed  governing  board  meet- 


1.  An  increasing  number  of 
governing  boards  at  public  in¬ 
stitutions  are  opening  their 
meetings  to  the  press. 

2.  At  those  institutions  where 
lioard  meetings  are  still  closed, 
it’s  usually  because  of  an  in- 


Mr.  Burr  said  coverage  of 
Oklahoma  governing  board 

When  newspapers  are  unable  meetings  “has  been  good  and  inffs  were  reported  at  institu¬ 
te  send  representatives  to  board  treatment  has  been  fair.”  tions  in  16  states,  including  .am  j 

meetings,  they  almost  always  Louisiana  State’s  experiences  Maine,  Kentucky,  Montana,  omerent  press  attitude  or  ex- 
rely  upon  the  institution’s  led  Mr.  Mattox  to  say,  “Occa-  Tennessee,  Mississippi  and  Wy-  c^^ljent  se^’ice  by  the  public  re- 

“news  bureau”  for  coverage,  ac-  sionally  something  unfortunate  oming.  lations  ottice. 

cording  to  the  survey.  gets  into  print,  but  the  over-all  In  some  cases,  the  meetings  Growing  pressure  is  being 

The  vast  majority  of  college  effect  is  good;  the  press  has  are  closed  partly  because  “the  exerted  by  the  press  to  reduce 
and  university  public  relations  confidence  in  the  board  and  ad-  question  has  never  been  raised,”  eliminate  business  transacted 

directors — 46  to  6 — said  they  ministration  ”  as  at  Virginia  Polytechnic  In-  i*'  executive  and  committee  ses- 

were  satisfied  with  their  present  Parry  D.  Sorensen  director  stitute,  or  “no  request  has  ever  sions. 

system  of  board  coverage.  of  public  relations.  University  been  made  seriously,”  as  at  Rut-  4.  There  appears  to  be  a  close 

A  number  of  replies  indicated  of  Utah,  said  the  Salt  Lake  gers.  working  relationship _ too  close 

that  open  meetings  of  the  gov-  City  papers  assign  their  top  More  frequently  the  board  sometimes  _  between  newspa- 

erning  board  is  a  recent  devel-  writers  to  coverage  of  board  meetings  are  closed  because,  as  pgj.g  most  public  relations 
opment,  resulting  from  outside  meetings  and  “they  do  an  ex-  one  Western  public  relations  di-  „  j  ■  _ 

pressure  and/or  an  enlightened  cellent  job.”  rector  put  it,  “We  believe  pres- 

attitude  on  the  part  of  the  At  a  number  of  institutions  ence  of  the  press  would  inter- 

board,  administration  or  state,  having  open  board  meetings,  the  fere  with  frank  discussion  of  Public  institutions  of  higher 
The  comments  of  the  public  press  does  not  bother  to  attend,  some  matters.  There  is  also  the  education  are  becoming  more 
relations  officers  also  revealed  In  most  instances,  the  institu-  danger  of  misinterpretations  aware  of  the  need  for  cooper- 
that  there  is  increasing  dissatis-  tion’s  news  bureau  covers  for  and  of  news  stories  slanted  in  ating  with  the  press  if  they  are 
faction  by  the  press  with  the  the  newspapers  in  the  area,  a  way  which  presents  unwar-  to  receive  the  understanding 
remaining  closed  meetings  and  such  as  at  Miami  University  ranted  criticism  of  actions  of  ^nd  support  necessary  to  meet 
the  frequent  use  of  executive  of  Ohio  and  Colorado  State  the  board.”  ^he  educational  crisis  in  the 

and  committee  sessions.  University.  Another  common  reason  is  yg^rs  ahead 

The  PR  directors,  in  general,  Robert  T.  Howard,  news  bu-  that  “too  many  things  are  dis-  «  ti, 
felt  it  was  in  the  best  interests  reau  director,  Miami  Univer-  cussed  that  are  not  developed  press  appears  to  be 

of  the  public  and  the  institution  sity,  said  the  system  works  at  enough  to  warrant  outside  doing  a  much  more  conscien- 
to  have  open  meetingps  of  the  his  institution  because  “news  knowledge.”  tious  job  of  covering  higher 

governing  board.  bureau  coverage  is  accepted  and  Elbert  Chance,  director  of  education  in  general  and  gov- 

Robert  J.  McCartney,  direc-  trusted.”  alumni  and  public  relations,  eming  boards  in  particular. 

EDITOR  Sc  PUBLISHER  for  September  24,  1960 


104 


Complete  Strapping  Service . . .  Strapping  ■  Tools  ■  Technical  Assistance 


No  lost  timo,  no  waste  motion 
when  you  bundle  with  Model  12 


USS  Steel  Strapping  Machine  Model  12  is  com¬ 
pletely  automatic  and  so  keeps  newspaper  bun¬ 
dling  or  magazine  packaging  moving  right  along. 
No  matter  what  the  size  of  the  bundles  .  .  .  from 
8"  by  2"  to  26"  x  20"  .  .  .  they  parade  through 
the  Model  12  at  the  steady  pace  of  24  a  minute. 
And  all  are  securely  tied  to  the  predetermined 
tension  that  the  Model  12  constantly  maintains, 
regardless  of  the  bundle’s  size  or  weight.  If  com¬ 
pression  of  packages  is  desired  for  tighter  wrap¬ 
ping  and  easier  handling,  a  special  device  may 
be  added  to  the  machine  for  thoroughly  satis¬ 
factory  results. 

The  USS  Model  12  Machine  fits  right  into 
production  line  operation.  Its  speed  and  depend¬ 
ability  soon  produce  economics  in  the  circulation 
department.  Model  12  utilizes  USS  High-Tensile 
Round  Steel  Strapping,  14  through  18H  gauge. 
It  can  be  threaded  in  less  than  a  minute.  It  is 
easy  to  operate.  Maintenance  is  simple  ...  a 
built-in,  one-shot  lubrication  system. 

A  USS  Steel  Strapping  Specialist  is  experi¬ 
enced  in  solving  production  line  packaging  prob¬ 
lems.  His  experience  is  at  your  service.  He  will 
be  glad  to  explain  how  you  can  benefit  by  install¬ 
ing  the  Model  12  Machine  in  your  circulation  or 

shipping  department.  LfSS  it  a  regaterrd  trademark 

U-  S.  steel  Supply 
f  yo3|  Division  of 

V  United  States  Steel 

steel  Service  Centers  and  Complete  Steel  Strapping  Service  Coast  to  Coast 


U.S.  Steel  Supply  Division,  Dept.  EP-90 
U.S.  Steel  Corporation 

208  South  La  Salle  Street,  Chicago  4,  Illinois 

Please  send  me  a  free  copy  of  your  Sweet's  Insert  folder, containing 
information  about  the  Modei  12  Machine. 

Please  haee  Strapping  Speciaiist  caii. 


Cone _ Staao- 


PHOTOGRAPHY 


Further  Reflections 
On  Photojournalism 


By  Bob  Warner 

A  few  months  ago  we  re¬ 
ported  the  wide  variety  of  defi¬ 
nitions  in  existence  for  the  term 
“photojournalism,”  (E&P,  July 
2),  As  time  goes  by  we  con¬ 
tinue  to  be  impressed  by  the 
lack  of  agreement  among  top 
photographers  throughout  the 
country  as  to  just  who  photo- 
journalists  are  and  what  tech¬ 
niques  they  use. 

Joseph  ^sta,  chief  photogra¬ 
pher  for  the  New  York  Sunday 
Mirror  Magazine,  for  example, 
defines  a  photojoumalist  as 
“one  who  communicates  with  his 
camera,  using  visual  images  to 
bring  the  most  complete,  inter¬ 
pretive  and  penetrating  report 
of  things,  places  and  people  to 
his  readers.” 

Major  Criterion 

For  Arthur  Rothstein  of  Look 
Magazine,  publication  is  the 
major  criterion  for  recognizing 
a  photojoumalist.  In  his  book 
“Photojournalism,”  Mr.  Roth¬ 
stein  writes: 

“These  are  the  photojoumal- 
ists:  observers  of  people  and 
events  who  report  what  is  hap¬ 
pening  in  photographs;  inter¬ 
preters  of  facts  and  occurrences 
who  write  with  a  camera ;  skilled 
communicators  whose  images 
are  transmitted  visually  via  the 
printed  page.  .  .  .  The  important 
and  outstanding  consideration 
is  that  the  photograph  is  not 
the  final  effort;  only  its  publica¬ 
tion.  This  inevitable  adjustment 
to  the  requirements  of  the 
printed  page  has  created  photo¬ 
journalism  and  given  its  practi¬ 
tioners  their  limitations,  dis¬ 
ciplines  and  greatest  satisfac¬ 
tions.” 

Photo  Reporting 

Cliff  Edom,  professor  of  pho¬ 
tojournalism  at  the  University 
of  Missouri  says  that  “in  my 
mind,  photojournalism  is  photo 
reporting.  It  is  that  simple.  If 
it  is  false  reportage  then  it  is 
false  photojournalism.  I  do  not 
feel  there  is  any  such  thing  as 
objective  reporting.  A  man’s 
background  determines  what  he 
sees  and  how  he  presents  it  to 
his  readers.” 

These  definitions  are  not  nec¬ 
essarily  far  apart  in  feeling  or 
spirit.  All  three  men  would  no 
doubt  agree  that  the  other  fel¬ 
low’s  definition  accurately  de¬ 
scribes  one  aspect  of  photojour¬ 


nalism.  The  confusion  seems  to 
stem  from  the  fact  that  no  one 
will  accept  anyone  else’s  criteria 
and  that  when  it  comes  to  nam¬ 
ing  photojoumalists  or  fields  of 
photojoumalistic  work,  it  is  rare 
to  find  two  men  who  will  agree 
on  a  list.  In  addition,  as  photog¬ 
raphers  elaborate  on  their  many 
qualifications  and  exclusions, 
they  drift  even  further  apart  in 
their  basic  understanding  of  the 
term. 

We  submit  that  the  debate  is 
not  merely  academic  or  a  sopho- 
moric  concern  with  semantics. 
The  National  Press  Photogra¬ 
phers  Association  has  had  a 
long  and  bitter  controversy 
going  within  its  ranks  for  many 
years  over  the  is-sue  of  full  or 
associate  membership  status  for 
applicant"?  —  a  question  which 
actually  depends  on  how  vari¬ 
ous  people  define  the  word  pho¬ 
tojoumalist. 

Magazines  y.s.  Papers 

Only  a  few  months  ago,  Bruce 
Downes,  editor  of  Popular  Pho¬ 
tography  Magazine,  suggested 
that  the  American  Society  of 
Magazine  Photographers  change 
its  name  to  the  American  So¬ 
ciety  of  Photojoumalists  be¬ 
cause  he  thinks  the  phrase 
magazine  photographers  “is  un¬ 
satisfactory,  restrictive  and 
ought  to  be  abolished.” 

Yet  daily  press  and  maga¬ 
zine  photographers  rarely  agree 
that  both  fields  are  tme  areas 
of  photojournalism  and  very 
few  photographers  belong  to 
both  NPPA  and  ASMP.  This 
twain  is  never  supposed  to  meet 
even  though  within  the  broad¬ 
est  scope  of  almost  anyone’s 
definition  they  are  generally 
considered  to  be  practicing  the 
same  craft  and  using  essenti¬ 
ally  the  same  techniques. 

Apparently,  the  basic  con¬ 
troversy  always  centers  around 
the  second  part  of  the  word 
“photo  -  journalism.”  Almost 
everybody  in  the  field  seems  to 
agree  about  what  it  is  to  prac¬ 
tice  photography,  but  mention 
the  word  journalism  and  the 
free  for  all  starts. 

In  the  minds  of  most  maga¬ 
zine  photographers,  cameramen 
are  journalists  in  the  photogra¬ 
phy  field  regardless  of  what 
type  of  publication  they  repre¬ 
sent,  whether  it  be  news,  indus¬ 
trial  or  trade  journals.  Newspa¬ 
per  and  wire  service  photogra- 


l)hers  consider  a  man  is  a  photo¬ 
joumalist  when  he  works  for 
a  general  news  organization  but 
they  do  not  always  agree  on 
which  magazines  are  bona  fide 
practitioners  in  that  field.  As 
for  television  and  motion  pic¬ 
ture  cameramen,  half  the  pho¬ 
tographers  we  know  call  them 
photojoumalists  and  the  other 
half  does  not. 

Meeting  ('.lianges 

We  Itelieve  that  the  entire 
controversy  has  arisen  because 
photography  has  come  a  long 
way  since  the  days  when  the 
term  “photojournalism”  was 
coined  and  that  in  current  usage 
we  are  trying  to  apply  its  origi¬ 
nal  meaning  to  a  field  which 
has  changed  greatly  in  30  years; 
a  field  which  is  still  in  a  state 
of  flux  and  constantly  broaden¬ 
ing  out  both  in  general  scope 
and  particular  specializations. 
And  as  the  field  broadens,  some 
photographers  keep  extending 
the  term  photojournalism  to 
cover  nil  the  changes  while 
others  do  not. 

The  result  is  lexical  chaos. 
Practically  everyone  who  makes 
a  living  with  a  camera  wants 
to  be  called  a  photojoumalist. 
Yet  everyone  also  wants  to  ex¬ 
clude  someone  else  from  quali¬ 
fying  for  the  name.  The  es¬ 
sential  criteria  keeps  changing 
depending  on  what  camp  one  is 
in.  Some  say  if  you’re  published, 
you’re  a  photojoumalist.  Others 
assert  one  is  a  photojoumalist 
only  if  he  interprets  life.  Still 
others  claim  the  standard  of 
general  netvs  work  as  the  first 
essential.  Another  group  offers 
journalism  as  the  first  requisite 
but  does  not  bother  to  define  it. 

Another  Viewpoint 

In  our  estimation  the  criteria 
must  depend  on  what  a  photog¬ 
rapher  does,  not  on  whether  or 
not  he  is  published  or  in  what 
type  of  publication. 

All  professional  photogra¬ 
phers  share  in  common  the  fact 
they  use  a  camera  to  make  a 
living.  We  can  distinguish  one 
from  another  in  the  same  man¬ 
ner  we  classify  writers;  by  the 
form  in  which  they  practice 
their  craft  or  the  varied  tech¬ 
niques  they  employ.  We  do  not 
automatically  call  every  writer 
whose  work  is  published  a  jour¬ 
nalist  or  creative  writer  but 
must  first  discover  which  writ¬ 
ing  form  he  uses;  fiction  or  non¬ 
fiction.  It  is  this  basic  form 
which  stamps  the  writer,  not 
the  publication. 

We  suggest  the  same  split 
exists  in  the  photog;raphy  field 
as  exists  in  writing.  Photogra¬ 
phers  have  an  untold  number  of 
techniques — old,  new  and  yet  to 
be  discovered — at  their  disposal, 
but  essentially  they  approach 


their  subject  matter  in  .ne  of 
two  ways:  Either  they  ocord 
or  interpret  only  what  tlicy  see 
or  they  photograph  sonuthing 
which  first  existed  only  iti  their 
imaginations.  The  first  aiea  is 
what  we  call  photojouriialism; 
the  second  is  photofiction. 

DifTerenI  Melho<l> 

Photofiction  is  the  natural 
counterpart  of  photojournalism 
and  the  two  fields  differ  in  this 
essential:  The  photojoumalist 
takes  life  as  he  finds  it;  the 
photofictionalist  creates  a  pic¬ 
ture  that  would  not  have  lieen 
there  unless  he  brought  all  the 
elements  in  the  story  together 
himself. 

The  photojoumalist  discovers 
life  and  essentially  will  not 
tamper  with  his  subject  matter. 
He  may  manipulate  various 
cameras,  films  and  lenses  and 
perhaps  he  may  even  alter 
lighting  conditions  if  they  are 
not  fit  for  photographic  work. 
But  he  does  not  manipulate  the 
subject. 

Like  the  photojoumalist,  the 
photofictionalist  also  tries  to 
tell  a  .story,  instmct  or  enter¬ 
tain  us  but  his  method  or  form 
is  the  exact  opposite.  He  dreams 
up  the  photograph  himself  and 
then  carries  it  out  by  bringing 
all  the  elements  in  the  picture 
together,  arranging  them  to 
.suit  his  purpose  and  then 
photographing  the  story  with 
the  subject  matter  under  strict 
control. 

Pbololiction  Grcms 

We  think  some  of  the  work 
done  in  the  photography  field 
today  is  photofiction  and  that 
this  area  of  activity  is  growing 
every  day.  Much  of  the  adver¬ 
tising  and  public  relations  pho¬ 
tography  we  see,  for  example, 
is  photofiction.  The  photogra¬ 
phy  is  as  good  or  bad  as  that 
found  in  photojournalism  but 
very  often  it  has  little  relation 
to  reality  and  is  not  intended 
to.  Cats  are  shown  .smoking 
cigarettes,  people  walk  on  air, 
model  T  Fords  chug  down  mod¬ 
em  streets  bearing  passengers 
dressed  in  fashions  of  another 
age.  The  photography  may  be 
excellent,  the  illustration  per¬ 
fect;  but  it  is  photofiction,  not 
photojournalism. 

We  think  that  by  using  photo¬ 
fiction,  or  some  similar  term,  as 
a  counterpart  to  photojournal¬ 
ism,  and  by  recognizing  the 
different  forms  of  approach,  it 
will  become  easier  to  classify 
the  people  who  use  either  or 
both  techniques.  With  new 
terms  and  more  precise  defini¬ 
tions,  the  work  of  the  photo- 
journalist  will  fall  into  sharper 
focus  and  the  photofictionalist 

(Continued  on  page  108) 
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Making  a  point,  raising  an  issue, 
furthering  a  crusade,  or  simply 
making  a  little  space  work  its  way 
further  ...  so  people  remember. 

A  photograph  does  this  . . .  and  does  it 
best  when  it’s  a  color  picture.  For  color 
gives  added  emphasis,  dramatizes  the 
commonplace,  demands  extra  attention. 


No  wonder  you’re  seeing  more  ROP 
editorial  color.  Color  photography  and 
reproduction  are  far  more  practical  (and 
quickly  done)  since  the  Kodak  nega¬ 
tive-positive  color  system  came  along. 

The  picture  is  easy  for  the  photog¬ 
rapher.  He  knows  Kodak  Ektacolor  or 
Kodacolor  Film.  In  only  three  hours 
your  engraver  has  separations  easily 
made  in  the  darkroom  with  standard 


equipment.  From  then  on,  it  s  the  usual 
engraving  and  press  time. 

At  this  rate,  with  this  Kodak  sys¬ 
tem,  today’s  color  picture  is  not  only 
making  today’s  newspaper,  but  it’s  also 
making  it  mean  more. 

Look  into  Kodak  negative-positive 
color.  Ask  your  photographers  who  are 
familiar  with  it.  Or  write  Eastman 
Kodak  Company,  Rochester  4,  N.  Y. 
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will  take  his  place  in  profes¬ 
sional  photofiT’aphy  as  a  man 
who  seeks  the  same  photogra¬ 
phic  goals  as  the  photojoumal- 
ist  but  through  the  use  of  dif¬ 
ferent  techniques. 

*  *  * 

PICS  PRIMER 

An  inexpensive  news-picture 
primer  written  by  Robert  Boyd 
of  the  Milwaukee  (Wis.)  Jour¬ 
nal  and  James  Godbold,  photo 
director  of  National  Geographic 
magazine,  will  be  mailed  to  U.  S. 
.4ir  Force  photographers  in  No¬ 
vember.  An  Air  Force  spokes¬ 
man  said  the  new  military  guide 
which  Maj.  Gen.  Amo  H.  Lueh- 
man  asked  the  two  photo  jour¬ 
nalists  to  write  “will  put  life  in 
dull  stories.” 

Mr.  Godbold  volunteered  to 
do  the  editing  and  layout  work 
for  the  6x8,  black-and-white 
publication,  which  is  now  being 
printed  by  the  government.  Mr. 
Boyd  planned  and  photographed 
the  subject  in  the  primer  which 
aims  at  improving  military 
news  and  documentary  photog¬ 
raphy.  The  title  of  the  20-page 
publication  is  “USAF  News- 
Picture  Guide.” 

•  *  ♦ 

GRAPHIC  WEAPON 

Perry  Cragg,  66-year-old  for¬ 
mer  chief  photographer  for  the 
old  Cleveland  (Ohio)  News,  had 
a  narrow  escape  recently  when 
he  was  taking  some  pictures 
for  the  Cleveland  Zoo  and  fell 
into  the  Rhinoceros  pit.  Mr. 
Cragg  used  his  Speed  Graphic 
to  fight  off  two  charges  by  the 
Rhino.  A  crowd  of  some  150 
spectators  saw  the  fight  and 
some  of  them  helped  pull  the 
photographer  out.  Mr.  Cragg 
suffered  a  fractured  right  heel. 
*  *  * 

COURTROOM  WORK 

Advocates  of  courtroom  pho- 
togrraphy  gained  support  in 
Meridian,  Miss.,  when  Circuit 
Judge  Henry  Rodgers  said 
cameras  would  be  permitted 
during  the  retrial  of  a  murder 
case.  Sometimes  as  many  as  ten 
cameramen  were  working  at 
once  while  Lawrence  King  was 
being  tried  on  charges  he  hired 
Alex  Morris,  50,  to  kill  Mont¬ 
gomery  County  Deputy  Sheriff 
William  Kelly. 

Although  many  rolls  of  film 
were  shot  during  the  trial.  Judge 
Rodgers  said  the  press  corps 
was  orderly  and  not  a  distitict- 
ing  influence  on  the  jury.  This 
was  supported  by  members  of 
the  jury  itself. 

“It  didn’t  bother  me  a  bit,” 
said  juryman  C.  D.  Christian. 


“If  there  had  been  flashbulbs 
popping  it  would  have  been  dif¬ 
ferent,  but  there  weren’t.  We 
saw  the  cameras  and  figured 
pictures  were  being  taken  but 
I  was  never  distracted  at  all.” 

Only  available  light  pictures 
were  taken. 

*  *  * 

LEN.SMAN  LECTURES 

Bob  Boyd,  veteran  news  pho¬ 
tographer  for  the  Milwaukee 
(Wis.)  Journal,  appeal^  on 
the  program  of  the  Professional 
Photographers  of  American 
Convention  last  week  offering 
tips  to  free-lance  cameramen  on 
what  makes  a  good  news  picture 
and  how  to  pose  “three  men  and 
a  piece  of  paper”  plus  the  usual 
“presenting  fJie  gavel”  shot. 

Mr.  Boyd,  whose  photojour¬ 
nalism  career  spans  more  than 
35  years  —  from  flash  powder 
to  Strobe  lighting  and  35mm 
cameras  —  told  the  commercial 
cameramen  how  he  uses  a  small 
camera  to  tell  a  picture  story. 

“We  believe  in  pictures  tell¬ 
ing  the  story  of  our  hometown 
people,  and  we  use  a  lot  of  these 
so-called  ‘routine’  shots  trying 
to  get  variety  and  yet  get  as 
many  faces  into  the  paper  as 
possible,”  Mr.  Boyd  said.  “Nine¬ 
ty-five  percent  of  our  feature 
pictures  are  made  with  a  35mm 
camera.” 

*  «  * 

PERSON.AL  MENTION 

Paul  R.  Schleicher,  photogra¬ 
pher  for  the  Nashville  (Tenn.) 
Banner,  was  elected  president 
of  the  Middle  Tennessee  News 
Photographers  Association.  Joe 
Rudis  and  James  Ellis,  both  of 
the  Nashville  Tennessean  were 
respectively  elected  vicepresi¬ 
dent  and  treasurer  while  Doug 
Underwood  of  station  WSM-TV, 
was  elected  secretary. 

*  «  * 

David  C.  Domberg,  news  pho¬ 
tographer  and  color  specialist 
with  the  St.  Paul  (Minn.)  Pio¬ 
neer  Press,  has  joined  the 
Graphic  Arts  Research  Division 
of  the  Minnesota  Mining  and 
Manufacturing  Co.,  to  do  re¬ 
search  into  new  techniques  of 
color  work. 

• 

Here  I  Come,  Dad! 

Tarrytown,  N.  Y. 

Carol  Ann  Trimble,  recent 
graduate  of  the  University  of 
Pennsylvania  and  daughter  of 
Scripps-Howard’s  Pulitzer  Prize 
winner,  Vance  H.  Trimble,  has 
taken  over  the  wire  desk  of  the 
Tarrytown  Daily  News  (West¬ 
chester  County  Publishers,  Inc.). 
She  replaces  Julie  Foster  Van 
Camp,  who  has  assumed  full¬ 
time  babysitting  duties  for  a 
daughter,  Lisa  Lynn,  born  Sept. 
6. 


By  Daniel  L.  Lionel 

“The  downturn  in  help  wanted 
advertising  that  usually  develops 
during  the  year  following  a 
Presidential  Election  seems  to 
be  already  under  way,”  Gerald 
G.  Griffin,  executive  head  of 
B.  K.  Davis  &  Bro.,  Philadel¬ 
phia  advertising  agency,  told  the 
14th  annual  PNPA  Classified 
Clinic  this  week  at  Pottsville, 
Pa. 

“Our  1960  Guesstimate,  how¬ 
ever,  was  for  10  million-plus 
help  ads,”  he  said.  “When  this 
was  made  on  January  15, 
TREND  also  carried  three  spe¬ 
cial  paragraphs  listing  several 
labor,  trade  and  other  economic 
factors  which  might  dampen  our 
enthusiasm  about  the  last  half 
of  the  year.  Today,  although  the 
accumulative  count  for  1960  is 
still  ahead  of  that  in  1959,  all 
indications  point  to  a  further 
worsening  of  the  situation  be¬ 
fore  the  end  of  1960.” 

The  sharp  increase  in  imports, 
he  pointed  out,  affecting  an 
estimated  6  million  of  our 
workers,  or  9%  of  our  total,  has 
accelerated  the  decline. 

Actually  the  downturn  in  help 
wanted  showed  its  first  signs  as 
far  back  as  June  1959  “when  the 
progressive  and  mounting 
monthly  percentage  increases  of 
1959  vs.  ’58  peaked  out.” 

Mr.  Griffin  supplied  the  fol¬ 
lowing  chart  showing  the  taper¬ 
ing  off  of  help  want^  ad  count 
gains  starting  in  July  1959  to 
the  actual  beginning  of  losses 
in  May  1960: 


1959 

Ad  Count 

Change 

June 

851,290 

up  56% 

July 

834,491 

up  54% 

August 

966,947 

up  48% 

September 

984,092 

up  41% 

October 

878,167 

up  34% 

November 

746,491 

up  28% 

December 

555,861 

up  28% 

1960 

Ad  Count 

Change 

January 

820,569 

up  24% 

February 

723,024 

up  22% 

March 

827,791 

up  10% 

April 

850,716 

up  1% 

May 

941,637 

DN  1% 

June 

800,568 

DN  6% 

July 

716,065 

DN  14% 

August 

833,037 

DN  13% 

In  introducing  Mr.  Griffin, 

Henry  G. 

Lightcap, 

Pottsville 

Republican,  pointed  out  that  the 
agency  executive  had  been  a 
CAM  on  the  old  Philadelphia 
(Pa.)  Record  and  the  Washing¬ 
ton  (D.  C.)  Times  Herald  where 
he  started  his  newspaper  career 


while  a  student  at  George  Wash¬ 
ington  University. 

Thomas  A.  Davis,  Pottsville 
Republican  general  manager, 
welcomed  the  delegates. 

*  *  if 

HOMES  NEAR  SCJIOOLS 

Tucson 

The  morning  Aug.  20  edition 
of  the  Arizona  Daily  Star  had  a 
two-page  ad,  in  color,  featuring 
some  162  homes  which  are  lo¬ 
cated  near  schools.  It  carried 
over  436  inches  of  classified 
advertising,  said  Ricki  Rarick, 
CAM  for  Tucson  Newspapers, 
Inc. 

• 

Gormley  Leaves 
Papers  at  65 

Des  Moines 

Arthur  T.  Gormley,  65,  vice- 
president  and  business  manager 
of  the  Des  Moines  Register  and 
Tribune,  has  announced  his  res¬ 
ignation  effective  Oct.  15.  On 
that  date  he  will  complete  32 
years  with  the  Des  Moines  news¬ 
papers. 

Mr.  Gormley  was  appointed 
auditor  of  the  Register  and 
Tribune  in  1928.  Prior  to  that 
he  was  United  States  internal 
Revenue  agent  here.  He  was 
elected  a  director  of  the  Regis¬ 
ter  and  Tribune  Company  in 
1933,  appointed  business  man¬ 
ager  in  1936  and  elected  a  vice- 
president  in  1943. 

Several  changes  in  executive 
personnel  have  been  announced 
by  Kenneth  MacDonald,  editor 
and  chief  operating  officer  of 
the  newspapers. 

Harry  Prugh,  assistant  busi¬ 
ness  manager,  will  be  appointed 
to  the  new  position  of  produc¬ 
tion  director.  Working  under 
David  Kruidenier  Jr.,  general 
manager  of  the  newspapers,  Mr. 
Prugh  will  have  charge  of  all 
mechanical  operations,  news¬ 
print  purchasing,  building  main¬ 
tenance  and  related  activities. 
William  Dorriss  will  continue 
as  mechanical  superintendent. 

Carl  Koester,  treasurer  and 
controller,  will  take  over  super¬ 
vision  of  the  departments  of  ac¬ 
counting,  personnel,  credit  and 
general  purchasing  which  have 
been  under  Mr.  Gormley’s  su¬ 
pervision. 
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The  blunt  fact  is  that  new  DEEP  STRENGTH 
Asphalt-Paved  Highways  save  up  to  10%,  and 
sometimes  as  much  as  50%  or  more  in  pavement  costs. 

Maintenance  costs  are  no  greater — often  less.  And 
the  tax  dollars  saved  building  Interstate  and  Primary 
roads  with  DEEP  STRENGTH  Asphalt  Pavement 
can  be  put  to  good  use  improving  and  building  local 
and  farm-to-market  roads. 

To  learn  all  the  facts  send  for  the  new  booklet, 
Apply  the  Big  "Brake"  on  Road  Taxes.  It’s  free  to 
farmers. 

DEEP  STRENGTH  is  the  term  for  modern  Asphalt 


Base  Superhighway  Construction  that  provides  dura¬ 
bility  and  strength  never  before  realized  in  highway 
design.  Here’s  smoother-riding  for  generations,  under 
all  traffic  weights  to  come. 

THE  ASPHALT 
INSTITUTE 

Asphalt  Institute  Building 
College  Park,  Maryland 

Ribbons  of  velvet  smoothness...ASPHALT-paved  Interstate  Highways 
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Plantwide  Teamwork 
Key  to  Argus  Color 


Rock  Island,  Ill. 

The  Rock  Island  Argus  is  par¬ 
ticularly  proud  of  its  record  of 
color  printing  which  started  in 
July  1957. 

During  1957,  the  Argus  com¬ 
pleted  a  million  dollar  expansion 
program  which  included  the  in¬ 
stallation  of  a  new  five-unit  Hoe 
color  convertible  press  with  color 
cylinder  and  compartment  ink 
pumps,  capable  of  printing  both 
spot  and  full  color. 

2nd  Time  Honored 

Argus  management  and  em¬ 
ploye  personnel  are  proud  of 
receipt  of  the  1960  Editor  & 
PuBLisHiai  ROP  Color  Award 
which  is  the  second  time  in  the 
past  three  years  this  newspaper 
has  been  the  recipient  of  this 
coveted  plaque  for  perfection  of 
printing  among  newspapers  with 
circulation  under  100,000.  A 
similar  award  was  received  by 
the  Argus  in  connection  with 
the  printing  of  a  one  color  and 
black  Standard  Oil  advertise¬ 
ment  in  the  contest  of  1958. 

Perfection  in  color  reproduc¬ 
tion  is  attained  through  a  com¬ 
bination  of  teamwork  between 
advertiser,  agency,  newspaper 
advertising  department  and  pub¬ 
lication  mechanical  departments. 

It  is  the  general  policy  of  the 
newspaper  mechanical  depart¬ 
ment  to  setup  color  teams  be¬ 
tween  the  composing,  stereotype 
and  press  room  personnel  with 
each  group  given  sole  respon¬ 
sibility  in  each  step  of  quality 
control  of  color  both  in  order 
to  pinpoint  responsibility  and 
encourage  pride  of  workman¬ 
ship.  It  is  the  responsibility  of 
the  advertising  department  to 
supply  page  layouts  and  print¬ 
ing  material  to  the  mechanical 
division  three  days  before  pub¬ 
lication  date  so  adequate  time 
is  given  to  preparation  of  forms 
and  finished  stereos  for  checking 
of  color  reproduction. 

Teamwork  Pays  Off 

This  teamwork  has  proven 
very  satisfactory  and  all  news¬ 
paper  personnel  work  as  a  team 
with  a  single  goal  to  attain  per¬ 
fection  in  printing  reproduction. 
Two  color  awards  in  the  past 
three  years  proves  the  operating 
plan  as  satisfactory. 

Success  in  color  printing  is 
only  attained  through  well  pre¬ 
pared  agency  artwork  and  print¬ 
ing  material.  The  Argus  has 
received  continuous  advertising 
schedules  for  many  years  from 


the  H.  J.  Heinz  Company,  (the 
award  winning  advertisement  in 
1960)  and  the  Maxon  Agency 
and  in  all  instances  printing 
material  has  been  the  best  qual¬ 
ity  with  the  majority  of  material 
in  recent  years  being  in  the 
form  of  plastic  plates. 

All  spot  and  full  color  plates 
are  registered  by  the  stereotype 
department.  All  spot  color  plates 
are  locked  in  forms  with  quoins 
at  the  top  of  form.  Mats  are 
packed  verically  only,  in  short 
strips  and  page  mats  are  cold 
molded  with  roller.  Mats  are 
trimmed  with  a  shear  which  is 
adapted  with  registered  pins  ac¬ 
cording  to  a  system  developed 
under  direction  of  Argus  me¬ 
chanical  superintendent,  E.  F. 
Burpee. 

In  recent  months,  other  daily 
papers  have  adopted  the  Argpas 
special  system  of  trimming  mats. 
Registry  in  the  page  forms  is 
done  with  the  usual  acetate 
proofing  and  nailing  procedure. 
Stereo  department  uses  standard 
Pony  Autoplate  and  Sta-Hi 
Former  and  Router. 

Use  Collect  Runs 

Most  of  heavy  color  produc¬ 
tion  days  at  the  Argus  are 
printed  on  “collect  runs”  in  order 
to  more  readily  assure  quality 
control  and  uniformity  of  reg¬ 
istry.  Utmost  care  is  exercised 
on  every  color  run  to  assure 
exact  color  tones  requested  by 
client.  Sinclair-Carroll  blending 
system  using  only  standard 
ANPA-AAAA  colors  are  used 
exclusively.  All  color  is  printed 
on  second  impression  pages. 

The  Argus  printed  its  first 
color  advertisement  on  July  26, 
1957,  immediately  after  instal¬ 
lation  of  the  new  Hoe  press.  On 
January  10,  1958  the  newspaper 
printed  the  Standard  Oil  Ck)m- 
pany  one  color  and  black  adver¬ 
tisement  that  was  later  judged 
as  a  winner  in  the  1958  Editor 
&  Publisher  ROP  Color  Awards. 
Color  perfection  has  continued 
as  a  prime  objective  of  the  en¬ 
tire  staff  at  both  the  retail  and 
national  advertising  and  me¬ 
chanical  departments  and  the 
volume  of  color  advertising  has 
increased  each  year.  During  the 
year  of  1959  approximately 
15%  of  all  national  advertising 
in  the  Argus  was  scheduled  in 
color  and  for  the  first  eight 
months  of  1960  this  percentage 
has  increased  to  18.6%.  This 
includes  both  spot  and  full  color 
and  in  addition  the  Argus  is 


carrying  Hi-Fi  preprinted  pages 
and  special  color  tabloid  inserts. 

Since  the  Argus  installed  color 
presses  three  years  ago  local 
retail  merchants  have  recog¬ 
nized  the  strong  impact  of  color 
advertising  and  the  Argus  staff 
have  been  trained  in  the 
handling  of  this  important  pro¬ 
duction  phase.  Several  local 


automobile  dealers  use  color 
advertising  each  month  and 
color  is  also  extensively  used  by 
men’s  and  women’s  clothing 
stores  as  well  as  retail  grocers. 
The  volume  of  retail  color  is 
rising  each  year  and  for  the 
first  eight  months  of  1960  five 
per  cent  of  all  Argpis  retail 
advertising  was  printed  in  color. 


AGENCY  EXECUTIVE  CHARGES 

Much  Newspaper  Ad 
Copy  Is  Inefficient 


Cincinnati 

Inefficient,  wasteful  newspa¬ 
per  copy  is  the  rule  rather  than 
the  exception  today,  said  Paul 
C.  Harper  Jr.,  executive  vice- 
president  of  Needham,  Louis 
and  Brorby,  Inc.,  in  a  luncheon 
address  last  week  before  the 
Cincinnati  advertisers’  Club. 

In  his  remarks,  titled  “Let’s 
Stop  Wasting  Newspaper 
Space,”  Mr.  Harper  said  that 
many  who  write  copy  for  news¬ 
paper  ads  do  not  recognize  the 
peculiar  requirements  of  the  me¬ 
dium,  and  therefore  do  not  capi¬ 
talize  on  its  power. 

He  contended  that  too  much 
newspaper  advertising  today  is 
inefficient  because  it  ignores 
reality  —  the  awful  reality  of 
the  tremendous  competition  for 
reader  attention,  and  the  awful 
reality  of  the  time  squeeze. 

“If  our  ads  are  to  get  noticed 
at  all,  they  have  to  have  high 
attention  value,”  Mr.  Harper 
said. 

“If  they  are  to  be  read  to 
any  significant  extent,  they  have 
to  be  interesting  and  easy  .  .  . 
quick  and  direct. 

“And  since  we  can’t  count  on 
complete  reading,  ever,  our  ads 
also  have  to  say  who  we  are 
quickly  and  directly.  Otherwise, 
no  one  is  ever  going  to  remem¬ 
ber  they  ever  saw  our  ad.” 

Ads  Are  Dull 

“Too  often,  instead  of  being 
interesting,  newspaper  advertis¬ 
ing  is  dull,”  he  added.  “Too 
often,  instead  of  being  easy  to 
read,  it’s  difficult.  And  all  the 
time,  it  gets  this  way  because 
somebody,  somewhere,  goofed. 

“The  mistakes  are  many.  You 
probably  know  them  as  well  as 
I  do.  To  me  it  seems  they  can 
easily  be  classified  into  three 
broad  categories. 

“First:  You  have  all  the  mis¬ 
takes  that  might  be  labeled  mis¬ 
applied  mechanics. 

“Second:  You  have  all  the 
mistakes  that  might  be  labeled 
misconceived  design. 


“Third:  You  have  all  the  mis¬ 
takes  that  have  to  be  labeled 
misdirected  copy.” 

Mr.  Harper  showed,  via  slides, 
examples  of  what  he  considered 
inefficient  newspaper  ads,  point¬ 
ing  out  the  various  weaknesses 
in  the  layouts  and  where  they 
could  be  improved.  He  also  ex¬ 
hibited  ads  that  carried  out  the 
five  simple  suggestions  which  he 
believes  will  cure  the  inefficiency 
of  today’s  newspaper  advertis¬ 
ing. 

5  Easy  Rules 

These  five  easy-to-follow  rules 
are:  1.  Pinpoint  your  audience. 
2.  Write  your  copy  direct  to  this 
audience  .  .  .  and  write  it  for 
the  newspaper  reader.  3.  Design 
your  ads  for  the  newspaper 
reader.  4.  After  your  ad  is  writ¬ 
ten,  then  and  then  only,  buy 
your  space,  and  buy  your  space 
accordingly.  5.  Try  to  be  re¬ 
markable.  If  patterns  exist  — 
and  they  almost  always  do  —  in 
the  advertising  for  your  kind  of 
product,  service  or  business, 
break  them. 

In  conclusion,  Mr.  Harper 
said: 

“Directness.  Simplicity.  Ease. 
Pattern  breaking.  You  may  rec¬ 
ognize  in  these  basic  postulates 
the  same  kind  of  creative  ground 
rules  that  apply  to  the  making 
of  good  advertising  messages 
for  any  medium.  But  nowhere 
do  they  have  a  more  vital  ap¬ 
plication  than  in  the  crowded 
pages  of  your  and  my  daily 
newspaper.” 

• 

Wins  Grady  Award 
Of  Chemical  Society 

Cleveland 

David  Dietz,  science  editor  of 
the  Cleveland  Press  and  the 
Scripps-Howard  Newspapers, 
has  been  selected  as  winner  of 
the  1961  James  T.  Grady  Award 
in  recognition  of  his  science 
writing.  The  award  is  given  by 
the  American  Chemical  Society. 
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one  double-track  railroad  (built  by  private  enterprise)  can  carry  the 
freight  traffic  of  20  four-lane  highways  (built  with  your  tax  money). 
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In  everyone’s  interest,  public  policy  should  give  the  railroads  the  opportu¬ 
nity  to  compete  with  other  forms  of  transportation  on  a  fair  and  equal  basis. 
ASSOCIATION  OF  AMERICAN  RAILROADS,  WASHINGTON,  D.  C. 


Gallivan  Is  Publisher 
Of  Salt  Lake  Tribune 


Salt  Lake  City 
John  W.  Gallivan,  for  12 
years  assistant  publisher  of  the 
SoUt  Lake  Tribune,  has  been 
elected  publisher  of  the  news¬ 
paper,  succeeding  the  late  John 
Francis  Fitzpatrick. 


John  W.  Gallivan 


Mr.  Gallivan  also  was  named 
president  of  Kearns  -  Tribune 
Corporation,  parent  company  of 
the  Tribune  and  president  of 
Newspaper  Agency  corporation, 
agent  for  the  Tribune  and  the 
Deseret  i^'ews-Salt  Lake  Tele¬ 
gram. 

Mr.  Gallivan  also  succeeds 
Mr.  Fitzpatrick  in  these  capaci¬ 
ties.  Mark  E.  Petersen,  presi¬ 
dent  of  the  Deseret  News  Pub¬ 
lishing  Company,  has  been 
named  senior  vicepresident  of 
Newspaper  Agency  Corporation. 

In  Qiarge  of  Oporatiuii!> 

Anton  F.  Peterson,  general 
manager  of  Newspaper  Agency 
Corporation,  was  named  vice- 
president  in  charge  of  opera¬ 
tions,  in  addition  to  serving  as 
general  manager.  He  is  in 
charge  of  business,  advertising, 
circulation  and  mechanical  op¬ 
erations  of  both  Salt  Lake  news¬ 
papers  and  in  that  capacity  is 
chief  operating  executive  of  the 
agency  corporation. 

0.  Preston  Robinson,  editor 
and  general  manager  of  the 
Deseret  News-Salt  Lake  Tele¬ 
gram  and  a  board  member  of 
the  agency,  was  reelected  secre¬ 
tary.  Other  members  of  the 
agency  board  are  Gus  P.  Back- 
man,  executive  secretary  of  the 
Salt  Lake  Chamber  of  Com¬ 
merce  and  Arthur  C.  Deck,  ex¬ 
ecutive  editor  of  the  Tribune. 

Mr.  Gallivan  has  been  asso¬ 
ciated  with  the  Salt  Lake  Trib¬ 
une  since  1937,  He  became  as¬ 


sistant  publisher  in  1948.  Prior 
to  that  time  he  w’orked  in  prac¬ 
tically  all  departments  of  the 
newspaper.  He  has  served  as 
treasurer  and  director  of  News¬ 
paper  Agency  Corporation  since 
its  founding  in  1952.  He  will 
retain  the  position  of  treasurer 
in  addition  to  ser\’ing  as  presi¬ 
dent. 

Notre  Dame  Graduate 

Mr.  Gallivan,  45,  is  a  native 
of  Salt  Lake  City  and  a  grad¬ 
uate  cum  laude  of  Notre  Dame 
University  in  the  class  of  1937. 
Prior  to  becoming  associated 
with  the  Tribune  he  worked  for 
newspapers  in  San  Jose,  Calif., 
and  South  Bend,  Ind.  w'hile  at¬ 
tending  school. 

The  Salt  Lake  Tribune  is  the 
property  of  the  Keams-Tribune 
Corporation,  which  is  wholly 
owned  by  the  grandchildren  of 
the  late  United  States  Senator 
Thomas  Kearns  and  the  widow 
and  heirs  of  the  late  Mr.  Fitz¬ 
patrick.  The  Deseret  News-Tele¬ 
gram  is  owned  by  the  Deseret 
News  Publishing  Company,  a 
property  of  the  Church  of  Jesus 
Christ  of  Latter  Day  Saints. 
The  newspapers  operate  inde¬ 
pendently,  from  separate  build¬ 
ings,  on  the  news  side. 


THE  BOOK’S  OUT!— "Words  on 
Paper,"  by  Roy  H.  Copperud, 
conductor  of  the  Editorial  Work¬ 
shop  in  E&P,  is  just  off  the  press 
(Hawthorn  Books,  Englewood 
Cliffs,  N.J.  $4.95).  A  manual  on 
prose  style,  it  contains  some  of  the 
best  material  from  the  E&P  col¬ 
umns  over  the  past  five  years  and 
much  additional  guidance  from  the 
author  on  proper  English.  Mr. 
Copperud  is  chief  editorial  writer 
for  Pasadena  (Calif.)  Independ¬ 
ent,  Star-News. 


pmiffliiniiiiiHiiiiiiiiii  EDITORIAL  WORKSHOP  linWMiMiiiiiiiiii' 

I  By  Roy  H.  Copperud 

I  Meiij  Cities  and  States 

1  Since  citizen  has  the  meaning,  among  others,  of  one 
J  who  owes  allegiance  to  a  state  and  is  entitled  to  ]»ro- 
S  tection  from  it,  the  word  should  be  used  with  can*,  to 
m  prevent  the  ambiguity  that  often  arises  when  inhabilniit 
m  or  resident  would  have  been  a  better  choice.  People  were 
M  citizens  of  cities  in  the  days  when  cities  were  states;  it 
J  may  be  better  now  to  speak  of  them  as  inhabitants,  or 
g  residents,  of  their  cities. 

1  “A  citizen  met  the  bus  that  delivers  the  papers.”  Since 
I  this  was  merely  a  resident,  and  not  a  citizen  as  distin- 
1  guished  from  an  alien,  resident  would  have  been  the 
S  happier  word. 

I  "The  county  now  has  221,900  citizens,  a  record.”  This 
M  sentence,  from  a  population  report,  referred  to  inhabit- 
M  ants,  and  could  be  genuinely  misleading  as  distinguish- 
M  ing  between  citizens  and  aliens.  It  is  not  wrong,  of 
m  course,  to  speak  of  “a  citizen  of  Chicago”  or  “a  citizen 
a  of  Utah.”  And  citizen  sometimes  is  unavoidable,  as  in 
m  citizens’  advisory  committee. 

3  A  native  of  a  place,  strictly,  is  one  who  was  bom 

■  there,  a  fact  that  ought  to  be  clear  by  analogy  with 
1  nativity,  although  it  appears  that  many  do  not  know 
a  that  the  Nativity  means  the  birth  (of  Christ), 
g  There  is,  however,  a  specialized  use  of  native,  in  dis- 
3  tinguishing  inhabitants  from  visitors,  that  does  not 

■  necessarily  imply  birth  in  a  place.  This  is  commonest 
3  in  New  England. 

M  A  national  is  a  person  belonging  to  a  country  or  na- 

■  tion,  and  the  word  should  no  more  be  capitalized  than 

I  citizen  or  countryman.  National  has  come  into  great 
g  currency  in  this  sense  in  the  phrase  Mexican  national, 

M  as  applied  to  crop  workers  brought  into  the  United 
g  States. 

I  Wayward  Words 

a  Something  needs  to  be  done  about  the  verb  forms 
g  arced  and  arcing,  but  it’s  hard  to  say  what.  The  verb 

m  arc,  from  which  they  come  (“The  power  arced  across 

§  the  lines”;  “The  assassin  arced  his  grenade  close  to  the 

1  low  ceiling,  toward  the  ministers’  bench”)  is  pronounced 

g  ark,  but  the  conventions  of  pronunciation  would  ordi- 

S  narily  soften  the  c  in  arced  and  arcing.  This  makes  it 

g  seem  as  if  the  pronunciation  should  be  arsed  and  arsing, 

1  which,  of  course,  is  not  merely  wrong  but  unseemly. 

=  Dictionaries  give  arcking,  which  solves  the  problem, 
g  as  a  variant  spelling,  but  this  form  is  never  used.  And 

S  by  attempting  to  discourage  the  use  of  arc  as  a  verb  in 

g  this  technological  age  one  would  only  be  making  an  arce 

S  of  himself. 

S 
S 

S  strictly  speaking,  an  attorney  is  not  necessarily  a 
g  lawyer;  it  is  merely  someone  who  has  been  authorized 
g  to  act  for  another,  that  is,  w’ho  has  been  given  power 
1  of  attorney.  As  noted  in  the  Dictionary  of  Contemporary 
1  American  Usage,  however,  in  this  country,’  attorney  is 
1  all  but  a  synonym  for  lawyer. 

g  More  than  that,  any  close  obser\'er  wdll  notice  that 
1  attorney  has  become  the  genteel  word  for  lawyer.  Thus 

g  most  lawyers  prefer  to  be  referred  to  as  attorneys,  and 

g  newspapers,  almost  always  sedulously  deferential  in  these 

1  matters,  cater  to  this  preference. 

g  «  *  * 

g  Media  is  in  increasing  use  to  refer  to  the  means  by 
1  which  advertising,  particularly,  is  disseminated  (“The 

g  media  used  were  newspapers,  magazines,  and  televi- 

g  vision.”)  It  is  not  always  recognized,  however,  that  media 

1  is  the  plural  of  medium,  and  thus  mediae  is  impossible. 

M  Nor  should  media  be  used  as  a  singular: 
g  “In  the  debate  over  toll  TV  the  mathematics  peculiar  I  J 
g  to  a  mass  media  [properly,  medium]  have  tended  to  run  I 
I  away  with  common  sense.”  I 
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What  in  the  world  will  he  get  into  next? 

(Facts  about  childhood’s  greatest  enemy — accidents) 


To  A  LITTLE  boy  or  girl,  everything  in 
the  world  is  interesting.  But  in  find¬ 
ing  out  “the  why  of  things,”  a  great 
many  youngsters  are  hurt  or  crippled 
or  killed. 

ft’s  a  mistaken  belief,  however,  that 
young  children  are  bound  to  have  acci¬ 
dents— and  that  it’s  useless  to  try  to 
prevent  them.  In  fact,  many  studies  have 
proved  that  most  childhood  accidents 
need  never  happen. 

For  example,  consider  the  deadly 
threat  of  accidental  poisoning.  Each 
year  several  hundred  thousand  young¬ 
sters  under  the  age  of  five  swallow  some 
kind  of  poison— and  as  many  as  300  to 
400  of  these  children  die  as  a  result. 

These  grim  statistics  could  be  drasti¬ 
cally  cut  by  observing  the  following 
simple  precautions: 

Store  all  drugs— especially  flavored 
or  brightly  colored  medicines— in  a 


locked  closet  or  cabinet. 

Destroy  oil  left-over  medicines 
prescribed  for  temporarv  use.  Don't 
throw  them  into  a  wastebasket  where  a 
child  might  find  them. 

Put  oil  household  products— dis¬ 
infectants,  insecticides,  furniture  pol¬ 
ishes,  bleaches,  metal  cleaners,  lye,  am¬ 
monia  and  acids— out  of  the  reach  and 
out  of  the  sight  of  children.  Replace 
covers  or  stoppers  tightly. 

Keep  oil  potentially  harmful  sub¬ 
stances  in  their  original  containers. 


Don’t  transfer  them  to  unlabeled  con¬ 
tainers,  particularly  those  meant  to 
hold  food  or  beverages. 

Read  all  labels  carefully,  and  fol¬ 
low  warning  directions  to  the  letter — 
whether  it’s  a  label  on  a  bottle  of  medi¬ 
cine  or  a  container  of  paint  solvent. 

Find  out  if  there’s  a  Poison  Control 
Center  near  you.  These  centers  are  ever 
ready  to  provide  your  physician  with 
quick  identilication  of  poisonous  in¬ 
gredients  and  directions  for  emergency, 
life-saving  treatment. 


THE  LIGHT 
THAT 
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World  Fair  Plots 
Publicity  Program 


By  Ray  Erwin 

The  New  York  World’s  Fair 
1964-1965,  billed  as  the  biggest 
international  exhibition  of  all 
time,  will  be  promoted  with  a 
public  relations  program  com¬ 
mensurate  with  its  worldwide 
importance. 

An  efficient  global  informa¬ 
tion  and  publicity  campaign  al¬ 
ready  is  in  progress  for  the  New 
York  World’s  Fair  1964-1965 
Corporation,  Flushing  Meadow 
Park  (P.  O.  Box  270,  Flushing 
52,  N.  Y.). 

Information  is  being  handled 
by  the  Thomas  J.  Deegan  Co., 
Inc.,  William  J.  Donoghue  Asso¬ 
ciates,  Inc.,  and  J.  Walter 
Thompson  Company. 

Deegan  Is  Chief 

Thomas  J.  Deegan  Jr.  was 
president  of  the  Fair  Corpora¬ 
tion  until  the  election  of  Robert 
Moses  as  permanent  president. 
Mr.  Deegan  is  now  chairman  of 
the  Executive  Committee.  His 
firm,  which  serves  as  public  re¬ 
lations  adviser  to  a  number  of 
large  domestic  corporations,  ad¬ 
vised  RCA  at  both  the  Brussels 
Fair  in  1958  and  again  at  the 
Moscow  Fair  in  1959. 

Mr.  Deegan’s  firm  supervises 
Fair  public  relations  on  a  pol¬ 
icy-making  level  without  fee  ex¬ 
cept  for  actual  out-of-pocket  ex¬ 
penses.  Flo  McCarthy  and  Joe 
Ryle  of  the  firm  have  been  as¬ 
signed  to  the  work. 

William  A.  Bems,  director  of 
communications  for  the  Fair,  is 
a  former  executive  with  the  Na¬ 
tional  Broadcasting  Company 
and  was  consultant  to  RCA  for 
color  TV  at  the  1958  Brussels 
Fair.  He  is  coordinator  of  pub¬ 
lic  relations  activities. 

Donoghue  Heads  Press 


Queens  and  arranging  press 
conferences  for  President  Moses 
and  others. 

Two  members  of  Mr.  Don- 
oghue’s  staff  have  been  assigned 
to  Fair  headquarters.  They  are 
Jimmy  O’Connor,  a  former 
Mew  York  Mirror  reporter  and 
a  former  president  of  both  the 
Newspaper  Reporters  Associa¬ 
tion  of  New  York  City  and  the 
Inner  Circle,  which  is  made  up 
of  political  writers  and  re¬ 
porters  covering  City  Hall,  and 
Joe  Boyle,  a  member  of  the 
Donoghue  organization  for 
years  and  a  former  Deputy  Po¬ 
lice  Commissioner.  Working  on 
the  account  in  the  Manhattan 
office  is  Peter  McDonnell,  for¬ 
merly  a  public  relations  man 
for  the  American  Air  Lines  and 
a  market  relations  man  for  Ab- 
bott-Kimball. 

Compact  .Staff 

Mr.  Moses’  idea  is  for  a  com¬ 
pact  and  efficient  organization, 
which  will  use  outside  consul¬ 
tants  when  needed.  The  1939-40 
World’s  Fair  had  many  scores 
of  persons  on  its  publicity  staff. 

Promotions  of  industrial  ex¬ 
hibits  from  companies  in  every 
state  and  foreign  exhibits  by 
nearly  all  the  nations  in  the 
world  will  be  carried  out  by 
their  own  public  relations  staffs, 
of  course,  but  the  entire  output 
will  be  coordinated  by  Mr.  Don- 
oghue’s  staff. 

“We  are  in  the  process  of  or¬ 
ganizing  and  operating  at  the 
same  time  with  the  work  ex¬ 
panding  as  Fair  plans  pro¬ 
gress,’’  explained  Bill  Donoghue 
with  keen  enthusiasm.  “It’s  like 
doing  business  without  all  the 
shelves  yet  in  the  store. 

“I’ve  always  been  a  hero  wor¬ 


Mr.  Donoghue  pointed  out 
that  television  was  in  its  em¬ 
bryonic  stage  at  the  1939  Fair 
and  a  novel  stunt  was  for  visi¬ 
tors  to  test  how  they  looked  on 
the  new  media.  Now,  it  is  an  im¬ 
portant  entertainment  media. 

“For  basic  detailed  informa¬ 
tion  from  day  to  day,  you  can¬ 
not  replace  newspapers,”  de¬ 
clared  Mr.  Donoghue  with  firm 
conviction.  “Television  has 
grown  but  it  has  not  shunted 
newspapers  to  one  side  by  any 
means.” 

William  J.  Donoghue  was 
bom  on  Manhattan’s  West  Side 
and  lived  in  Queens  during  his 
teens.  He  worked  for  the  Long 
Inland  Star,  now  the  Star  Jour¬ 
nal,  and  for  the  late  Harry 
Gelwick’s  news  agency,  which 
covered  Queens  borough  for  and 
took  special  assignments  from 
all  the  New  York  City  newspa¬ 
pers. 

Veteran  Newsman 

“I  worked  seven  days  a  week 
for  seven  years  for  the  news 
agency  and  never  had  a  better 
time  in  my  life,”  recalled  Mr. 
Donoghue.  “I  used  to  hear  re¬ 
porters  say  that  if  they  had  a 
lifetime  income  of  $25  a  week, 
they  would  never  leave  news¬ 
papers,  where  jobs  were  more 
precarious  than  now.” 

For  eight  years,  Mr.  Don¬ 
oghue  was  on  the  Mew  York 
Journal,  before  it  was  combined 
with  the  American  by  William 
Randolph  Hearst.  He  worked  on 
such  famous  stories  as  the  trial 
of  Bruno  Richard  Hauptmann 
for  the  kidnapping  of  Charles  A. 
Lindbergh,  Jr.  He  was  w'riting 
politics  when  he  quit.  The  late 
Robert  Levitt,  who  became  a 
highly  placed  Hearst  executive, 
took  over  his  column. 

Bill  Donoghue  is  a  real  re¬ 
porter’s  reporter.  He  talks  and 
acts  like  one.  For  example,  he 
has  neither  a  business  card  nor 
a  photograph  of  himself.  So  a 
word  picture  will  have  to  suffice. 
He  is  big,  bluff,  red-haired 
and  red-faced  as  any  descendant 


him  in  1945  and  invited  hiin  to 
work  in  Mr.  O’Dwyer’s  lirst 
campaign  for  mayor.  He  then 
sen’ed  throughout  all  of  the 
0  ’  D  w  y  e  r  administration  and 
part  of  the  Impelliterri  admin¬ 
istration  at  City  Hall  as  the 
mayor’s  executive  secretary. 

70,000,000  Expected 

Mr.  Moses  has  vowed  to  tiiake 
money  for  the  Fair  and  to  use 
the  surplus  to  complete  Flush¬ 
ing  Meadow  Park,  site  of  both 
the  1939-40  and  1964-65  Fairs. 
Fountains,  trees,  esplanades  and 
walkways  will  be  preserved  irer- 
mantly.  There  is  a  land  area  of 
565  acres  plus  an  81-acre  lake. 
The  entire  acreage  will  be  di¬ 
vided  into  five  distinct  exhibi¬ 
tion  areas  —  International,  In¬ 
dustrial,  Federal  and  States, 
Transportation,  Amusement. 

It  is  estimated  there  will  be 
a  total  attendance  of  70,000,000 
during  the  two  years  of  the 
Fair.  The  Fair’s  theme  is 
“Man’s  Achievements  in  an  Ex¬ 
panding  Universe.” 

Publishers  who  are  meml)er8 
of  the  Board  of  Directors  of  the 
Fair  include  Gardner  Cowles, 
Orvil  E.  Dryfoos,  F.  M.  Flynn, 
Alicia  Patterson,  William  R. 
Hearst  Jr.,  Roy  W.  Howard, 
Henry  R.  Luce,  Charles  McCabe, 
Arthur  H.  Motley,  Norman  N. 
Newhouse,  Fortune  Pope,  Rob¬ 
ert  M.  White  II,  plus  William  E. 
Robinson,  a  former  publisher. 


Ad  Test  Area 

Los  Angeles 
Wichita,  Liberal  and  Hutchin¬ 
son,  Kansas,  have  been  selected 
by  Kal  Kan  Foods,  West  Coast 
pet  food  concern,  as  a  test  area 
for  a  contemplated  move  into 
Eastern  markets.  The  advertis¬ 
ing  campaign  for  the  company’s 
meatball-type  pet  food  will 
break  Oct.  27.  Fuller  &  Smith 
&  Ross  is  the  agency. 


All  About  Beauty 

“Beauty,”  a  separate  full  color 


In  direct  charge  of  press  and 
other  media  is  William  J.  Don¬ 
oghue  Associates,  Inc.,  headed 
by  Bill  Donoghue,  a  veteran 
newspaperman  and  formerly  ex¬ 
ecutive  secretary  to  Mayors 
William  O’Dwyer  and  Vincent 
R.  Impellitteri.  The  Donoghue 
firm  was  formed  in  1950.  Its 
headquarters  office  is  in  the  Col¬ 
iseum  Building,  10  Columbus 
Circle. 

Mr.  Donoghue  and  his  staff 
presently  are  issuing  press  re¬ 
leases,  helping  write  elaborate 
brochures,  handling  inquiries 
from  all  over  the  world,  giving 
out  public  information,  provid¬ 
ing  press  facilities  in  Manhat¬ 
tan  and  at  Fair  headquarters  at 
Flushing  Meadow  Park  in 


shipper  of  Bob  Moses,  the  big 
builder  of  public  projects  and 
the  developer  of  parks  on  a  city, 
state,  national  and  even  inter¬ 
national  scale  —  the  St.  Law¬ 
rence  —  and  I’m  glad  to  be 
working  under  him,”  he  contin¬ 
ued. 

Good  Grammar 

In  addition  to  his  national 
reputation  as  a  public  official  of 
great  capacity,  Mr.  Moses  is 
known  as  a  trenchant  writer  and 
a  stickler  in  matters  of  accuracy 
and  grammar. 

“I  feel  as  though  I  was  writ¬ 
ing  for  a  professor  and  that  I 
must  try  for  perfection,”  as¬ 
serted  Mr.  Donoghue  with  an 
appreciative  grin. 


of  Ireland  has  a  right  to  be.  He 
is  hearty,  friendly,  capable. 
Public  relations  comes  naturally 
to  him.  He  is  an  honor  graduate 
of  that  great  university,  the 
.American  newspaper. 

In  1943,  he  went  abroad  for 
the  U.  S.  Merchant  Marine  as 
war  correspondent  and  worked 
in  Africa  and  Italy  and  went 
ashore  with  the  troops  for  the 
Anzio  and  D-Day  landings. 
When  the  war’s  emphasis 
shifted  to  the  Pacific,  Mr.  Don¬ 
oghue  was  put  in  charge  of  se¬ 
curity  and  information  and  cen¬ 
sorship  on  the  West  Coast  by 
the  War  Shipping  Administra¬ 
tion  and  the  U.  S.  Maritime 
Commission. 

William  O’Dwyer  telegraphed 


24-page  magazine  section  de¬ 
voted  exclusively  to  articles  and 
advertising  on  beauty  and  glam¬ 
our,  will  be  published  as  part  of 
the  Mew  York  Sunday  News, 
Oct.  2.  This  will  be  the  first  issue 
of  this  News  annual  section  and 
will  be  edited  by  Antoinette 
Donnelly. 

• 

Takes  State  Job 

Albany,  N.  Y, 
William  Lowenberg,  legisla¬ 
tive  correspondent  for  the  Al¬ 
bany  Times-Union,  has  been 
named  director  of. research  for 
Democratic  minority  leaders  of 
the  Legislature  at  $12,000  an¬ 
nually.  He  has  been  with  the 
Times-Union  25  years. 
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S^NDKJiTES 


Jordan  and  Barnard  Lansky 


New  Kid  Strip 
Offered  by  S~T 

Hailed  as  “a  child’s-eye  view 
of  the  adult  world,”  a  new  comic 
strip,  “Kippy,”  made  its  debut 
Sept.  12  in  more  than  30  news¬ 
papers,  via  Chicago  Sun-Times 
Syndicate. 

Ci-eated  and  drawn  by  two 
brothers — Bernard  and  Jordan 
Lansky — now  located  in  San 
Diego,  Calif.,  the  strip  is  offered 
as  six  releases  a  week  and  is 
designed  to  portray  the  humor 
of  many  things  that  adults  take 
too  seriously. 

Bernard,  35,  is  an  experienced 
cartoonist,  while  his  younger 
brother,  Jordan,  28,  is  the  writer, 
but  has  an  advantage  over  his 
bachelor  brother  of  being  the 
father  of  a  boy  and  girl.  Both 
are  natives  of  Omaha,  Neb. 

Jordan,  a  graduate  of  San 
Diego  State  College  and  a 
former  Air  Force  officer,  says 
the  way  to  get  to  be  a  comic 
strip  writer  is  to  go  to  college, 
study  hard,  and  be  sure  by 
graduation  time  to  have  an 
older  brother  who  is  already 
established  in  the  comic  .strip 
profession. 

41  *  4l 

Cartoon  Content 
Rilling  Presented 

Los  Angelas 

Any  syndicated  cartoonist 
serving  newspapers  may  enter 
the  World  Newspaper  Forum 
editorial  cartoon  competition, 
announces  Charles  W.  Horn, 
contest  chairman  and  assistant 
publisher,  Los  Angeles  Exam¬ 
iner. 

Entries  from  all  parts  of  the 
world  already  have  been  re¬ 
ceived,  Mr.  Horn  said  in  stress¬ 
ing  the  eligibility  of  syndicate 
artists  as  well  as  independent 
cartoonists  working  for  individ¬ 
ual  newspapers. 

Contestants  should  send  their 
entries  to  the  offices  of  the  Cali¬ 
fornia  Newspaper  Publishers 
Association,  610  South  Main 
Street  here.  The  CNPA  is  spon¬ 
soring  the  World  Newspaper 
Forum  which  will  be  held  here 
Oct.  13-14. 


^Sew  Simple  ’ 
Column  Starts 

A  once-a-w’eek  sewing  column 
entitled  “Sew  Simple,”  by  Eunice 
Farmer,  is  offered  by  the  Regis¬ 
ter  and  Tribune  Syndicate. 

The  St.  Louis  (Mo.)  Globe- 
Democrat  in  November,  1959, 
started  the  column  on  an  experi¬ 
mental  basis.  It  was  designed  to 
instnict  the  home-sewer  in  the 
art  of  giving  her  garments  a 
professional  look. 

“Some  of  us  here  were  skep¬ 
tical  about  its  possible  accept¬ 
ance,  but  the  response  to  this 
feature  was  immediate  and  far 
beyond  anything  we  had  antici¬ 
pated,”  writes  Charles  E.  Pier¬ 
son,  Globe-Democrat  executive 
editor.  “It  has  been  a  real  hit. 
The  mail  response  has  been  tre¬ 
mendous.  i 

“One  of  Ml'S.  Farmer’s  col¬ 
umns  alone  drew  1,600  pieces 
of  mail.  Another  drew  1,100  re¬ 
quests  for  an  instruction  book¬ 
let.  The  average  has  been  about 
300  letters  a  week.” 

For  the  last  eight  years,  Mrs. 
Farmer  has  conducted  sewing 
classes  in  St.  Louis  which  have 
been  so  successful  enrollment  is 
filled  a  year  in  advance.  In  addi¬ 
tion,  .she  teaches  adult  education 
classes  in  sewing  in  one  of  St. 
Louis  County’s  largest  schools. 
Mrs.  Farmer  is  widely  known 
as  a  lecturer  at  sewing  clinics. 

Home  sewing  is  big  business. 
It  is  estimated  that  40,000,000 
women  and  teenagers  sew  at 
home  and  spend  $400,000,000 
annually  on  fabrics,  $40,000,000 
for  patterns,  $300,000,000  for 
thread,  trimmings  and  acces¬ 
sories  and  $280,000,000  for  sew¬ 
ing  machines.  Thus  it  is  a 
billion-dollar  hobby. 

*  *  « 

—  The  National  Cartoonists 
.Society  plans  a  membership 
roster  complete  with  a  photo, 
sample  drawing  and  biography 
of  each  artist.  Mort  Walker 
(“Beetle  Bailey” — King)  is  in 
charge  of  the  project. 

*  *  * 

YOUNG  FOLKS  .SERIES 
A  new  series  for  today’s 
youth,  starting  today,  and  run¬ 
ning  as  a  special  feature  of 
“Young  Folks,”  a  page  provided 
by  the  Newspaper  Enterprise 
Association,  has  been  announced. 

“My  Most  Important  Child¬ 
hood  Lesson”  is  the  title  of 
stories  by  such  prominent  by¬ 
liners  as  Senator  Paul  H. 
Douglas  (Ill.),  Congresswoman 
Frances  P.  Bolton  (Ohio),  Sen¬ 
ator  Carl  T.  Curtis  (Neb.),  Sen¬ 
ator  Mike  Mansfield  (Mont.), 
Senator  Jacob  K.  Javitz  (N.  Y.) 
Senator  Alexander  Wylie 
(Wis.),  Gov.  Mark  O.  Hatfield 
(Ore.)  and  many  other  well- 
known  people. 
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VJp  at  Life  •  • 
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!  A  .Sundav  (•(•lumii  of  wisdom  on  liow  lo  help  yourself  in  the 
lutmely  situatitms  (d  life,  hy  Dr.  Harold  Blake  Walker  .  .  . 
tells  the  salesman  what  to  do  on  <lays  when  he  can’t  sell 
I  lic  cifjars  f«tr  a  nickel  .  .  .  hel[»s  the  housewife  perplexed  hy 
a  son  whose  self-starter  doesn’t  work  .  .  .  aids  a  man 
'  harrieil  hy  the  outer  world’s  noises  to  find  peace  of  mind 
within  himself. 

’’^IJving  Faitli  .  . 

A  5-times-a-week  column  supplying  spiritual  comfort 
and  guidance,  hy  Dr.  Walker  .  .  .  imparts  warmth  and  hope, 
conveys  cheer  and  courage  in  ordinary  life  situations — and 
these  sound  solutions  to  difficulties  are  often  clipped  by 
readers,  retainetl  for  reference  and  use,  or  mailed  to  friends. 

Because  life’s  problems  are  tleep,  [)latitudes  are  not  the 
answer,  and  Dr.  Walker  avoids  them.  He  relies  instead  on 
Hashes  of  penetrating  insight,  psychological  knowledge, 
common  sense,  and  practical  therd(»gy — aided  by  a  sense 
'  of  humor  and  a  pleasant  literary  style. 

Dr.  Walker  has  served  active  congregations,  written 
inspirational  books,  and  received  the  degree  of  D.D.  from 
three  colleges.  His  warmhearted  columns  are  a  valuable 
property  for  any  newspaper.  Ask  to  see  specimen  proofs  today! 

Chicago  Tribunfi~\eur  York 

its  »ir«  BmiMhm,  \«tt>  Ynrh 

mnr*  Tribune  roir«>r,  fhlrmmo 
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‘Ponytail’  Panel  Kids  Teens 


Todays 

Most-Quoted 

Washington 

Columnist! 


Amusing  antics  of  tcnlay’s 
teenagers  are  spotlighted  in  an  \ 

exciting  new  two-column  panel  Wg 

entitled  “Ponytail.” 

The  panel  is  drawn  with  i)ene- 

trating  insight  by  Lee  Holley,  ^ 

one  of  the  country’s  finest  young 
cartoonists.  He  lives  and  works 

in  California.  ^  ^||B 

First  release  of  “Ponytail”  -i 
will  be  made  Nov.  7  by  King 
Syndicate. 

Lee  Holley’s  warm  humor  ^  ^ 

stems  from  real  life.  Adult 
readers  will  recognize  their  own  .--  /  - 
youngsters  and  the  boy  and  girl 
next  door.  Teenagers  will  find  it 
easy  to  identify  themselves  with 

the  pert  young  modems,  who.se  V 

daflfy-delightful  doings  are  de-  ^ 

lineated  in  the  panel.  A  % 

The  artist  is  only  27  years  of  Y»  "4 

age  and  therefore  is  young  ajl  \ 

enough  to  understand  today’s  ^  \ 

teenagers.  He  talks  their  langu-  '  \  I  1 

age  and  draws  their  ways.  De-  ^  j 

spite  his  youth,  Lee  Holley  has 
had  a  great  deal  of  experience. 

He  received  his  early  training  - 
in  top  Hollywood  animation 

.studios  and  then  moved  to  ^  /  \ 

humorous  book  ilustrations  and  ^  y  y 

magazine  gag  panel  free-lancing.  m 

ai  10  ^ 

Cartooning  has  l>een  his  main  *■**  * 

interest  since  he  was  10  years  is  under  the  baloney.  The  his- 
old.  He  started  earning  money  tory  assignment  is  under  the 
in  high  .school  drawing  commer-  cake!” 

cials  for  local  merchants  and  “It  SCARES  me.  Marilyn 
■selling  occasional  cartoons  to  Monroe’s  IxKly  and  mine  have 
local  newspapers.  His  fir.st  pro-  the  exact  same  chemical  con¬ 
fessional  job  was  drawing  teen-  tent!” 

age  murals  on  the  walls  of  an  “I  think  it’s  an  OUTRAGE 
ice  cream  parlor.  the  way  they  built  cars  in  1942!” 

During  four  years  in  the  “I’m  doing  some  weeding  out. 
Navy,  he  free-lanced  to  a  num-  My  father  says  I  can’t  go  steady 
lier  of  magazines.  His  “studio”  with  more  than  three  boys.” 
was  an  aircraft  carrier  which  “I  told  you  we’d  hook  part- 
made  two  cruises  to  the  Korean 

war  theatre  and  one  to  the _ ponttaii 

hydrogen  bomb  tests  in  the  ^1  I  ^ 

Marshall  Islands  in  1954.  I  j 

.After  his  hitch  in  the  Navy,  A  | 

Lee  went  to  work  at  Warner  *4  /  7  \ ' 

Bros,  in  Hollj’wood,  drawing 

“Bugs  Bunny,”  “Daffy  Duck,”  | 

“Sylvester”  and  “Tweety  Bird.”  ^  _  I 

He  was  known  as  one  of  the  |  ^ 

youngest  animators  in  the  pro-  _ 
fession.  He  studied  on  the  side  ^^sa| 
at  Chouinard’s  Art  Institute  in  a  I 
the  evenings  and  free-lanced  TV  — jj— 
commercials.  “I]  \jj\  If  '  / 

Some  sample  “Ponytail”  cap- 

I  tions:  *^t)u6TM•#cT>ePw^cco^l«*w«XAO  imvcmta 

I  ‘*XT„  „l _ U_.,  SOFTIR  EARPKCe  AFTW  A  COUPIE  OF  HOURS  OS 

i  No,  no,  the  algebra  homework  t*  PHote./Mv  ear  hurts'  " 


Able,  long  -  experienced 
political  correspondent  Bill 
White  is  primarily  a  re¬ 
porter  . .  .  with  the  coui-age 
and  integrity  to  speak  his 
mind,  as  in  his  widely  re¬ 
printed  column  about  the 
Powers  spy-plane  case. 


Windsors  Write 
Special  Series 

Two  series  by  the  Duke  and 
Duchess  of  Windsor  are  offered 
by  Spadea  Syndicate. 

“My  Rules  For  Dressing 
Well,”  by  the  Duchess  of  Wind¬ 
sor,  is  in  six  installments  of  500 
words  each,  beginning  Oct.  8. 

“Enchanted  Hours,”  by  the 
Duke  of  Windsor,  in  two,  six, 
14  or  18  installments,  is  for 
release  beginning  in  January. 

Harold  (Hal)  ^nneck,  form¬ 
erly  with  the  New  York  Herald 
Tribune  Syndicate,  has  been  ap¬ 
pointed  a  representative  of 
Spadea  Syndicate. 


His  3-times-a-week  col¬ 
umn  is  a  “must”  feature  in 
more  than  120  of  America’s 
foremost  newspapers. 


— Joe  Cunningham,  formerly 
of  the  Chicago  Sun-Times  Syn¬ 
dicate,  now  an  engineering  and 
science  news  writer  in  San  Diego, 
Calif.,  has  a  new  engineering  and 
science  news  service  for  radio 
stations.  He  is  offering  a  weekly 
file  on  engineering  and  science. 
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Urges  Format 
For  Sunday 
‘Symphony’ 

San  Francisco 

The  Sunday  newspaper  is 
missini?  a  bet  in  not  capitalizing 
on  modern  visual  techniques,  the 
internationally  known  industrial 
desijtner,  Walter  Landor,  told 
the  American  Association  of 
Sunday  and  Feature  Editors  at 
its  13th  annual  convention  here 
Sept.  11-lG. 

Desiftn,  format  and  typopra- 
])hy  are  “powerful  tools,”  in 
selling  section  readership,  Mr. 
Landor  emphasized.  Their  ‘po¬ 
tential,’  he  insisted,  “is  not  even 
lei  ns:  scratched!” 

“The  tota.1  Sunday  newspaper 
should  be  a  symphony,”  he 
stated.  “Papers  read  much  letter 
than  they  look!” 

Mr.  Landor  gave  striking  ex¬ 
amples  of  layouts  employing 
greater  use  of  focus,  and  of 
white  areas  in  advertising  sam¬ 
ples. 

The  sessions,  held  with  the 
San  FrancUco  Chronicle  as  host, 
were  conducted  by  the  associa¬ 
tion’s  president,  Harold  A. 
Williams,  Sunday  editor  of  the 
Baltimore  Sun. 

Talks  and  panel  discussions 
embraced  w'riting,  science, 
comics,  the  Civil  War  Centen¬ 
nial,  the  future  of  the  Sunday 
newspaper,  and  the  practices  of 
newspapers  in  regard  to  “The 
Free  Ride.” 

Curlooni!>tii'  Pant-I 

A  panel,  in  which  four  comic 
strip  cartoonists  participated — 
Marty  Links  (Emmy  Lou),  Gus 
Arriola  (Gordo),  Charles  Schulz 
(Peanuts),  and  George  Lichty 
(Grin  and  Bear  It) — was  led  by 
the  Chronicle’s  Stan  Arnold. 

Questioning  each  other,  the 
artists  revealed  their  thinking 
and  approach  to  their  work,  dis¬ 
cussed  deadlines,  idea  origin 
and  behind-the-scenes  details  of 
their  operation  schedule. 

Speakers  included  Philip  W. 
Porter,  Sunday  and  Feature  Edi¬ 
tor,  Cleveland  Plain  Dealer; 
Karl  S.  Betts,  executive  secre¬ 
tary  of  the  Civil  War  Centen¬ 
nial  Commission,  Washington, 
D.  C.;  David  Perlman,  science 
editor  of  the  San  Francisco 
Chronicle ;  Angus  Perkerson, 
Atlanta,  Ga.,  editor. 

Also:  Hubbard  Keavy,  chair¬ 
man  of  AP’s  Good  Writing  Com¬ 
mittee;  Don  Feitel,  editor.  Met¬ 
ropolitan  Sunday  Newspapers, 
Inc.;  Jim  Toland,  Sunday  Edi¬ 
tor  of  the  Los  Angeles  Times; 
Garrett  D.  Byrnes,  special  fea¬ 
tures  editor.  Providence  Journal; 
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and  John  Armstrong,  former 
Sunday  Editor  of  the  Portland 
Oregonian,  now  a  public  rela¬ 
tions  executive. 

Dan  O’Brien  of  the  Boston 
Globe  and  Dick  Trezevant  of  the 
Chicago  Stin-Times,  headed  up 
“The  Free  Ride”  panel. 

There  was  general  agreement 
that  newspapers  in  the  last  few 
years  have  become  much  stricter 
in  this  area.  A  number  of  editors 
said  their  papers  no  longer  allow 
their  employees  to  participate 
in  junkets.  Some  papers  now  in¬ 
sist  on  paying  when  they  con¬ 
sider  such  a  trip  newsworthy 
and  .send  a  reporter  even  if  the 
trip  is  one  sponsored  by  the  mili¬ 
tary. 

Chairman  of  the  critique 
groups  were  Mr.  O’Brien;  Cary 
Robertson,  Louisville  Courier 
Journal;  Chester  Gibbon,  Seattle 
Times,  and  Mr.  Byrnes. 

Stanleigh  Arnold,  Sunday  edi¬ 
tor  of  the  San  Francisco  Chron¬ 
icle,  was  elected  president  of  the 
Association.  Frederick  L.  Rush- 
ton,  Worcester  (Mass.)  Tele¬ 
gram,  was  re-elected  secretary, 
and  Max  Kohnop,  Dayton 
(Ohio)  Daily  News,  was  re¬ 
elected  treasurer. 

Other  members  attending 
were:  Joseph  Bailey,  Spokane 
Review;  Wes  Gallagher,  As¬ 
sociated  Press;  Robert  Hickey, 
San  Jose  Mercury;  Paul  C. 
Hood,  Daily  Oklahoman;  Stan¬ 
ley  Horstman,  This  Week;  Bill 
Hosokawa,  Denver  Post;  and 
Howard  W.  Turtle,  Kansas  City 
Star. 

• 

Color  on  Sunday 

Baltimore 

“The  Brown  Section”  of  the 
Sunday  Sun  gave  way  this  week 
to  a  four-color  g:ravure  section. 
Aubrey  Bodine  and  Richard 
Stacks  are  doing  color  photog¬ 
raphy  on  Maryland  subjects. 
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I  AP  Bureau 
IVansfers  Made 

General  Manager  Frank  .1. 
Starzel  has  announcetl  new  as¬ 
signments  for  four  Associate<l 
Press  executives  involving  bu¬ 
reaus  in  Denver,  Dallas,  Miami 
and  Charlotte. 

The  new  assignments: 

Tim  Parker  —  from  Dallas  to 
chief  of  bureau  at  Charlotte, 
N,  C. 

Paul  Hansell  —  from  Char¬ 
lotte  to  chief  of  bureau  at  Mi¬ 
ami. 

Noland  Norgaard  —  from  Mi¬ 
ami  to  chief  of  bureau  at  Den¬ 
ver. 

Hanky  Trimble  —  from  Den¬ 
ver  to  Texas  bureau  executive 
at  Dallas. 

Mr.  Parker,  43,  entered  AP 
•service  in  1939  in  Nebraska  and 
later  transferred  to  Dallas.  He 
was  named  correspondent  for 
Mississippi  at  Jackson  in  19.'>fl 
and  returned  to  Dallas  in  the 
newly  created  post  of  bureau 
executive  in  1958. 

Mr.  Hansell,  54,  started  his 
AP  career  in  Nebraska  in  1937, 
and  served  in  AP  posts  in  Iowa 
l)efore  his  appointment  to  Little 
Rock  in  1946.  The  following 
year  he  was  moved  to  Charlotte. 

Mr.  Norgaard,  55,  who  is  re¬ 
turning  to  his  native  Colorado, 
was  a  correspondent  in  the  Afri¬ 
can  and  European  theaters  dur¬ 
ing  World  War  II.  In  1946,  he 
returned  from  foreign  service  to 
the  Oklahoma  City  bureau. 
Three  years  later  he  headed  the 
AP’s  Florida  operation. 

Mr.  Trimble,  a  native  of 
Clovis,  N.  M.,  gained  his  early 
news  training  on  Texas  papers. 
He  l)egan  his  AP  career  in  San¬ 
ta  Fe,  N.  M.,  in  1945  after  serv¬ 
ing  as  an  Army  officer  during 
World  War  II.  Following  a 
break  for  Korean  service  he  was 
assigned  to  Albuquerque  and 
later  to  Denver. 

• 

Roks  of  TV  to  Write 
For  Chicafto  News 

Chicago 

Norman  Ross,  who  has  a  busy 
program  of  TV  and  radio  news 
programs,  is  writing  three  col¬ 
umns  a  week  for  the  Chicago 
Daily  News  editorial  page.  He 
describes  his  writing  assignment 
as  a  “free-wheeling,  opinionated 
column  in  which  I  will  call  the 
shots  as  I  see  them.” 

Mr.  Ross,  38,  is  one  of  Chi¬ 
cago’s  most  active  radio-TV  per¬ 
formers,  working  for  WBKB, 
W’MAQ  and  WLS.  His  current 
television  shows  include  “V.I.P.,” 
“Off  the  Cuff”  and  “Expedition 
Science.”  He  also  does  a  news 
commentary  five  nights  a  week. 
He  speaks  five  languages. 


Ford’s  Novel 
Show  Takes 
Over  a  Town 

Flora,  Ill. 

The  Ford  Division  of  Ford 
Motor  (k).  virtually  is  taking 
over  this  town  of  6,000  for  a 
ww*k  to  spotlight  announcement 
of  the  company’s  1961  line  of 
cars  and  trucks. 

Some  120  newsmen  will  come 
here  Sept.  25  for  a  three-day 
stay.  Reporters  will  have  an 
opportunity  to  test-drive  the 
vehicles. 

Ford  is  bringing  in  1,.500  of 
its  1961  model  cars  and  trucks, 
enough  to  replace  the  vehicles 
used  hy  every  Flora  family  and 
business  establishment,  which 
will  l)e  done,  for  one  week. 

Ford  is  omitting  the  usual 
press  preview  this  year,  coin¬ 
ciding  its  national  announce¬ 
ments  with  the  Flora  showings. 

Press  packets  already  have 
l)een  mailed  out  with  release 
dates  of  Sept.  23  on  the  .stand¬ 
ard-size  Ford  cars.  Sept.  ‘25  for 
Falcon  and  Sept.  27  for  trucks. 

Because  Ford’s  Thunderbird 
will  not  debut  until  Oct.  13,  only 
1960  model  T’Birds  will  l)e  on 
hand  here. 

This  Illinois  town,  100  miles 
east  of  St.  Louis,  was  selected 
by  Ford  as  the  site  for  its  new 
model  announcements  because  it 
is  a  typical  American  community 
not  close  to  any  major  metro- 
lK>Iitan  area. 

Newsmen  will  l>e  nut  up  in 
two  motels  and  in  local  rooming 
houses.  Ford  has  arranged  for 
eight  drawing  room  Pullman 
cars  on  a  railroad  siding  to  ac¬ 
commodate  about  80.  Some  re¬ 
porters  will  be  ((uartered  in  the 
local  hospital. 

Reporters  must  make  the  trip 
to  St.  Louis  at  their  own  ex¬ 
pense,  but  Ford  will  bring  them 
to  Flora. 

*  *  * 

('hrywler  Ad  Push 

Detroit 

The  1961  Plymouth,  l)e  Soto 
and  Valiant  cars  are  being 
launched  this  year  with  inten¬ 
sive  ad  campaigns  (via  N.  W. 
Ayer  and  Son,  Inc.)  designed  to 
get  maximum  impact  within  a 
short  period  of  time. 

Plymouth  and  Valiant  an¬ 
nouncement  ads  of  1750  lines 
will  run  in  more  than  2400  daily 
and  weekly  newspapers.  Valiant 
copy  will  break  the  week  of 
Sept.  25.  A  1500-line  announce¬ 
ment  ad  for  the  ’61  De  Soto  will 
run  in  some  1600  dailies  and 
weeklies. 
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The  American  Weekly  announces 

ANEW 

COMPREHENSIVE 
PROGRAM  TO  GIVE 
ADVERTISERS 
GREATER  EFFICIENCY, 
LOWER  COSTS, 
REGIONAL  FLEXIBILITY 


New  efficiency  in  penetrating  the  nations  top  markets 

Through  new  efficiencies  in  newspaper  alignment,  American  Weekly’s  new  schedule  of  lower  costs  goes  into  effect  Jan.  1, 

Weekly  has  moved  to  minimize  a  problem  confronting  all  1%1  with  the  new  streamlined  circulation, 

buyers  of  national  media:  loss  of  efficiency  through  uncon-  The  American  Weekly  concentrates  its  own  great  strength 
trolled  duplication.  in  the  nation’s  prime  markets  at  far  lower  cost.  It  also  serves 

As  of  December  25th,  1960,  American  Weekly  will  dis-  as  the  most  effective  complement  when  used  in  combination 

continue  distribution  through  the  following  newspapers  where  with  national  magazines,  television,  local  magazine  sections  or 

a  “back-to-back”  situation  has  existed  with  another  syndicated  with  another  large-city  syndicated  Sunday  magazine. 

Sunday  magazine:  Cleveland  Plain  Dealer,  Cincinnati  The  American  Weekly’s  circulation  policy  is  to  add 
Enquirer,  New  Orleans  Times-Picayune.  The  American  markets  in  growth  areas  where  payrolls  are  concentrated. 

New  regional  flexibility  in  the  fastest- growing  areas 

On  January  1,  1961,  American  Weekly  makes  available  to  print  medium  in  Texas  at  extremely  attractive  costs, 
advertisers  its  giant  Texas  Edition.  Circulation  763,923.  The  Texas  Edition  may  be  used  with  the  established  Pacific 

Texas— the  key  to  sales  dominance  in  the  increasingly  im-  Coast  Edition  to  get  unparalleled  coverage  in  the  dynamic 
portant  southwest  territory — ranks  second  in  growth  only  to  west  and  southwest  marketing  area. 

California,  among  the  nation’s  six  most  populous  states.  In  west  coast  markets  where  network  television  program 

American  Weekly’s  Texas  Edition  puts  the  sparkling  ratings  are  notoriously  low,  the  CoajI  fdiljon  gives  the 

appeal  of  magazine  color  and  excitement  at  the  disposal  of  extra  power  of  magazine  color  presented  through  great  news- 
advertisers  who  seek  dominant  coverage  in  that  area’s  con-  papers  that  cover  areas  doing  63%  of  the  entire  retail  business 

trolling  markets  doing  better  than  66%  of  the  state’s  entire  in  the  states  of  California,  Washington  and  Oregon.  Total 

metropolitan  market  business.  It  provides  the  largest  single  circulation  1,846,999. 

New  opportunities  to  gear  advertising  to  market  areas 

The  American  Weekly’s  new  marketing  program  includes  Chicago,  and  Los  Angeles  — different  advertising  copy  may 
the  widest  possible  opportunity  for  advertisers  to  vary  their  be  run  at  no  extra  charge. 

product  or  copy  appeals  to  meet  sectional  needs.  In  each  of  And  for  a  moderate  charge,  multiple  changes,  except  size 
the  American  Weekly’s  three  printing  plants  — New  York,  of  space,  are  available  in  any  of  the  three  plants. 

New  market  research  and  merchandising  activities 

“Different  People  .  .  .  Different  Brands”  a  ground-breaking  supermarkets  serving  industrial  families.  Also  new  and  up- 
new  study  of  consumer  purchase  patterns  by  socio-economic  to-date,  the  “7th  Annual  Marketing  Guide  of  the  Retail  Grocery 

levels.  It  gives  the  food  industry  its  first  analysis  comparing  Trade”  provides  advertisers  with  vital  data  on  supermarket, 

sales  in  supermarkets  serving  white  collar  families  with  chainstore,andgrocery  store  sales  for  every  county  in  the  U.S. 


Thus,  the  Americ.AN  WEEKLY  realigns  its  forces  to  put  in  the  hands 
of  advertisers  the  tools  they  need  to  meet  the  marketing  challenge  that 
lies  ahead.  For  full  details  see  your  AMERIC.4N  WEEKLY  representative. 

’^American  WfeeUy 

575  Lexington  Avenue.  New  York  22,  New  York 
Atlanta  •  Chicago  •  Detroit  •  Los  Angeles  •  San  Francisco 


NO  MIST,  NO  RLB-OFF! 

So.  Bend  Daily  Tests 
New  Water  Base  Ink 

South  Bend,  Ind.  The  project  was  conceived  out 
The  South  Bend  Tribune  has  of  a  conversation  hetwetni  Carl 


been  using  a  water  base  news 
black  ink  on  a  regular  produc¬ 
tion  run  for  a  month  on  an 
experimental  basis  on  one  press 
unit,  working  in  cooperation 
with  the  Printing  Ink  Division 
of  Interchemical  Corporation. 

While  both  the  Tribune  and 
the  ink  manufacturer  empha¬ 
sized  the  test  to  date  is  strictly 
experimental,  the  relative  suc¬ 
cess  of  water  base  ink  over  the 
conventional  carbon  oil  base  ink 
is  such  that  both  publisher  and 
manufacturer  are  pleased  with 
the  results,  E&P  was  told. 

It  was  found  the  ink  had  abso¬ 
lutely  no  mist,  no  rub-off,  no 
offset,  sharper  and  blacker 
printing,  and  less  strike  through. 
The  disadvantages  are  consider¬ 
ably  higher  cost  at  present, 
trouble  running  on  first  impres¬ 
sion  pages  due  to  build-up  of 
ink  on  blankets,  and  becrause  of 
its  fast  drying  qualities,  the  ink 
has  a  tendency  to  dry  up  on  the 
press  during  extende<l  stops. 

After  several  experiments,  the 
test  has  been  run  daily  over  a 
period  of  one  month.  During 
this  time,  the  ink  was  used  on 
the  front  and  back  pages  of  the 
first  and  second  sections;  on 
the  TV  magazine  front  page, 
center  spread  and  back  page; 
and  one  page  in  the  classified 
section. 


Cirrulator  Named 
For  Florida  Papers 

Sara.sota,  Fla. 

Clyde  A.  Gentry,  S.'l,  a  veteran 
of  23  years  in  the  newspaper 
business,  has  been  named  circu¬ 
lation  manager  for  Lindsay 
Newspapers,  Inc.  The  Lindsay 
papers  include  the  morning  and 
Sunday  Herald-Tribune  and  the 
afternoon  Journal. 

Mr.  Gentry,  a  native  of  Knox¬ 
ville,  Tenn.,  attended  the  Uni¬ 
versity  of  Tennessee.  He  form¬ 
erly  worked  for  the  Oak  Ridf/er, 
Oak  Ridge,  Tenn.,  Florida 
Timea-Union,  Jacksonville,  Fla., 
Bergen  Evening  Record,  Hacken¬ 
sack,  N.  J.,  Tampa  (Fla.)  Daily 
Times,  Clarion  Ledyer-Jackson 
Daily  Sews,  Jackson,  Miss. 

He  is  a  member  of  the  South¬ 
ern  Circulation  Managers’  As¬ 
sociation  and  International  Cir¬ 
culation  Managers  Association. 
He  served  more  than  three  years 
in  the  U.  S.  Navy. 


Schafer,  Tribune  pressroom  su- 
j)erintendent,  and  E.  Dustin 
Schlueter  of  Interchemical  Cor- 
l)oration.  After  a  first  trial  te.st, 
results  were  so  satisfactory  that 
Franklin  I).  Schurz,  Tribune 
publisher,  took  a  personal  inter¬ 
est  in  the  experiment  and  sug- 
geste<l  a  full  month’s  run  to  de¬ 
termine  the  advantages  and  dis¬ 
advantages  more  reali.stically. 

The  water  soluable  ink  per¬ 
mits  the  pressmen  to  clean  the 
press  cylinders,  rollers,  and 
fountains  with  plain  water. 

“It  should  be  made  clear  that 
our  water  base  ink  is  still  in  an 
experimental  stage  and  the  ink 
is  not  available  commercially,’’ 
said  Mr.  Schlueter. 

• 

Zoned  Hume  Guide 
SertioiiJi  Issued 

Chicago 

The  Chicago  Tribune  pub¬ 
lished  a  special  home  festival 
edition  of  its  Weekly  Illustrated 
Home  Guide,  highlighting  the 
opening  of  Chicagoland’s  14th 
annual  Home  and  Home  Fur¬ 
nishings  Festival. 

The  supplement  was  pub¬ 
lished  in  three-geogra))hically- 
zoned  wlitions  to  provide  local¬ 
ized  home  coverage  for  residents 
of  the  North,  West  and  South 
.segments  of  the  Chicago  metro¬ 
politan  area. 


Clyde  A.  Gentry 


SOMETHING  FOR  THE  KIDS— The  Miami  (Ha.)  Herald  has  devised 
a  NOW  clip-and-save  section  in  the  Sunday  edition.  The  top  half  front 
and  back  of  an  inside  page  is  made  up  for  folding  and  saving  for 
classroom  reference.  The  little  magazine  contains  punchy  profiles  of 
newsy  people,  quizzes  on  news  events,  maps,  and  picture  stories.  Com¬ 
plimentary  copies  go  to  social  studies  teachers. 


Media  Group 
Fetes  Admen 

Rockford,  Ill. 

A  one-day  air  cavalcade  to 
and  tour  of  Rockford  for  adver¬ 
tising  e.xecutiv'es  of  Chicago  was 
sponsored  by  the  Rockford  Media 
Group,  composed  of  the  Rock¬ 
ford  Morning  Star  and  Regis¬ 
ter-Republic,  radio  stations 
WJRL,  WROK  and  WRRP  and 
television  .stations  WREX-TV 
and  WTVO. 

It  is  lielieved  the  first  time 
that  all  major  media  in  a  com¬ 
munity  have  joined  to  jiromote 
the  advantages  of  their  common 
market. 

A  jet-prop  plane  was  chart- 
ertid  to  fly  the  guests  from  Chi¬ 
cago  to  Rockford  and  chartered 
buses  took  the  visitors  on  a  tour 
of  the  city. 

At  the  Wagon  Wheel,  the 
guests  were  welcomed  by  Mayor 
Benjamin  T.  Schleicher,  and  by 
the  president  of  the  Chamber  of 
Commerce,  E.  R.  Hollingsworth, 
a  local  advertising  agency  ex¬ 
ecutive. 

• 

Guide  to  Hornets 

Washington 

The  Washington  Post  launched 
its  3-week  home  show  with  two 
special  separate  18-page  sections 
on  the  Homes  of  ’60  theme,  Sat¬ 
urday,  Sept.  10.  This  first  in  a 
series  of  three  sections  to  ap¬ 
pear  on  successive  Saturdays 
ser\'ed  as  an  official  guide  to  the 
exhibit.  Out  of  a  total  76,684 
lines  of  advertising,  33,632  were 
devoted  to  c''’"r  nds. 


Fall  at  Home  Fatal 
To  Jonepli  Horuer  Jr. 

Green  Bay,  Wis. 

Joseph  Homer  Jr.,  72,  gen¬ 
eral  manager  and  vicepresident 
of  the  Green  Bay  Press-Gazette 
and  Radio  Station  WJPG,  died 
here  Sept.  18  from  the  effects  of  'I 
a  skull  fracture  suffered  in  a 
fall  at  his  home. 

Mr.  Homer  joined  the  Press- 
Gazette  as  circulation  manager 
in  1915  and  became  business 
manager  in  1930  and  general 
manager  in  1953.  He  was  a  di¬ 
rector  of  the  Post  Publishing 
Co.,  publishers  of  the  Appleton 
(Wis.)  Post-Crescent. 

A  graduate  of  the  University 
of  Michigan  in  1911,  Mr.  Homer 
began  newspaper  work  with  the 
Saginaw  (Mich.)  Daily  News. 

Surviving  are  his  widow,  a 
daughter,  Mrs.  Arthur  Barber 
Kaftan;  and  a  son,  Joseph 
Homer  III  of  New  York  City. 

•  I 

Peg  Rumely  Joius 
Chi’s  Americau 

Chicago 

Peg  Rumely  has  been  ap¬ 
pointed  home  furnishings  edi¬ 
tor  of  Chicago’s  American,  it 
was  announced  by  E.  P.  Doyle, 
executive  editor. 

Miss  Rumely ’s  extensive  back¬ 
ground  in  the  Chicago  area 
home  furnishings  field  includes  a 
five  year  stint  with  Haire  Pub¬ 
lications  as  market  editor  of 
Furniture  Retailer,  and  service  j 
as  assistant  to  the  executive 
secretary  of  the  National  Whole¬ 
sale  Furniture  Salesmen’s  As¬ 
sociation. 
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'  of  the  way  from  air  port  to  mid-  '1  £\  C^J- 

TTJ\^  town  hotel.  Castro  virtually  X  U  i  O^0S  1^01 

^  hung  out  a  hotel  room  window  ” 

(Continued  from  page  15)  and  enthusiastically  waved  a 

_ handkerchief  at  the  mobs.  0  vFJL  Cl.  \^lJ.00il^ 

,  ,  ,  .  ,  Late  at  night,  when  his  en- 

day  and  the  events  which  ac-  Murage  walked  out  of  the  Man-  1 

companied  it.  This  estimate  is  Rattan  hotel  near  the  UN  and  X  U  S0U. 

based  on  the  following  facts:  embarked  on  a  propaganda  he- 

The  official  UN  estimate  as  Harlem,  hordes  Atlantic  City,  N.  J. 

to  the  number  of  correspondente  newsmen  went  along,  en-  Within  10  minutes  after  .she 
from  all  mMia  who  covered  the  countering  groups  of  Castro  liad  been  crowned  Miss  America 
story  is  1,500.  Tnis  figure,  how-  jjgcklers  and  admirers  on  the  1961,  Nancy  Anne  Fleming,  of 
ev'er,  only  includ^  newsrn^  way.  .Montague,  Mich.,  was  reading 


10  Pages  Set 
For  a  Queen; 
Only  1  Used 

Atlantic  City,  N.  J. 
Within  10  minutes  after  she 


who  were  accredited  to  the  UN 


Another  corps  of  reporters  aliout  it  in  an  extra  edition  of 


‘Miss  America  Edition”  was  a 


and  does  not  take  into  account  photographers  recorded  a  the  Atlnntie  City  Preen. 

at  least  two  other  classifica-  hectic  sequence  of  events  at  the  Monroe  Mendelsohn,  general 
tions:  newsmen  who  roamed  Russian  embassy  on  Park  Ave-  manager  of  the  50,000-circula- 
New  York  just  keeping  track  Khrushchev  was  not  due  to  tion  daily,  said  the  souvenir  edi- 

of  the  various  heads  of  state  arrive  until  the  next  day,  yet  tion  sold  like  “hotcakes.” 
and  corres^ndents  from  the  sound  of  honking  horns  ac-  p  ^  ^he  Pageant 

domestic  and  foreign  press  who  -omnanied  hv  the  almost  con-  me  rress  usea  ine  rageani 
could  not  acouire  accreditation  almost  con  j.^tra  to  introduce  its  new  six- 

u  TTXT  ^  J  ^  .stant  chant,  “monster  go  home,”  *  red-white- 

to  the  UN  but  who  covered  the  ij  heard  for  several  blocks  j  i ^  i  ^ 

story  via  television  and  by  other  direction  and-blue  banner  heralding  its 

indirect  methods.  The  total  fig-  This  co^spondent  with  sev-  “Miss  America  Edition”  was  a 
ure  of  3,000  newsmen  is  not  g^al  other  African’ reporters,  «t‘^nt‘on_getter. 

an  unreasonable  guess  ^as  inside  the  embassy  at  the  P*^®®  inaugurated 

As  for  passes  into  the  Secre-  waiting  for  press  passes  end-of-Pagent  extra  in  1957, 

tariat  building  itself,  after  Fri-  ^hich  would  admit  them  onto  <>"  rale  in  front  of 

(lay  Sept.  16  they  were  given  ^^e  pier.  Russian  and  American  Convention  Hall  as  the  crowd 
only  to  correspondents  from  newsmen  talked  in  quiet  tones  after  the  crowning  of  Man- 
newspapers  with  a  circulation  along  the  small  embassy  corri-  'y*'  Derbur  as  Miss  Ameri- 
of  100,000  or  more.  The  limita-  pausing  every  so  often  to  1958.  Despite  an  explanation 

tion  was  primarily  aimed  at  a  sudden  crescendo  of  the  coup  was  achieved, 

U.  S.  and  British  newspapers  f^om  the  mobs.  A  Russian  charges  of  “fix”  were  made  by 

which  together  could  have  -nrrpsnnndput  exoresspH  the  di.sgruntled  .sponsors  of  other 
swamped  the  world  forum  if  the^merican  ‘-uties. 

some  restnction  had  not  been  government  might  not  actually  During  the  first  three  years 
placed  on  their  number.  encourage  these  demonstrations  the  Press  ran  pictures  of  the 

Only  a  few  newsmen  were  it  surely  approved  of  them  or  it  new  queens  in  their  .swimsuits, 
liermitted  on  the  East  River  would  not  have  permitted  them  with  crowns  and  “Miss  America” 

pier  when  Khrushchev  and  his  to  occur.  An  American  newsman  ribbons  drawn  across  their 

group  arrived  on  the  SS  Baltika.  replied  it  has  always  been  a  chests.  The  Pageant  Board, 
The  restricting  vehicle  here  was  principle  in  this  country  to  al-  which  prefers  to  play  down  the 
the  need  for  two  passes,  one  low  any  group  to  demonstrate  physical  aspects  of  the  contest, 
from  the  Soviet  Emba.ssy  and  peacefully  and  that  the  princi-  left  much  to  be  desired  in  the 
one  from  the  New  York  Police  pie  could  not  be  abandoned  even  way  of  cooperation,  but  Press 
Department.  Very  few  newsmen  for  this  occasion.  photographers  managed  to  ob- 

succeeded  in  obtaining  both.  The  ship  news  reporters  had  tain  swimsuit  photographs  of 
Most  of  the  press,  then,  never  the  easiest  time  of  ail.  Marshal  all  the  contestants, 
got  within  500  feet  of  the  pier.  Tito  of  Yugoslavia  arrived  on  This  year,  Mr.  Mendelsohn 
They  stood  for  hours  in  a  the  Queen  Elizabeth  and  barely  said,  an  ajfreement  was  reachetl 
drenching  rain  and  got  no  more  made  a  subhead  in  the  main  with  the  Pageant  Board  before 

for  their  trouble  than  a  view  stories.  the  contest  began.  The  paper 

of  the  tip  of  the  ship’s  m^t  .  ^  to  run  its  Page  One 

protruding  atove  the  pier  build-  jj  Klein’s  Staff  picture  of  the  new  Miss  America 

mg.  Efforts  to  get  thraugh  the  her  evening  gown,  and  the 

pier  gate  on  the  ^rt  f  d>e-hard  Wants  Him  Back  ^ 

newsmen  who  did  not  have  the  St.  Paul 

proper  number  of  passes  were  Herbert  G.  Klein,  press  aide  _ 

politely  but  firmly  squelched  by  to  Vice  President  Nixon,  con-  |gij||^|a[|||||||||||^^ 

a  New  York  police  inspector  fided  on  a  campaigrn  stop  here 

and  a  Soviet  security  guard  who  (Sept.  17)  he  isn’t  sure  if  he’s  H  ® 

repeatedly  said  “No”  in  two  winning  friends  or  losing  them.  H  ^ 

langpiages.  Talking  with  Gene  Malott,  ^  A 

It  Began  on  Sunday  P«m(  Ptoneer  Press  reporter  ■  NEWSPAPER  SALES.  1 

who  worked  under  Mr.  Klein  PHPPUACrc  I  FACrC 

However  the  story  of  press  when  he  was  editor  of  the  Saw  H  ruubnudta,  LMdCd  H 

coverage  of  this  spectacular  UN  Diego  (Calif.)  Union,  the  press  H  financial  CONSULTANT  9 

Assembly  with  its  star-studded  secretary  raid  the  Union  news-  Aoemtais 

cast  actually  began  on  Sunday  room  staff  had  wired  him  they  H  I 

with  the  arrival  of  Premier  would  all  be  voting  Democratic  H  orepcpTtn  I 

Fidel  Castro  of  Cuba.  in  November.  H  6  tu  H 

An  army  of  reporters  was  at  “They  want  me  back,”  .said  TEffiPll  3*3018  I 

Idlewild  Airport  where  mobs  of  Mr.  Klein,  who  is  on  a  leave  of  saleich  n  C  I 

demonstrators  greeted  the  absence.  S  ijo;  akdonald  Lane  I 

bearded  Cuban  with  wild  cheers.  He  said  he  would  return  to  the  H  I 

curses,  boos  and  banners.  Press  Copley  paper  in  November — or  S  ■ 

cars  and  equipment  trucks  fol-  in  1964,  depending  on  the  de- 
lowed  the  Premier  every  step  cision  of  the  electorate. 
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the  contest  began.  The  paper 
agreed  to  run  its  Page  One 
picture  of  the  new  Miss  America 
in  her  evening  gown,  and  the 
Board  agreed  to  hold  all  54  girls 


Jit. 

NEWSPAPER  SALES. 
PURCHASES.  LEASES 


FINANCIAL  consultant 
Aopraiialt 

VOUI  CONFIDENCE 
RESPECTED 

TEmpIt  3*3018 

KALEICH.  N  C. 

1907  AkDONALD  LANE 

NATION-WIDE  PERSONAL  SERVICE. 


on  the  Convention  Hall  stage 
after  preliminary  judging 
Wednesday,  Thursday  and  Fri¬ 
day  nights,  until  photographer 
Mike  Blizzard  had  made  .shots 
of  each  one. 

In  addition,  the  contest  official 
permitted  photographs  of  each 
contestant  holding  the  scepter, 
wearing  the  crown,  and  with  the 
“Miss  America”  banner  pinned 
from  shoulder  to  hip. 

Thu.s,  when  Saturday  —  the 
final  day  of  the  event — arrived, 
the  paper  was  ready  to  go.  Re- 
IKirter  Jack  Boucher  wrote  a 
lead  for  each  of  the  10  semi¬ 
finalists  as  their  names  were 
released  to  the  press  an  hour 
before  the  final  judging  liegan. 
With  cuts  made  of  the  10  semi- 
finalists,  10  first  pages  were  set 
up  and  ready  to  roll. 

Mr.  Boucher  at  (Convention 
Hall  had  an  open  phone  to  the 
Press  composing  room.  Word  on 
the  winner  was  passed  to  the 
newsmen  several  minutes  liefore 
M.  C.  Bert  Parks  announced  it 
from  the  stage. 

At  11:53  p.m.,  Boucher  called 
“Michigan”  into  his  phone.  The 
well-rehearsed  operation  in  the 
Press  composing  room  was  put 
into  effect,  and  by  11:59  papers 
were  off  the  presses  and  into 
trucks.  Four  minutes  later,  by 
12:03  a.m.  Sunday — even  before 
the  first  spectator  had  left  Con¬ 
vention  Hall — 20  boys  were  sell¬ 
ing  the  souvenir  color  edition 
on  the  Boardwalk. 

Mike  Blizzard  climaxed  his 
week’s  work  by  photographing 
the  new  Miss  America  reding 
of  her  victory  only  minutes  after 
she’d  heard  of  it  herself. 

• 

First  B<H>st  Since  ’46 

St.  Paul,  Minn. 
Street  price  of  the  Dispatch 
and  Pioneer  Press  rose  from  5c 
to  7c  Sept.  19.  It  is  the  first 
increase  in  price  for  the  imper 
since  1946. 

AUSTRALIA'S 

Expanding  Wealth 
Offers  Opportunities 

InvNNtlgat*  th«  davaiopmanta 
that  ara  taking  placa  —  In- 
craaaad  population.  Industrial 
davalopmant,  high  standard 
of  living,  and  tha  mounting 
succaaaaa  of  ovar  800  U.  8. 
companlaa  that  ara  oparating 
and  hava  8800,000,000  Invaatad 
In  Auatralla. 

To  ktop  la  toock  with  markoMag, 
advartWag,  poblbblag  aad  graphic 
arts  la  Aaitralla  road 


HEWSPAPERHEWS 


PohHihad  forPUphahr 

Aanoal  Sabaeriptioa  to  U.  S.  18 
IS  HoadHaa  St.,  Sydaoy,  AaatraHa 


MR.  K  GETS  UMBRELLA  COVERAGE 


Waiting  at  the  dock  for  the  SS  Uaniicci 


Between  the  lines  .  .  .  "No"  to  the  right,  "Nyet"  to  the  left. 


Club  Lavs  Down  Rules, 
Awaits  K’s  Acceptance 


What  good  is  a  press  pass  at  a  time  like  this? 
(Photos  by  Bob  Warner,  E&P). 


A  committee  of  the  Overseas 
Press  Club  submitted  ground 
rules  for  a  news  conference  with 
Premier  Khrushchev  at  a  meet¬ 
ing  with  Soviet  Ambassador 
Mikhail  Menshikov  on  Wednes¬ 
day. 

Club  president  John  Luter, 
associate  editor  of  Newsweek, 
said  the  Ambassador  had  voiced 
no  objections  to  the  format  of 
“a  working  news  conference” 
where  the  Premier  would  have 
the  opportunity  to  make  a  brief 
statement,  then  answer  ques¬ 
tions  without  having  anyone 
screen  them. 

Under  criticism  in  some  press 
circles  for  having  offered  the 
Soviet  visitor  a  platform,  the 
Club  president  declared,  before 
the  meeting  with  the  Ambassa¬ 
dor:  “If  Khrushchev  does  not 
want  to  meet  with  the  free  press 
on  its  own  terms,  the  Overseas 
Press  Club  is  not  interested  in 
meeting  with  him.” 

Some  editors  around  the  coun¬ 
try,  when  they  first  heard  OPC’s 
invitation  to  a  conference  had 
been  accepted  by  Mr.  K  from 
aboard  the  Baltika  on  his  way 
to  the  UN  meeting,  said  it  was 
“stupid”  or  “poor  judgment”  or 
“a  vulgar  grab  for  headlines” 
for  the  club  to  be  an  agent  for 
Communist  propaganda. 

The  State  Department  had 
advised  television  networks  that 
it  considered  it  their  own  busi¬ 
ness  to  do  as  they  wished  in 
covering  the  Communist  leaders’ 
gathering  here  but  it  hoped 
they  would  not  give  any  of 
them  special  exposure  beyond 
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routine  reporting.  The  networks 
have  gone  along  with  this  sug¬ 
gestion. 

Mutual  Radio  Network  in¬ 
vited  the  visiting  Communist 
bloc  leaders  to  participate  in 
unrehearsed  panel-type  news 
programs,  but  up  to  Wednesday 
the  network  had  no  acceptances. 

Robert  F.  Hurleigh,  MBS 
president,  said:  “We  invited 
these  leaders  in  the  hope  ques¬ 
tioning  by  unintimidated,  hard¬ 
hitting  newsmen  would  expose 
their  propaganda  for  what  it  is. 
I  regret  they  have  not  seen  fit 
to  accept.” 

Mr.  Luter  said  he  had  had  in¬ 
formal  talks  with  State  Depart¬ 
ment  spokesmen  which  resulted 
in  agreement  that  there  might 
be  some  difference  between  a 
straight  press  conference  and  a 
TV  “show.” 

It  is  known  that  the  officials 
expressed  a  desire  that  all  news 
media  refrain  from  creating 
headline  occasions  for  the  Soviet 
Premier  since  he  was  persona 
non  grata  here. 

Special  Committee 

In  the  event  Khrushchev  ac¬ 
cepted  the  opportunity  for  a 
press  conference,  OPC  officers 
were  still  undecided  where  it 
would  be  held  and  whether  TV 
and/or  radio  newsmen  would  be 
invited  to  participate.  The  club 
itself  would  be  too  small  to  ac¬ 
commodate  all  those  who  would 
be  entitled  to  attend,  Mr.  Luter 
said. 

The  special  committee  on 
ground  rules  consists  of  Frank 


Conniff,  national  editor  of 
Hearst  Newspapers;  Leon  Den- 
nen,  columnist  for  Newspaper 
Enterprise  Association;  and 
Harrison  E.  Salisbury,  New 
York  Times  reporter. 

Mr.  Luter  said  the  club’s  gov¬ 
ernors  were  polled  Sunday  on 
possibility  of  dropping  the  con¬ 
ference  idea  and  the  vote  was 
13  to  2  to  go  ahead.  Five  gov¬ 
ernors  could  not  be  reached. 

Four  club  members  resigned 
but  five  new  applications  were 
received,  Mr.  Luter  reported. 

“It  is  important,”  Mr.  Luter 
said,  “to  demonstrate  to  the 


world  how  the  American  free 
press  operates  and  so  contradict 
the  Russian  propaganda  claim 
that  the  American  press  is  the 
tool  of  the  government.  The  best 
way  we  can  accomplish  this  is 
to  invite  Khrushchev  to  face  the 
American  press  and  answer  the 
questions  he  never  answers  in 
his  speeches.” 

Mr.  Conniff  pointed  out  that 
if  the  Soviet  leader  called  a 
press  conference,  everyone  would 
cover  it,  and  it  would  be  held 
on  his  terms. 

“If  the  club  backed  down,”  he 
declared,  “we  would  be  playing 
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\  into  the  Communist  line  that  our  ' 
press  is  the  captive  of  the  rul¬ 
ing  classes,  which  it  is  not.” 

Mr.  Conniflf  was  unable  to  at- 
teiul  the  meeting  with  Mr.  Men- 
.shikov  but  said  he  approvetl  of  j 
the  .stipulations. 

Richard  Anderson,  club  secre¬ 
tary,  was  with  the  other  mem- 
lH“rs  of  the  special  committee 
and  Mr.  Luter  at  the  .session 
with  the  ambassador. 


Wild  Press  Parley 
From  One  Story  Up 


classified  section 

Benefit  from  our  Vast  Newspaper  Audience 


ANNOUNCEMENTS 
Newspaper  Brokert 


A\NOU.\CF3IENTS 
Publications  for  Sale 


CONFIDENTIAL  INFORMATION 
Daily  Newspaper  Properties 
W.  H.  Glover  Co..  Veotara,  Cal 


ANNOUNCEMENTS 

Publications  IP anted 

BXPKRIENCBD  NEWSMAN,  39  years 
old.  with  some  capital,  seeka  manage¬ 
ment  interest  in  small  Daily  or  Weekly 
with  oiition  to  buy.  Prefer  New  Eng- 
land.  Hox  152,  Editor  &  Publisher, 


■SEA.SONBD!  SUCXtESSFULII 
Trio  of  newspapei  men  with  66  aggre¬ 
gate  years  growth  in  publishing  in¬ 
dustry  seek  daily  or  weekly  owner 
with  management  and  profit  i>roblemH, 
Management  experience  in  every  im- 
l>ortai.t  iphaae;  new  printing  processes. 


ORMATION  I  CALH^RNIA  EXCLl^IVE  Management  experience  in  every  im- 

.  ropertiea  ,,  ,  ,  "UKAU  Wl!/e,K.LY  lK>rtai.t  (phase;  new  printing  processes, 

Ventura,  Calif.  |  (lood  plant,  good  farm  area.  $10,000  |  contract  negotiations,  circulation,  re- 
.  „„„„  ~  receivables.  A.  ;  national  salea  and  promo- 

IPAPEM  Snyder.  Newspaper  Broker.  2234  East  :  Convincing  references.  Eventual 


WESTERN  NEIWSPAPERS  Snyder.  Newspaper  Broker.  2234  I 

Joseph  A.  Snyder.  22M  East  Romnsya  Romneya  Dr.,  Anaheim,  California. 

Drive,  Anaheim.  Calif.  Day  or  Nile.  : - - - — 

Phone  KEystone  3-1361.  RARE  OPPORTUNITY  to  purcl 


Komneya  iir.,  Ananeim,  taiiiornia.  '  ownership  intended.  Reply  in  com- 
RARE  OPPORTUNITY  to  purchase  ;  * 


rA  ..II  MAY  BROTHERS.  Binghamton.  N.  Y.  l  v^uorv  cvrea  4.  e^a.uuu  caan  reuuireu. 

Al)OUt  .)l)  newsmen  from  all  Established  1914.  Newspapers  bought  Publishers  Service.  P.O.  Box  3132, 


long-established  and  profitable  weekly 
Chnrt  Area  2.  $25,000  cash  required. 


Business  Opportunities 


Greensboro,  North  Carolina. 


IT’S  NOT  the  down  payment  that 


(THART  AREA  2  DAILY 


KEKINANCING  —  small.  100-year-old 
l>aily,  (%art  Area  2.  Will  give  first 


media  conducted  a  bizarre  pre.ss  and  sold  without  publicity _ 1  Greensboro,  North  Carolina.  KEKINANCING  —  small.  100-year-old 

conference  with  Premier  Khrush-  j  it¥  not  the  down  payment  that'  (THART  ARELA  2  daily  '►“•'y.  Art-a  2.  Will  pve  first 

chev  on  two  occasions  Wetines-  !  buys  the  newspaper — it's  the  person-  Exclusive  oiieratiun  grossing  $700,000.  ,  mortgage  for  $50,000  loan.  Box  147, 

1...  rot..  TV i  ality  and  ability  of  the  buyer.  This  !  ciroulation  15M  net  paid,  excellent  '  *  I  ublisher. 

da> .  1  ne  Soviet  Premier  and  j,  „,j,y  ,^6  insist  on  personal  contact  plant.  Priced  near  gross.  Principals 


an  interpreter  stood  on  a  lial-  l  selling. 

TTM  I  LEN  FEIGHNER  AGENCY 

con>  of  the  Russian  UN  em-  3^,  jg2  piei^nt.  Mich. 

iiassy  one  story  above  street - 

1<»vol  'iml  g>iAiite<l  ingwprg  to  SALES-PURCHASES  handled  witli 
level  and  snouted  answers  to  p.  j,  Hine#.  Publisher! 

questions  shouted  at  them  from  Service,  Box  3132,  Greensboro.  N.  C 


only  deal  only  with  LAWYER.  Box  133,  Ideas  tor  Sale 

Editor  &  Publisher.  ■  ■■ 

-  -  PRINTER  WITH  INTERESTING 

CO-PUBLISHFJR  EDITOR  NEEDED  1  IDEA  for  newspaper  format.  Elaaier 


the  sidewalk. 


SALES-PURCHASES  handled  with  1®  assume  part  ownership  and  to  edit  reailer  handling  -better  ad  exposure— 
discretion.  P.  T.  Hines.  Publishers  Oregon  offset  Weekly  publication,  mure  attention  each  page.  No  mechani- 

Service,  Box  3132,  Greensboro.  N.  C.  <'an  liecome  morning  Daily  shortly.  |  cal  changes,  iswts.  Box  18(i.  Editor  & 

_ _ _ _  -  I  New  buildintfs  new  equipment,  new  Publisher. 

YOU  CAN’T  beat  midwest  newspapers  1  Substantial  share  may  be  pur-  ,  ' 


Loans  and  Financing 


ILUNOIS  EXCLUSIVE  WmKLY 


In  the  verbal  melee  the  Com-  for  stability.  Herman  Koch.  2928  Vir-  chaaeil  for  $i7..->oo  down.  Air-mml  ,  Loans  and  Finaneit 

munist  chairman  gave  off-the-  St..  Sioux  City.  Iowa.  ,  rM  to  Box  ISI.  Witor  &  Pub-  ,  _ _ _ 

cuff  rejlhes  and  comments  to  a  m  ’niB  OOMPUCATED  pattern  of  7,V7x,,„o  :  “P-  tor  expansion  or  purchase 

wide  range  of  subjects  but  today’s  newspaper  transfers  ^our  |  EXCLUSIVE  WK^KLY  , 

,  ,  J  .  broker  is  a  money  savinR.  danger*  wi-osa  arounu  mom.  price  smm.  rea  lISHERS  SERVICE  P.  O* 

ducked  direct  answers  to  guess-  avoiding  asset,  newspaper  SERV-  I  ^nable  terms.  (rt>od  town  of  J  M  IKH*. 

ing  who  might  win  either  the  IPE  CO..^INC^  408  S.  Bonita  Dr..  I  »•>'  Norton.  Greensboro.  North  Carolina. 

•J  .•  1  1  .•  .1.  Panama  City,  Florida.  '  Kansas.  - 

.  SBMD^^KLY.  :  newspaper  SERV 

WOria  series.  .  Ii  I  a  1»  $  ^  with  excellent  net.  One  of  best  non-  “  “  ^ 

The  first  impromptu  press  California.  Down  payment  i  PreM  Fsngtneer$ 

conference  lasterl  miniiteg  "«verly.  DetroU  3.  Jd.ch.  j;-^,864  ,  ,150.000.  Identity  of  ,«per  will  not  - - - 

COnierence  l&steu  ou  minutes  j  revealed  until  qualified  buyer  fan  ■  Newspaper  Preaa  Inttall 

and  the  second  one,  in  the  early  want  a  California  or  Arizona  ,  make  Iwrsonal  inspection.  MOVING — repairing — TI 

eveninir  wig  ghnrter  Kiif  eniinllv  »»;'* 8pa|>ec ?  We  have  them  from  large  ,  Vernon  V.  Paine  Expert  Service— World 

evening,  was  snorter  out  e<)ually  Dailies  to  small  Weeklies.  GABBERT  I  with  L.  H.  Paine,  broker  cviTvMninr  amtv  maqoi 

as  noisy.  The  New  York  Tiwea  &  Hancock.  3709-B  Arlington  Ave.,  ]  P.  O.  Box  265.  Upland.  Calif.  :  "  M  Fronkfort  st« 

used  six  columns  to  give  a  run-  -  ;  Publications  Wanted  '  ""^Vrd^  I'-IVi's- 

ning  account  of  the  question-  ★  ^  30  years  on  the  Pacific  Coast.  -  UArciay 


and-answer  sessions  and  a  text 
as  recordetl  on  tape  by  NBC 
technicians. 


Arthur  W.  Styiies,  625  Market  St., 
San  Friincisco  5,  California. 

Newspaper  Appraisers 

Valuations  of  newspapers,  .subsidiaries. 


Oil  R«xiiiilili.>saii  ^wl..  I  television,  radio  and  syndicates-  for 

xyil  UIl  I  tax  and  other  purposes.  More  than  200 

Di  Til  I  it*  'll  States  to  date.  Comprehensive 

DLtXIMINGTON,  111.  |  re|>orts  submitted.  By  mail  if  de-sireil. 


with  L.  H.  Paine,  broker 
P.  ().  Box  265,  Upland,  Calif,  j 

Publications  Wanted 

SEEKING  SMALL  DAILY 
In  Southeast 

Box  131,  Elditor  &  Publisher 

TWO  EXPHatlESfCED  NEWSMEN.  28 
and  30,  seek  interest  in  small  Daily 


LOANS  NEGOTIATED— $200,000  and 
up,  for  expansion  or  purchase  of  news¬ 
papers,  radio  and  TV  propertiea.  PUB¬ 
LISHERS  SERVICE.  P.  O.  Box  318$. 


NEWSPAPER  SERVICES 

Press  F.ngineers 

Newspaper  Preea  Installationa 
MOVING— REPAIRING— TRUCKING 
Expert  Service — World  Wide 
SKIDMORE  AND  MASON  INC. 
56-69  Frankfort  Street 
NEW  YORK  38.  N.  Y. 
BArclay  7-9775 


television,  radio  and  syndicates  for  ;  Weekly  with  option  to  buy.  Box 
tax  and  other  iiurpottes.  More  than  200  ;  ]25,  Editor  &  Publisher. 


The  Puntuarnvit,  of  which  Qualified  exi>ert  court  witness.  EXPERIENCED  MAN  AND  WIFE 

Adi.,;  IT  •„  II  A.  S.  VAN  BBNTHUYSEN  TEAM  interested  in  purchasing  Week- 

AUiai  lb.  aievenson  is  a  stock-  445  Ocean  Avenue,  Brooklyn  26,  N.  Y.  ly,  small  Daily  or  interest  with  option 

holder,  has  endorsed  Republican  -  to  buy.  chart  Area  3  <>r  4.  Box  139, 

o _ 1  wr-.t. _  c _ 41--  TT  o  Public  NiUice  Editor  &  Publisher. 


holder,  has  endorsed  Republican  - ; — 7- — - 

Samuel  Witwer  for  the  U.  S.  _ PuMic  Notice _ 

Senate.  The  Pantagraph  sup-  Louis  A.  perrone;  contact  R.  H. 
ported  Mr.  Witwer’s  Democratic  John.ston,  lAtkewood.  New  Jersey. 


NEWSPAPER  ERECTORS.  INC. 
Erecting-Planning-Repair 
P.O.  Box  124.  Islip.  Now  York 
Juniper  1-8074 

Erecting  by  Paul  F.  Bird.  Gen’I.  Mgr. 

UPECO  INC. 

Move — Elrect — Anywhere 

SPECIALIZING  IN 
NEWSPAPER  PRESSES 

Lyndhurst.  N.  J. — Phone  GEneva  8-8744 


opponent.  Senator  Paul  Douglas,  j  Publications  for  Sale 
in  19.14.  Last  week,  the  news-  1  - 

xr- _ Tj  .  Weetern  weekliec  and  dailies  every- 

paper  came  out  for  Vice  Presi-  „here.  jack  l.  STOLL  A  ASSOCI- 
dent  Nixon  for  the  Presidency.  A'TES,  Suite  6OO-6OI,  6S8I  Hollywood 
.  Blvd.,  Lob  Angelee  28.  California. 


EDITOR  AND  PUBLISHER'S  CHART  AREA 


MeetiniJ  Openejl  California  exclusive  farm  , 

AREA  weekly,  groesing  $40,000- 
MINNEAPOLIS  846,000,  $16,000  down.  Sound,  over  60 

The  Universitv  of  Minnesnfn  plant,  growth.  Joe.  A. 

me  unitersity  01  Minnesota  snyder.  Newtpaper  Broker,  2234  B. 

board  of  regents  Sept.  16  held  Romneya  Drive,  Anaheim,  California. 

its  first  meeting  in  years  that  -  -  — - - - 

was  open  to  the  press  and  public,  weekly  in  fann  and  oil  area 

m,  ,  ,,  ,  .of  San  Joaquin  Valley,  California. 

1  he  move  was  hailed  throughout  Grossing  $S6,000.  Price  125,000  with 
Minne.sota  newspaper  circles  down.  Box  3733,  Editor  A 

after  a  campaign  by  press  .  _ _ _ 

groups  started  earlier  this  year.  CALIFORNIA  bxclusive 


groups  started  earlier  this  year.  |  CALIFORNIA  bxclusive 

•  I  DAILY  $20,000  DOWN  | 

A^l  IMnnn.x...  i  Isolsted,  well-established,  in  diversified  i 

new  A4l  mana^f^r  income  town,  sound  profitable,  good 

~  TV  T-1.  !  plant,  act  quickly.  Joe.  A.  Snyder,  I 

ST.  PETESSBURG,  Fla.  j  Newspaper  Broker.  2234  E.  Romneya 

Ted  Davenport  has  taken  the  j  Anaheim,  California.  1 

'  MIDW^'  Sl^^RBAN  WEEKLY  ! 

of  the  St.  Petersburg  Independ-  Long  established  in  city  of  15.000.  ' 

cnt.  coming  here  from  the  North-  *  00.  j 

cm  Virginia  Sun  at  Arlington.  P.q.  Box  12$4.  Davenport.  lowa  I 
EDITOR  ac  PUBLISHER  for  September  24,  1960 


Uac  CHART  AREA  Nomber  in  Ad  Copy  for  showinc 
LOCATION  withoat  IDENTIFICATION 


E  &  P  MACHINERY  AND  SUPPLIES  SECTION 

Superior  results  at  moderate  cost  from  classified  ads. 


Componinfi  Ro<tm 


Pre»»  Room 


Pregt  R<H>m 


Pre*$  Room 


LINOTYPES 

To  make  room  for  new,  faster  equip¬ 
ment,  we  have  for  sale  three  Model 
U’s,  Serial  numbers  31029,  31332,  32873 
and  one  mixer  model  26,  Serial  number 
37644,  all  equipped  with  Margach 
feeders,  four  universal  molds,  110V 
AC  electric  pots  and  motors,  Mohr 
measure  control.  Corona  7%  pt.  and 
aKate  type.  These  machines  are  in 
BOod  condition,  in  daily  use.  Come 
see,  or  write.  World  &  Tribune,  Tulsa, 
Oklahoma. 

L.  &  B.  HEAVY  DUTY  Newspaper 
Turtles  are  in  use  all  over  the  United 
States  and  foreign  countries.  “Ask  the 
man  who  uses  them.”  $84.50  to  $97.50. 
None  better  at  any  price.  Write  for 
literature.  L.  A  B.  SALES  CO..  Box 
660,  Phones  27  and  96.  Elkin,  N.  C. 
World’s  largest  distributor  of  Newspa¬ 
per  Form  TVucks. 


f>X)R  SALE! — ^16  fonts  of  a  tg  Elxcelsior  ! 
W.  B.  F.  No.  2;  1  font  of  sorts.  (!on-  ■ 
tact:  Hans  E.  Roaberg,  Production  , 
Manager,  San  Jose  Mercury-News,  211  j 
W.  Santa  Clara  St.,  San  Jose,  (Tali-  | 
fomia.  I 


Press  Room 


GOSS 

6  Units  &  2  Folders 
HOE 

8  Units  &  2  Folders 
GOSS 

3  Units  &  I  Folder 
DUPLEX  AB  8-Page  Press 
JOHN  GRIFFITHS  Co.  Inc. 

415  Lexington  Ave.  New  York  17,  N.Y. 


5  UNIT  HOE— BARGAIN 
We  have  a  five  unit  Hoe  vertical  type 
press  we  must  sell  quick  'n  order  to 
make  room  tor  a  new  press.  This  press 
is  complete  with  Reels,  Tensions  and 
Pasters.  Two  color  cylinders  behind 
folder.  226i  Cutoff.  60  inch  roll.  Roller 
bearings.  Steel  Cylinders.  Internal  Lub¬ 
rication.  Hoe  Ink  Pumps.  200  H.  P. 
Drive  Motor  D.  C.  Cutler-Hammer 
Electric  Control  Elquipment.  Call  or 
write  Leon  A.  Link.  Production  Man¬ 
ager.  Cleveland  (Ohio)  Plain  Dealer. 


6-UNIT  SCOTT  newspaper  press  with 
22%"’  cut-off,  two  folders,  two  color 
cylinders  G.  B.  control  panel  and 
drive.  E!ach  unit  has  Scott  3-arm  reels 
with  Jones  tension.  40-80  page  press. 
Stereotype  equipment  included.  MUST 
SELL.  MAKE  OFFER  ON  ALL  OR 
PART. 

(Subject  to  prior  sale) 

San  Francisco  Shopping  News 
851  Howard  Street 
San  EVancisco  3,  California 


PRESSES 


•  EXTRA  SPECIAL  • 

SCD’TT  MULTI-UNIT  22% 

4  or  6  Unit  Press  with  a  reversible  ; 
Unit  and  extra  (Jolor  Cylinder — SCOTT  | 
Heavy  Duty  3  to  2  Double  Folders  i 
with  C-H  Onveyors — SCO’TT  3  Arm 
Reels  with  Jones  Tensions — Trackage,  i 
Turntables.  Steel  Floor  Plate.  LAST 
PRESS  located  at  BOSTON  HERALD- 
TRAVELER. 

TERMS  for  immediate  removal ! 

• 


DUPLEX  METROPOLITAN  23-9/16” 
Up  to  21  Units — 6  Color  Cylinders — 6 
Folders  with  Upper  Formers — 5  Drives- 
— E5nd  Fee<l  or  on  Substructure  with  .3 
Arm  Reels.  Available  as  result  of 
Mechanical  Merger  of  St.  Louis  Glol>e- 
Democrat  and  Post-Dispatch. 

6  UNIT  SCO’TT  23-9/16” 

2  Double  Folders — 2  AC  Drives.  Isi- 
cated  Knoxville  Journal. 

DUPLEX  METROPOLITAN  22’)i” 

4  and  5  Uhit  Presses — Double  Folders 
A(7  Drivea — Located  Staten  Island  Ad¬ 
vance — Charlotte  News. 

3  UNIT  HOE  22%” 

With  Reversible  Unit — (Jolor  Cylinder 

3  Pancoast  Color  Couples — AC  Drive — 
Reels  and  Pasters.  Located  Jackson¬ 
ville  Times-Union. 

3  UNIT  HOE  22%  ” 

With  Color  Cylinder — E!nd  Fed— AC 
Drive.  Located  Lebanon,  Pa. 

2  UNIT  HOE  23%  ” 

End  Fed — AC  Drive — Stereo.  Located 
W.  Lebanon,  N.  H. 

16  PAGE  DUPLEX  TUBULAR 
Complete  Stereo — AC  Drive.  Located 
San  Diego,  Calif. 

-2-MODEL  AB  DUPLEX  FLATBEDS 
Located  Sanford,  N.  C.  and  Salt  Lake 
City,  Utah. 

GOSS  (X)MET 

Located  Shippensburg,  Pa.  Available 
^  immediately. 


STEREOTYPE 


WOOD  JUNIOR  AUTOPLATES 
Right  and  Left — AC — Vacuum  Back 

WOOD  STANDARD  AU-POSHAVERS 

W(X)D  PREREGISTER  MACHINE 

8  and  10  -TON  KEMP  IMMERSION 
PO-TS — Complete  with  Carburetors 


FOR  SALE:  PRESS  AND  1 
STEREOTYPE  EQUIPMENT  ’ 

One  Goss  Straightline  newspaper  press, 
consisting  of  six  units  and  one  double 
folder.  -The  press  number  is  1433 ; 
originally  manufactured  in  1924  but  ; 
completely  rebuilt  in  1960. 

Included  are  roll  stands  to  feed  paper  . 
from  basement  level;  a  two-section  I 
Cline  controller  for  AC  drive,  two  76 
horsepov/er  and  two  5  horsepower  AC 
motors,  complete  complement  of  rollers 
and  blankets  Cutler-Hammer  conveyor  ; 
and  table,  angle  bars,  etc. 

Also  included  with  press  is  the  follow¬ 
ing  stereotype  equipment : 

One  heavy-duty  Pony  Autoplate,  com¬ 
plete  with  vacuum  pump  and  motor, 
metal  pump  and  controls.  This  machine 
has  a  vacuum  bark  and  was  purchased 
new  in  1960.  Plate  width  now  set  at 
1.5-9/16”  with  a  60®  bevel  and  16” 
diameter.  Plate  thickness  is  7/16”. 

Also  included  is  a  3%  ton  Kemp  im¬ 
mersion  pot  and  associated  Seriee  3T 
Kemp  carburetor  with  all  controls. 

Press  and  Stereotype  equipment  will 
be  available  approximat^y  September 
1961. 

All  equipment  may  bo  viewed  in  oper¬ 
ation  at  -ITie  Daily  -Tribune,  210  E!ast 
-niird  Street,  Royal  Oak,  Michigan. 

Philip  F.  Miller,  Publisher  and  General 
Manager,  Lincoln  1-3000,  ext.  27. 


16-page  DUPLEX  TUBULAR.  2  to  1 
model-.'omplete  stereo-AC,  drive. 

2-unit  GOSS.  22%'  End  Feed  Omnplete 
Stereo-AC,  drive 

24-page  DUPLEX  -TUBULAR.  2  to  1 
model-complete  stereo-AC,  drive. 

8-page  DUPLEX  -TUBULAR  DECK. 
Roll  Arm  Brackets-Upper  Former. 

8-page  GOSS  (TOMET  FLATBED.  AC. 
drive-quarter  and  half-folder. 

2-Cutler-Hammer  75  H.P.  AC,  Drives 
w/Parallel  Control  Panels. 

LOYAL  S.  DIXON  CO. 

"Newspaper  Press  Erector’¬ 
ll  164  Saticoy  St.  Sun  Valley,  Calif. 
POplar  6-0610  -TRlangle  7-3871 


I  LUDLOW  22%  ems,  electric  pot,  2 
:  cabinets,  one  super  surfacer,  12  &  18 
I  Franklin  Gothic:  24  to  72  Sq.  Gothic 
Heavy;  24  to  72  Medium  Condensed 
!  Gothic ;  48,  60,  72  Tempo  Black:  36, 
48.  60  Tempo  Heavy ;  72  pt.  Tempo 
Italic;  84  pt.  Caps. 

I 

i  LUDLOW,  gas  pot,  one  cabinet,  6  to 
12  Tempo  Medium;  6  to  12  Cioudy 
Light;  6  to  12  Tempo  Light;  8  &  10 


AUTOMA-nC  PLAT  BEU)  PRE.SSES 
MODEL  E  DUPLEX 
(HISS  COMET 
(H>SS  OOX-O-'TYPE 
MODEL  A  DUPLEX 
HIGH  SPEED  ROTARY  PRESSES 

12  PAGE  DUPLEX  -TUBULAR  Color 
reverses-  Auxiliary  Fountains  —  All 
Stereo. 

16  PAGE  -TUBULAR  DUPLEX  —  All 
Stereo. 

16/32  PAGE  R.  HOE  with  >i  Folder- 
All  Stereo. 

16/32  PAGE  R.  HOE  with  color  rails 
Stereo  optional. 

24/48  PAGE  SUPER  DUTY  DUPLEX 
Stereo  optional — Press  A-1. 

Delivered  &  Installed  Package  ^ 

If  Desired 

UPECO,  INC. 

“20  minutes  from  Tlmea  Square” 

750  Vaileybrook  Ave.,  Lyndhurst,  N.J. 

GEneva  8-.3744 


Wanted  to  Buy 


NE-'WSPAPER  PRESSES 
(XIMPLETE  PLANTS 
MAT  ROLLERS 
STEREO  HXJUIPMENT 

BEN  SHULMAN  ASSOCIATES 

60  East  42nd  St.  N.Y.  17  OXford  7-4590 


NEWSPAPER  EQUIPMENT 

NEWSPAPER  PRESSES 
TYPESETTING  MACHINES 
TELETYPESBTTER  BX1UIPMH37T 
Ludlows — Elrods— Mat  Rollers 

COMPLETE  PLANTS 

INLAND  NEWSPAPER 
SUPPLY  COMPANY 

422  West  8th  Kansas  City  5,  Mo. 


Linotypes-  Intertypes — Ludlows 
PRINTCRAFT  RETOESENTA-nVES 
37  Warren  St.  New  York  7,  N.  Y. 


i  WANTED:  8-imge  Duplex  or  Goss  flat¬ 
bed.  Advise  serial  No.  and  when  avail- 
:  able.  Northern  Machine  Works,  323 
N.  4th  St..  Phila.  6,  Pa. 


CASH  !  ! 

I  Immediately  for  your  plant  or  indi- 
!  vidnal  item.  A  call  or  letter  will  receive 
prompt  action.  Oscar  lanello,  210 
Elizabeth  Street,  New  York  City  12, 
I  worth  6-0070. 


TWO  GOOD  used  tape  punching  ma¬ 
chines.  Sweetwater  Reporter.  Sweet¬ 
water.  Texas. 


24-PAGE  TUBULAR 


FOR  SALE:  20-PAGE  DUPLEX  l-I  j 
Tubular,  winner  Ayer  and  NBA  i 
awards,  in  excellent  condition,  rubber  | 
rollers.  GE  control  and  drive.  500-gai. 
bulk  delivery  ink  tank  and  iHimp ; 
complete  stereo  equipmev't  including 
mat  roller ;  Kemp  immersion-burner 
gas  pot.  Available  about  February- 
March,  1961.  Can  be  seen  running 
every  day.  -The  Evening  -Tribune, 
Hornell,  New  York. 


HOE — 6  Units,  2  Folders 
22%”  cut-off 

Roller  Bearings,  hi^  speed 
$36,000 

(7LAKBMONT  PRESS 
1625  High  St.,  Portsmouth,  Va. 


HOB  4-DECK  32  PAGE  PRESS— 23%  , 
cutoff,  %  and  %  fold,  (2)  40  HP 
and  (1)  26  HP  motor  drives,  control 
panel.  Now  running.  Will  sell  com-  i 
plete  with  all  stereo  equipment.  Avail-  | 
able  January.  VALLEY  TIMES-NEWS. 
West  Point,  (^rgia. 


260'  JAMPOL  PLATE  (XINVEYOR 
16’  JAMPOL  Raised  Plate  Return 

MAILROOM 

2— JAMPOL  BUNDLE  PUSHERS 

2— DOCK  DISPATCH  BELT  (X)N- 
VEYQRS  and  12  Telescopic  LoaderH. 

LINOTYPES 

MODEL  30  MIXER,  NO.  61986 
2/90-2/72-4/34  Magazines  —  6  Molds. 
Bectric  Pot.  Margach  Feeder,  A(7 
Motor. 

BEN  SHULMAN  ASSOCIATES 

60  East  42nd  St.  N.Y.  17  OXford  7-4590 


I  Bodoni  Modern  Roman;  assorted  6  &  12 
I  pt.  Ciothic  Faces. 

'  APEX  PRINTING 
!  MACHINERY  CO.  INC. 

210  Elizabeth  St. 

I  New  York  12.  N.  Y.  WOrth  6-0070 

GOSS  DUPLEX  Model  “E”.  serial 
1600’s  new  1961.  Web-perfecting,  flat¬ 
bed  press.  Prints  up  to  6,000  copies 
per  hour  in  4-6-8  standard  size  or 
8-12-16  tabloid  size  pages.  Roll  size  up 
to  77%,  36-inch  diameter,  22%”  out- 
'  off.  Built-in  two  station  push  button 
control,  slitter  and  paper  roll  hoist. 
Fifteen  HP  AC  V  belt  motor  with 
,  controls.  Sixteen  8  to  10  columns 
I  chases  included.  Available  at  once.  May 
I  be  seen  in  New  York.  Box  111,  Editor 
&  Publisher. 


CHIPPING  BLOCKS  all  siie  diameter. 
A  C  motor  press  drives  all  s’les. 

Roll  arms  for  semi-plate  unite. 
Quarter-page-foldera. 

Geo.  Oxford,  Box  90S,  Boise,  Idaho. 


We  want  to  buy  a  24-page  one  to  one 
Duplex  Tubular,  to  be  installed  in  the 
Prescott.  Ariz.  COURIER  in  January 
1962.  Write  Dean  McNaughton.  TIMES. 
Pekin.  Illinois. 


2-T()N  stereotype  iwt  wanted 
The  Banner,  Knightstown,  Ind. 


SLKPLL'S  EQUIPMENT? 


NEED  EQUIPMENT? 


UHE  E&P 


MACHINERY  COLUMNS 
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EMPLOYMENT  OPPORTUNITIES 

A  national  guide  to  positions  in  publishing  and  related  fields 


AdminUtratire 


WANTED:  PUBLISHER 
Small  Daily 

Write  me  your  full  record  of  luc- 
ceeses  and  exi>erience  so  I  ran  Kivr 
you  consideration.  Plain’s  area,  small 
dally  many  years  old.  Eventually  you 
mifcnt  want  xome  share  of  ownership 
which  I  will  consider.  Write  me.  Bo\ 
S7I2.  Editor  &  Publirter. 

YOU  MAY  WANT  TO  BE  A 
DAILY  GENERAL  MANAGER 
OR  PUBLISHER! 

Yec,  witl.in  a  few  years  an  owner 
of  a  small  interest,  available  on  easy 
terms  if  acceiyted. 

Profitable.  lonR  -  established  daily 
newspaper  and  print  plant.  Midwest. 
Should  be  now  employ^  in  small  city 
daily  or  weekly.  No  big  city  boys 
wanted.  Good  advertising  manager  with 
reasonable  all-around  newspaper  knowl- 
edcs  and  record  of  buildinir  adver¬ 
tising  and  practicing  i>ersonal  economy 
will  gret  consideration.  If  you've  been 
socoeasful,  tell  how — with  figrures  and 
ideas.  Write  full  record.  Box  3711. 
Editor  A  Publisher, 


ADVERTISING  DIRECTOR 

with  working  knowledse  of  production. 
Metropolitan  Daily  of  over  RO.OOO  cir¬ 
culation.  Send  resume.  Box  121,  Editor 
A  Publisher. 


SALES  EXECUTIVES.  I  am  ftoinir  to 
employ  a  sales  executive  to  become  my 
assistant  in  sales  work  with  medium  and 
small  dailies  and  weeklies.  Must  he 
able  to  travel  while  in  traininK  to  be¬ 
come  a  manairer.  Salary  and  Kenernns 
percentagre  of  profits  is  our  method 
of  |>aymK  noanaKers. 

Carmagce  Walls 
Southern  Newspapers.  Inc. 
c/o  General  Advertisine  Service 
Georgria  Savings  Bank  Building 
Atlanta.  Georgia 


NEWSPAPER 

PRODUCTION 

MANAGEMENT 

Excellent  career  opportunity  with  toil 
Daily  publication  for  a  man  who  is 
ambitious,  tenacious  and  hard  workintr. 
Will  be  trained  in  all  phases  of  news- 
liaper  production  managrecnent  includina 
labor  relations.  Prefer  previous  ex¬ 
perience  in  craft  or  manatrement  of 
small  Dailies  or  Weeklies  plus  colleae. 
Please  state  complete  details  includingr 
salary  re<iuireinents.  Box  130.  Editor 
A  Publisher. 


REPORTER  at  WO  plateau  with  unde¬ 
veloped  plus  $100  potential  as  all- 
around  Weekly  ReiMgrter-AdvertisinK 
Man.  WEEKLY  CALL.  Dunellen,  New 
Jersey. 


WOULD  SOME  EXPERIENCED  and 
reliable  man  and  wife  team  be  inter¬ 
ested  in  takinir  over  advertising  sales 
and  editorial  follow-up  for  a  Con¬ 
necticut  bi-weekly  close  to  New  York? 
A  contemplated  job  printinK  sho|> 
would  add  to  opportunities;  $7,500  per 
year:  other  advantages.  Box  159,  Edi¬ 
tor  A  Publisher. 


Arti§ts 


art  DIRECTOR,  staff  of  8-10,  news- 

f>aper  promotion.  Excellent  opportunity 
n  New  York  City  for  man  who  can 
combine  administrative,  creative  tal¬ 
ents.  Must  have  had  some  supervisory 
experience.  Salary  range  $8-9.000.  Sub¬ 
mit  simple  tissue  layouts,  with  resume 
includintr  agre,  references,  to  Box  171, 
Editor  A  Publi^er, 


It  U 

NOT  ADVISABLE 
ts  send  balky  packaccs  or  oritinal 
material  to  E  A  P  box  nambcrsl 


Circulation 


CIRCULA’nON  MANAGER 
MORNING  NEWSPAPE3I 

in  Middle  Atlantic  State,  46,000  to 
50,000  cireulauon.  using  Little  Mer- 
chimt  plan.  We  are  looking  for  a 
Circulation  Managrec  who  has  had  suc¬ 
cessful  experience  in  this  type  of  oper¬ 
ation.  He  should  have  boy  promotion 
and  general  circulation  promotion  ex¬ 
perience  and  be  cabbie  of  handling 
the  complete  circulation  operation  of  a 
growing  newspaper.  Salary  and  bonus 
arrangement,  make  this  a  very  attrac¬ 
tive  opportuni^  for  the  man  who  can 
fill  the  job.  Please  tell  us  all  about 
irtmrself  in  your  first  letter — your  reply 
will  be  held  in  complete  confidence. 
Box  3708,  Dditor  A  Publisher. 


CIRCULATION  MANAGER 

We  need  a  hard  hitting-manager  who  { 
is  looking  for  a  challenge  as  well  as  > 
an  up|>ortunity  to  head  up  our  circu-  . 
lation  de|>artment.  Must  have  thorough 
working  knowledge  on  how  to  manage 
lioth  a  large  carrier  and  street  and 
newsstand  operation.  We  are  one  of 
the  fastest  growing  metropolitan  news- 
paiiers  in  the  country  in  a  highly  com- 
l>etitive  market.  Tliis  iiosition  presents 
a  bright  future  to  a  mature,  experi¬ 
enced  man.  If  you  feel  stymied  in  your 
present  position,  tell  us  about  yourself 
in  detail  -all  correspondence  will  be 
held  strictly  confidential.  Box  14.3. 
Editor  A  Publisher. 


DISTRICT  ClRCUI>ATION  MANAG¬ 
ER.  exiierienced.  who  is  ambitious  and 
who  would  want  the  top  job  in  a 
newspaper  of  15,000  circulation.  Must 
be  promotion-minded — a  real  opportu¬ 
nity  to  show  your  talent — and  a  real 
;  chance  to  grow  with  one  of  the  fastest 
I  growin-'  small  newspapers  in  the  East. 
Box  153.  Elditor  A  Publisher. 


YOUNG.  AGGRESSIVE,  experienced 
(Circulation  Salesman.  Growing  Cali¬ 
fornia  Weekly.  Opportunity  to  earn 
$10, COO.  Permanent.  Write  all  to  Box 
169,  Editor  A  Publisher. 


ClaaMifiod  Advartising 


HAV?  OPENING  for  experienced 
Glaaaifled  Advertising  Manager.  The 
man  we  hire  most  have  a  sncceasful 
I  background  and  be  capable  of  organ- 
j  ising  a  Classified  Advertising  Depart- 
I  ment.  Write  Paul  Morgan.  Care  of  the 
I  Texarkana  Gaxette.  Texarkana.  Texas. 

j  SALESMAN.  25-40.  with  minimum  two 
years  experience  in  Automotive  and 
!  Real  Eatate.  Service  established  ac- 
I  counts,  develop  new  business.  Growing 
Daily  Sotithern  CBlif''mia  offers  sal- 
I  ary,  commiaaion.  liberal  retirement 
I  plan  to  qualified  man.  Box  3719,  Editor 
'  A  Publi^er. 


Display  Adrortising 


ADVER’nSING  MANAGER— excellent 
opportunity  for  salee-minded,  seasoned 
I  man,  30  to  40,  with  experience  on 
I  medium  dailies  to  make  permanent 
i  move  to  ad  director’s  position  on  suc- 
I  ceasful  10,000  ABC  7-day  evening  A 
I  Sunday  daily,  CSiart  Area  8;  handle 
•ome  key  accounts,  direct  experienced 
I  staff.  Man  selected  will  have  opportu- 
j  nity  to  acquire  interest  in  established 
I  newspaper  property,  city  of  50.000; 

I  ideal  working  and  living  conditions. 
Immediate  move  not  necessary.  Fnmisb 
resume,  details  of  experience,  refer- 
,  ences,  present  earnings  first  letter; 
Interview  will  be  arranged ;  replies 
confidential.  Write  Box  3819,  Editor  A 
Publisher. 


GOOD  OPPORTUNITY 
FOR  RIGHT  MAN 
Wo  need  a  bright  ad  salesman 
in  early  thirties  who  seeks  op¬ 
portunity  for  quick  advancement 
on  small  Southwest  daily.  The  right 
man  could  become  add^  business 
manager  and  participate  through 
stock  ownership.  Capable  man  will 
command  good  s^ary.  Answer 
only  if  qualified  to  take  charge. 
Wrna  Bin  3741,  Editor  A  Pub- 
IMiar. 
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Display  AdoertiMing 


ABILI'TY  TO  SELL  most  important. 
Top  scale  salary  will  be  paid  for  ex- 
(terienced  display  advertising  salesman 
with  car.  Mileage  and  other  benefits. 
Staff  expansion.  Write  only  and  in- 
rlude  complete  resume.  David  P. 
Bliven,  Advertising  Manager,  UNION 
LEADER.  Manchester,  New  Hamp¬ 
shire. 


DISPLAY  SALESMAN  for  small 
Southwest  daily.  Opportunity  for 
growth  and  advancement.  Write  Box 
3740.  Eklitor  A  ^blisher. 


NEEDED  AT  ONCE — Good  layout  and 
copy  man  who  can  assume  responsi 
bilitiee  of  promotion  department.  Some 
merchant  ontacts  on  special  needs. 
Work  closely  with  pleasant,  permanent 
staff.  CSty  of  50,000  in  exi>anding  mar¬ 
ket.  Chart  Area  5.  Replies  confidential. 
Interview  at  our  expense.  Write  Box 
118,  Editor  A  Publisher. 


OPENING  for  experienced  retail  ad¬ 
vertising  man  for  fast-growing  com¬ 
bination  in  fast-growing  city.  Excel¬ 
lent  churches  and  schools — recreation 
parks  and  many  other  attractive  fea¬ 
tures  which  constitute  an  attractive 
city  in  which  to  live.  Excellent  em¬ 
ployee  benefits.  Apply  Retail  Adver¬ 
tising  Manager. 

THE  LEDGER-ENQUIRER 
(X)MPANY 

(Tolumbus.  Georgia 


ADVERTISING  SALESMAN,  man  or 
woman,  with  car;  good  salary  plus 
commission;  live  weekly,  expanding. 
Flare,  Hobbs,  New  Mexico. 


(X)NyiN<7E  ME  that  you  are  alert, 
intelligent,  industrious,  and  itoesess  a 
comp^itive  spirit  and  I’ll  offer  you  a 
,  job  with  many  opportunities  on  a 
I  fast-growing  Daily  newspaper  with 
i  over  10,000  paid  circulation.  Located 
I  on  the  fabulous  Gold  Coast  of  Florida. 
I  Only  experienced  need  apply.  No  ’phone 
I  calls.  Write  resume  to  Cal  Hawthorne, 
I  Sun-Sentinel,  Pompano  Beach,  Florida. 


DISPLAY  SALESMAN  opening  for 
intelligent  young  salesman  who  can 
work  with  acemints.  Layout  ability  re¬ 
quired.  Persuasive  thoughtful  sales¬ 
manship,  but  not  high  pressure, 
needed.  Fine  small  Southern  com-  i 
I  munity.  Write  Bo.x  175.  Editor  A  I 
I  Publisher. 


EXPERIENCED  DISPLAY  SALES¬ 
MAN  for  old  established  Weeklv- 
Shoi^r  combination.  In  rich  Cali¬ 
fornia  area.  Want  man  who  can  earn 
$8000  or  better.  Write  all  to  Box  . 
168,  Editor  A  Publisher. 

MOVE  UP  TO  ADVER’nSING  MAN-  i 
AGBR.  small  Southern  Dailv  (8200  | 
ABC)  close  to  New  Orleans.  Excellent  | 
I  salary  plus  incentive  bonus  plan  and  I 
I  all  employee  benefits  for  capable,  ex-  | 
I  perienced  ad  man  who  knows  how  to  { 
sell,  layouts,  and  able  to  administer  ’ 
^  staff  of  four.  Wonderful  opportunity 
for  a  producer  to  advance  to  manage¬ 
ment  with  this  newspaper  group.  State 
age.  work  experience,  marital  and  draft 
status,  education,  etc.,  but  answer  only 
'  if  qualified  to  take  complete  charge. 
Write  Box  137,  Editor  A  Publisher. 


SOUTHWESTERN  DAILY  (25,000 
I  circulation)  has  an  opportunity  for 
,  young  Advertising  Salesman  that  is 
presently  employed  on  a  small  Daily. 
Excellent  opportunity  for  advancement. 
I  Write,  giving  full  background.  Box 
.  144,  iklitor  A  Publisher. 


TWO  INDIANA  WEEKLIES  (one  for 
'  farmer)  need  ad  director-salesman. 

I  Small,  friendly  town  (2.500)  but  ex¬ 
cellent  onportunitv,  earnings.  Rotary 
!  t>reea  Eastern  Indiana  Publishers, 
<  Knightstown.  Indiana. 


Editorial 


MANAGING  GSDITOR  growing  twin 
weeklies  in  Tennessee  college  industry 
I  tosm.  Desire  to  produce  good  papen 
I  mors  important  than  aga-axpsrisoea. 
I  Box  SMI,  Editor  A  PubUshar. 


Editorial 


BEGINNING  REPORTERS— Mala  and 
Female.  Jobs  available  from  Coast  ts 
Coast.  Sand  resumes,  location  prefer- 
anes.  availability  data.  Contact:  Bill 
McKee,  BIRCH  PERSONNEL,  67  B. 
Madison  St.,  Chicago  2,  Illinois. 
CB  6-5670. 

SPORTS  EDITOR— Reporter  for  six 
day  daily.  J-Sehool  grad,  preferred 
Good  starting  salary.  Write  full  details 
and  when  available.  Daily  Press, 
Artesia,  New  Mexico. 


COMPETENT  YOUNG  alert  newsman 
to  operate  news  bureau  in  city  of  8,000 
for  daily  of  24,000  circulation.  Give 
experience,  family  status,  photo  knowl¬ 
edge.  references.  Janesville,  Wisconsin 
Gaxette. 

(X)PY  EDITORS— Chart  Area  2— seeks 
three  master  craftsmen.  Sharp  pencils 
and  clear  heads  are  musts.  State  salary, 
education,  experience  and  full  particu¬ 
lars.  Box  3726,  Editor  A  Publisher. 

COPY  REIADER  opening  for  a  fast, 
accurate  man  with  Metropolitan  or 
medium-city  experience.  East  Coast 
A.M.  newspaper  offers  $144.00  for 
.37%  hours.  Excellent  working  conditions 
— ^many  opportunities.  Box  3725.  Editor 
A  Publisher. 


LOOKING  TOWARD  FUTURE 

Metropolitan  Newspaper,  Chart  Area  2, 
hoping  to  find  editors  of  tomorrow 
today.  We  plan  a  copy  desk  training 
program. 

Recent  college  graduates,  young  re- 
iwrters.  rewrite  men  wanted  for  well- 
paid  apprenticeship  and  subsequent  per¬ 
manent  rim  job.  Apply  ^x  3727, 
Editor  A  Publisher. 


;  REPORTER  — GENERAL  ASSIGN¬ 
MENT,  experience  important,  on  mid- 
!  western  afternoon  daily,  send  resume. 
'  examples  of  writing  to  Managing  Edi- 
!  tor,  Lancaster  Eagle-Gaxette,  Lancaster. 
Ohio. 


SPORTS — general  reporter,  some _ ex¬ 

perience,  permanent.  DAILY  NEWS, 
Worland,  Wyoming. 


SPORTS,  Wire  editor  for  small  city 
afternoon  daily.  Use  camera.  Bryan 
Times,  Bryan,  Ohio. 


SPORTS  WRITER,  young,  aggressive, 
for  10,000  prise-winning  dailv.  Write 
B.  P.  ^rlin.  The  News-Virginian, 
Waynesboro.  Va. 


EXPERIENCED  GENERAL  NEWS 
RCTOR'TER  (male).  Daily  in  New 
York  Metropolitan  area.  Box  127,  Edi¬ 
tor  A  Publisher. 


REPORTER  for  lower  Michigan  Daily 
— 25,000  class.  Excellent  Opportunity. 
Box  113,  Editor  A  Publisher. 


REPORTER  for  sports  and  general 
assignment  on  13.000  circulation  West¬ 
ern  New  York  Daily.  Journalism  train¬ 
ing  or  some  experience  preferred. 
Write,  including  references  and  salary 
I  exi>ectations.  to  Easton  Elliott,  Union- 
Sun  A  Journal,  Lockport,  New  York. 


REPORTER- WRITER 


I  For  Public  Relations  staff  of  one  of 
I  nation’s  foremost  industrial  firms.  Un- 
'  usual  opportunity  for  young  college 
I  graduate  with  3-5  years  newspaper  ex- 
I  perience.  (Thart  Area  3.  In  confidential 
letter  indicate  experience,  education, 
I  age,  and  salary  required.  Box  100. 
:  Editor  A  Publisher. 


10,000  CIRCULA’nON  DAILY  has  two 
I  openings.  Wire  editor,  sports-general 
assignment.  Write  Tom  Barnett.  News 
'  Editor,  Piqua  (Ohio)  Daily  Call. 
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Editorial 


SPORTS  WRITER  for  spcond  spot  in 
two-man  department  of  South  ^orida 
Daily.  Recent  journalism  graduate  or  ' 
young  man  with  limited  experience  ' 
preferred.  Interest,  enthusiasm  most 
important  requirements.  Afternoon,  | 
night  hours;  May  week.  $70  to  start.  ' 
Box  123,  Editor  &  Publisher. 


WANT  TO  BECOME  A  SUB-EDITOR 
on  medium  Texas  Daily  at  good  start¬ 
ing  salary  and  chance  to  go  to  the 
top 7  Prefer  man  from  region  9.  Also 
need  reporter.  Write  Box  107,  Editor  A 
Publisher. 


WOMEN’S  NEWS  REPORTER.  Expe¬ 
rienced  in  makeup.  Lake  Michigan 
Daily.  Good  pay,  working  conditions. 
Box  106,  Elditor  &  Publisher. 


YOUNG  REPORTER  for  a  small  Cen¬ 
tral  Pennsylvania  P.M.  Daily.  Variety 
of  assignmenta  Good  place  to  learn 
business.  Pennsylvanian  preferred.  $70 
a  week.  Send  resume.  Box  109,  Elditor 
A  Publisher. 


APPREJNTICB  REPORTER  wantnl  to 
cover  Congress  by  Washington,  D.  C. 
political  publication.  State  age,  experi¬ 
ence,  education,  past  salaries,  salary 
expected,  political  party  registration— 
if  none,  state  preference.  No  considera¬ 
tion  given  to  "party  indepenjlents.” 
Write:  Box  64.  Benjamin  Franklin 
Station,  Washington,  I).  C. 


HELP  WANTED 


Editoriai 


ALL’ROUND 

REPO  RTER.PHO'TOGRA  PH  ER 
'The  Hobbs  Flare 

Hobbs  New  Mexico  I 

CITY  EDITOR,  growing  Daily  in  j 
I.'i.OOO  city.  Chart  Area  7.  Cover  local, 
city  news  beat.  Wiil  pay  well  for  ca- 
INtble  young  man.  Box  161,  Ekiitur  &  ' 
Publisher.  | 


COPYREtVDER 

A  large  Metropolitan  morning  Daily 
in  Chart  Area  12  is  seeking  a  young, 
experienced  copyreader.  Scale  to 
$142.75  per  week  plus  liberal  fringe 
benefits.  Ideal  climate  and  recreational 
area.  Send  resume  to  Box  145,  Editor 
A  Publisher. 


DESK.MAN.  Excelient  op|>ortunity  for 
young  man  just  out  of  college  or  with 
a  couple  years  experience.  Goo<l  salary 
and  company  benefits.  Will  consider 
applicants  located  in  the  S.  E.  Send 
complete  resume  to  Personnel  Man¬ 
ager,  Savannah  Moming  News,  Savan¬ 
nah,  Georgia. 


EXPERIENCED  REPORTER  thriving 
50,000  Daily  Chart  Area  2.  Excellent  1 
l>ay,  5-day  week.  Prefer  midwesterner,  I 
BOuthwesterner;  city  desk  experience 
valuable.  Air-mail  complete  back¬ 
ground ;  references.  Box  157,  Editor  A 
Publisher.  | 


USE  EDITOR  &  PUBLISHER'S 
CLASSIFIED  ADVERTISING  PAGES 


HELP  WANTED 


Editorial 


EXPERIENCED  NEWSMAN.  Small 
Southern  Daily  needs  man  to  lead  and 
direct  local  staff  in  production  of 
news  and  feature*.  Competitive  situa¬ 
tion.  Good  working  and  living  con¬ 
ditions.  Send  details,  references  and 
salary  requirements.  Box  171,  Fklitor 
A  Publi.sher. 


MANAGING  AND  ASSOHATE 
EDITORS 

Needed  immediately;  one  managing 
editor  and  two  associate  editors — one 
with  the  ability  to  handle  technical 
subjects,  for  well-established  business 
magazinm  in  the  building  and  other 
fields.  If  you  really  mean  business, 
then  write  us  full  particulars.  The 
light  man  can  start  work  immedi¬ 
ately.  Box  143,  Eiditor  A  Publisher. 


MANAGING  EDITOR 
NA/ANTED . 


to  head  lOwman  tMlitorial  statf  of 
indeixmdent  Republican  daily  newtt* 
l>aper  in  Wisconsin.  T^e  man  we 
are  lookint?  for  must  be  fully 
qualified  through  experience  and 
duration  to  handle  the  editorials 
and  newH  Ktaff  in  this  community 
of  over  50,000. 

Six  night  a  week  oi»erRtion.  mo$l- 
em  plant,  progressive  manage' 
ment.  If  you  feel  you  are  quali* 
fled,  HiH>ly  in  confidence  to  Hox 
Eklitor  and  Publisher,  giving 
full  information  concerning  your¬ 
self  and  family.  We  will  take  our 
time  to  find  the  right  man — inter¬ 
views  will  be  arranged. 


HELP  WANTED 


free  Lance 


FREE  LANCERS:  Sail  your  photo*  to 
tho  hug*  hous*  organ  market.  4.060 
company  magasines  buy;  Payment  fraa 
$10  to  $100  for  singla  pictures  nnd  cap¬ 
tions.  Fre*  information.  Gebbie  Praas 
Picturea,  161  W.  48th,  N.Y.C. 


1  FREE-LANCE  writers,  photographera, 
who  want  to  produce  feature  material 
on  regular  baaia  aa  stringers  for  top- 
I  quality  trade  publication  in  farm  and 
I  industrial  imwer  equipment  field,  please 
I  send  brief  resume  to  Box  3604,  Editor 
I  A  Publisher. 


Mechanical 


I  OWNER  ABOUT  TO  RETIRE  wsnU 
an  energetic  manager  for  combination 
letterpress  and  offset  shop  in  con¬ 
junction  with  weekly  newspaper.  Man 
who  has  had  actual  work  both  htter- 
press  and  offset  and  who  can  take  his 
coat  off  and  help  if  needed.  Metro¬ 
politan  Boston.  Give  full  particulars 
and  salary  wanted  in  first  letter.  Box 
I  126,  Euitor  A  Publisher. 


PRODUCTION  MANAGER 


Excellent  opiiortunity  for  young 
man  with  proper  training  and  e.\- 
lierience  and  a  desire  to  rnilly 
do  a  job.  Will  be  given  full  re- 
sfionsibility  of  mechanical  altera¬ 
tion  on  one  of  the  largest  iiews- 
imiiers  in  Chart  Area  9.  Write 
giving  education,  experience,  refer- 
enres,  itersonal  characteristics,  sal¬ 
ary  expected,  etc. 

Box  163  Editor  A  Publisher 


Promtttion — Public  Relaliont 


"Market  Place  for  the  Newspaper  Industry" 

•  TO  BUY  OR  SELL  NEWSPAPER  PROPERTIES 

•  TO  HIRE  NEWSPAPER  OR  P.  R.  HELP 

•  TO  BUY  OR  SELL  MACHINERY  OR  EQUIPMENT 

•  TO  FIND  A  NEW  JOB  .  .  . 


Clip  and  mail! 

Editor  &  Publisher: 

Classified  Department 

1475  Broadway,  New  York  36,  Now  York 

Please  insert  my  classified  ad  for  insertions. 

(Count  30  characters  and  or  spaces  per  line) 

CLASSIFICATION: _  _ _ 

COPY:__ _ _ 


Assign  a  box  number  and  mail  my  replies  dailyl 

NAME  _ _ 

ADDRESS  _  .  _ 

CITY.  STATE _ 

Authorized  BY  . . . . . . . . . 

(For  Situations  Wanted  Ads,  Kindly  andosa  ramittanca  with  ordar — 
sea  Classifiad  Advertising  Rata  Box) 


I  I 

■  j 

■  i 

I  i 


MANAGING  EDITOR  caimble  of  ku- 
liervising  H-man  news  staff,  writing  | 
local  copy  and  some  editorials  for  i 
aggressive  afternoon  Daily  and  Sunday  . 
in  14,090  circulation  bracket.  Chart 
Area  7.  Live  college  town;  modern  1 
air-conditioned  plant.  Prefer  experi-  i 
enced  young  man  on  way  up.  Salary  | 
ni>en.  Box  160,  Editor  A  Publisher. 


MEN  AND  WOMEN  for  all  deiwrt- 
menta  of  Daily  newspapers  in  Chart 
Areas  6,  7,  8  and  Rocky  Mountain  i 
statea.  Write  fully.  Inland  Daily  Press  I 
Association,  7  South  Dearborn  Street. 
Chicago  3,  Illinois.  I 


REPORTER  for  large  ABO  W'eekly. 
Ctimera  experience  helpful.  The  I.,eader, 
Wildtvood,  New  Jersey. 


REPORTER.  Prefer  one  with  si>me  ex-  I 
I>erience  on  smaller  midweetern  Dailies,  i 
Write  Personnel  Department,  MORN¬ 
ING  STAR,  Rockford,  Illinois. 


SPORTS  EDITOR  for  .5200  Daily. 
Writer  with  enthusiasm  and  knowledge 
of  si>ort8.  Job  includes  small-city  beat. 
Good  sl>ot  for  recent  J-grad  or  others 
seeking  experience.  Write  qualifica¬ 
tions,  retiuired  salary  to  Paul  Har- 
baugh.  Managing  Editor,  CALL- 
LEADER,  Ikwood,  Indiana. 


SPORTS  WRITER.  Small-city  Virginia 
new8pa|>er  needs  young  man  to  cover 
scholastic  and  other  s|x>rts.  Experience 
preferred,  but  would  take  talented  be¬ 
ginner.  W.  J.  Missett,  News-Herald, 
Suffolk.  Virginia. 


TALENTED? 

If  so.  reply.  Two  young  reporters. 
Journalism  graduates  or  equivalent, 
needed  for  general  news  spots  on  lively 
AM  in  thriving  Southern  city.  Decent 
pay,  fringe  benefits.  Tell  all  in  first 
letter.  Box  140,  Editor  A  Publisher, 


TOP  REPORTER  for  tt^  medium 
Daily.  $130  for  37%  hour  week.  Box 
176,  Eklitor  A  Publisher. 


TOP  SPOTS 

Talent,  ambition  needed  to  fill  sports. 
Sunday  editors’  desks.  Right  men  will 
get  adequate  |>ay.  fringes,  satisfaction. 
Growing  AM  in  lively  Southern  City. 
Box  141,  Editor  A  Publisher. 


WOMEN’S  PAGE  EDITOR.  towTi  of 
25,000.  New  Mexico.  Ideal  working 
conditions,  excellent  hours.  Good  pay. 
Box  167,  Editor  A  Publisher. 


ADVERTISING  SALES  PROMO’nON 

Major  Mid-Western  newspaper  has  re¬ 
sponsible  position  open  for  Sales  Pro¬ 
motion-Public  Relations  man.  Must  be 
versatile  writer,  with  understanding  of 
production  techniques  for  all  media, 
and  experienced  in  press  relations  and 
community  relations  administration. 
Ability  to  translate  market  data  into 
intelligent  sales  presentation  materials 
essential.  Agency  and/or  newspaper 
promotion  experience  desirable.  Salary 
open.  Age  30  to  40.  Send  resume,  in¬ 
cluding  samples  demonstrating  compe¬ 
tence  to  Box  106,  Editor  A  Publisher. 


WRITER 


Can  you  siiecialize  in  developing  ideas 
which  are  unusual  and  unique?  Would 
the  challenge  of  "thinking”  iwsitively 
about  how  to  obtain  iniblicity  in  the  4 
metroi>olitan  Chicago  newspniiers  in¬ 
terest  you?  Would  you  like  to  bo  asso¬ 
ciated  with  an  internationally  famous 
service  organization?  If  so,  submit 
your  resume  today,  AiH>ly  for  a  |iosi- 
1  tion  where  you  mast  use  your  own 
initiative.  We  need  an  Individual  who 
is  a  self-starter.  We  have  excellent 
benefits,  including  group  insurance,  re¬ 
tirement  plan  and  20  days'  vacation 
after  one  year  of  service.  Starting 
salary  of  $5,300  to  $5,700,  de|>ending 
on  background.  Don’t  wait !  Writs 
today ! 

Box  177  Eklitor  A  Publisher 


Salesmen 


NATIONAL  SPACE  SALESMAN,  be- 
ginner,  national  representatives  in  New 
York  City.  Some  retail,  classified  or  na¬ 
tional  sales  experience.  25-30  years  old; 
veteran;  married;  college  optional. 
Salary  open.  Resume  to  Box  117,  Edi¬ 
tor  A  Publisher, 


SALESMAN  take  charge  Advertising 
Department.  Chart  Area  3.  $70  start. 
Accept  beginner.  Write  Box  166,  Editor 
A  Publisher. 


INSTRUCTION 


Linotype  School 


OHIO  LINOTYPE  SCHOOL 
LOGAN  4.  OHIO 
Linotype.  Intertyp*  Instruction 
Free  Information 
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SITUATIONS  WANTED 


The  employer's  guide  .  .  .  from  trainee  to  executive  personnel. 


Adminislralive 


EXPEKIENCED  NEWSPAPER  EX¬ 
ECUTIVE,  former  Advertiting  Direc¬ 
tor  of  mersed  Metropolitan  newspaper. 
{Excellent  work  record  and  references, 
irood  reputation,  capable  of  handlinK 
top  manacement  assiKninent.  Hiirhlj 
competitive  market  experience.  Resume 
on  request.  Box  3S48,  Editor  A  Pub¬ 
lisher. 


This  man  ‘tops’  the  list  in 

...MANAGEMENT  ABILITIES... 

Splendid  success  record.  Now  as¬ 
sistant  to  small  Publisher.  Seeks 
greater  responsibilities  and  chal¬ 
lenge  I  Graduate  college  level. 
Thoroughly  newspaper  experienced. 
Excellent  health.  Peraonable.  Fam¬ 
ily.  Sober.  Trustworthy.  South 
preferred.  Weekend  interview  any¬ 
where.  Absolute  secrecy  t  Box 
3600,  Editor  A  Publisher. 


PRODUCTION  MANAGER 

Mechanical  Superintendent — top-flight, 
experienced.  Beet  of  references.  Geo¬ 
graphic  location  not  important.  Box 
122,  Editor  A  Publisher. 


MAN  FRIDAY :  Newspaper  back-  ] 
ground,  lawyer,  supervisory  poets  with  I 
Justice  Department,  and  now  Labor  i 
Department;  middle-aged  maturity  for  I 
reeiwnsibility.  Box  136,  Editor  A  Pub¬ 
lisher. 


Circulation 


CIRCULA'nON  MANAGER,  10  years 
experience.  Age  30,  large  and  small  , 
Daily  experience.  Seeking  Circulation 
Managers  or  Directors  job  on  medium  I 
or  large  Daily.  Above  average  job 
record,  references.  Write  Box  372».  I 
Editor  A  Publisher. 


CTRCULATION  MANAGIHt  desires  to 
locate  Sotithwest.  Area  10.  Twenty 
years  experience  in  sales,  personnel,  i 
distribution,  little  merchant  plan,  or¬ 
ganization,  records  and  procedures. 
Will  consider  Assistant  Manager.  Write  | 
Box  102,  Eklitor  A  Publisher, 


LITTLE  MERCHANT  SPBCIAUST 
14  years  exi>erience  on  highly  success¬ 
ful  Morning-Evening  A  Sunday  oper¬ 
ation.  Write  Box  241,  Dubuque,  Iowa. 
Phone  58  3-3362. 


Advertising  Rates 

CLASSIFIED 

Ua*  RoHs  EACH  CONSECUTIVE 
laserHoa 

SITUATIONS  WANTED  (Payabit  with 
ordar)  4  tiaies  @  55c  per  line  each 
intertion;  3  tiaies  ®  70  c;  2  •  80c; 
1  •  95c.  Add  25c  for  Box  Servict. 

JOB  APMICANTS  may  have  a  supply 
of  printed  employment  application  forms 
by  tending  telf-addressed  8c  stamped 
envelope  to  E&P  Clattihed  Dept. 

ALL  OTHER  CLASSIFICATIONS: 
4  thnet  S  $1.00  per  line  each  intertion; 
3  timet  9  $1.15;  2  timet  9  $1J0;  1 
time  9  $1.45  per  line.  3  line  minimum. 
Add  2Sc  for  Box  Service. 

01.00  SERVICE  CHARGE  FOR  AIRMAIL 

DEADLINE  FOR  CLASSIFIED  AD¬ 
VERTISING.  Wodnosdoy,  2  p.ni. 
Count  30  units  per  line,  no  abbreviathms 
(add  1  line  for  boa  information).  Bor 
hofden’  identities  held  in  strict  con- 
Idcnce.  Replies  mailed  daily.  Editor  A 
Publisher  reserves  the  right  to  edit  all 
copy. 


DISPLAY  RATES 


Aiatt 

1 

6 

13 

26 

52 

Lintt 

Tint 

Tina 

Tiaa 

Tinti 

Tiaa 

564 

$560 

$476 

$448 

$414 

$370 

282 

320 

272 

256 

237 

211 

141 

190 

161 

152 

140 

125 

70 

U5 

98 

92 

85 

75 

35 

70 

60 

56 

52 

46 

Editor  &  Publisher 

1475  Broadway,  N.  Y.  34,  N.  Y. 
Pkooo  BRyant  9-30S2 


EDITOR  at  PUBLISHER 


Circulation 


CIRCULA'nON  MANAGER  will  relo-  I 
cate.  Available  at  once.  Sixteen  yean  I 
all  type  of  circulation.  Top  references  ' 
and  proven  record.  Age  46 ;  family  I 
man.  Know  ABC  and  Little  Merchant  j 
Plan.  Will  and  can  imi>rove  depart¬ 
ment.  P.  O.  Box  12552,  St.  Peters-  ! 
burg  33,  Florida.  j 


j  TWENTY-EIGHT  YEARS’  EXPERI¬ 
ENCE.  Seventeen  years’  present  iKwi-  { 

I  tion  Circulation  Manager  large  I^ily-  I 
•  Sunday  with  3,000  home  delivery  newa- 
1  paper  boys.  Paper  has  shown  terrific 
:  circulation  gains  during  this  time.  In-  ! 
i  telligent,  qualified,  flexible  and  ade¬ 
quate  for  any  situation.  Top  A-1  refer-  j 
ences.  Box  164,  Editor  &  Publisher.  | 

Clattified  Advertising 


CLASSIFIED  MANAGER  with  20  years 
successful  experience  on  second  papers  ' 
In  highly  competitive  markets  looking  ! 
for  last  assignment.  Salary  secondary  to  i 
challenging  opportunity  with  pleasant 
associates.  Production  and  character  ; 
references  above  average.  Box  3734,  ' 
Elditor  A  Publisher. 


Display  Advertising 


AD  DIRECTOR,  proven  sales  producer,  ; 
high-quality  business  and  personal  | 
record;  32,  newspaper  trained,  aggres-  : 
sive,  ability  to  direct  and  sell ;  desires  i 
opportunity — position  with  newspaper.  I 
agency  or  company.  Box  112,  Eklitor  A 
PubliMier.  , 


DISPLAY  SALBISMAN  -  MANAGESt, 
good  on  selling,  layout,  copy,  serv¬ 
icing,  promotions,  with  consistent  in¬ 
creases  in  linage  each  year.  Small  Daily 
and  Metropolitan  experience.  College 
graduate.  Replies  confidential.  Box  134, 
Editor  A  Publisher,  i 

EXPE3RIENCED  YOUNG  AD  SALES-  | 
MAN  (34).  Strong  on  layout,  sales.  : 
service.  7''a  years  on  go^  Midwest 
Ass’n.  Dailies.  Top  references.  Want  ' 
Ohait  Area  12.  Available  anytime.  Box 
150,  Eklitor  A  Publisher,  i 


Editorial 


EXEXXT’nVB  EJDI’TOR,  TELEGRAPH  i 
or  Nevra  Desk.  Broad  background.  { 
"Senior  Citizen.”  No  plodder.  Salary  ; 
open.  Box  3630,  Eklitor  A  Publisher.  ‘ 


REPORTER- WRITER,  7  years  t<«>- 
level  nevrspaper-magazine  experience  : 
seeks  new  spot  editorial,  public  rela-  | 
tions,  related  field.  Young  woman  with 
heavy  news,  feature  and  business-fi¬ 
nancial  writing  background.  Box  3626,  ; 
Eklitor  A  Publisher. 


FEATURE  WRITER.  38.  degree,  wants 
work  where  time  standards  permit  ex¬ 
haustive  reporting  of  significant  news, 
clear  writing,  painstaking  editing.  Pre¬ 
fer  California  coast.  Now  employed. 
Box  3608,  Editor  A  Publisher. 


AVAILABLE  I  Services  of  young,  tal¬ 
ented  sports  writer-editor  with  two 
years  Daily  newspaper  experience. 
Thrives  on  hard  work,  pressure.  Box 
3743,  Eklitor  A  Publisher. 


DEISKMAN — Fast,  accurate,  experi¬ 
enced.  Former  small  daily  editor, 
swingman  50.000  a.m.  Prefer  Areas 
1,  2.  Box  3737,  Elditor  A  Publisher. 

EDITOR.  38.  12  years’  daily  work,  seeks 
Dost  on  weekly  in  Mt.  states.  Has 
slight  asthma.  News,  features,  edi¬ 
torials.  Box  3713,  Eklitor  A  Publisher. 


EDITORS  &  REPORTERS  ** 

National  clearing  house  for  competent 
personnel  coaat-to-coast  at  no  charge 
to  employer.  Phone.  Write  or  Wire 
HEADLINE  PERSONNEL  (Agency) 
56  W.  45  St..  New  York.  Oxford  7-6728 


COMPETENT  SPORTS  REPORTER. 
Five  years  experience.  Seeks  spot  large 
or  Metropolitan  Daily.  Excellent  knowl¬ 
edge  of  minor  collegriate  sports.  Top 
references.  30,  married.  BA  Journal¬ 
ism.  Handle  make-up.  desk,  column. 
Box  182,  Eklitor  A  Publisher, 

for  September  24,  I960 


Editorial 


Tliis  is  a  terminal  appeal  by  a  youngish 
(S6)  veteran  of  24  years  in  the  business 
who’s  darn  near  ready  to  give  up  and 
go  into  television. 

Somewhere  there  must  be  a  publisher 
who  wants  a  man  dedicated  to  quality, 
a  good  writer,  an  internationally  pub-  j 
lished  p)K>toimii>her,  a  journeyman  ' 
printer,  an  ex-teaclier. 

I  want  out  of  $8,500  bureau  chief’s  ! 
job  with  backward  metro  and  into  i 
challenging  spot,  preferably  with  west¬ 
ern  paper  in  university  city.  I  can  fix 
up  your  photo  department  or  your  ; 
feature  desk.  Interview  your  conveni¬ 
ence,  samples  if  you  wish.  Box  3716,  ' 
Eklitor  A  Publisher. 


OORRESSPONDEINT,  15  years  in  Wash¬ 
ington,  offers  economics-labor-|>olitical 
column.  Feature  coverage  also.  White 
House  credentials.  Box  115,  Eklitor  A 
Publisher. 


MANAGING  EJDITOR  position  wanted,  | 
small-medium  Daily.  Eleven  versatile  i 
years  news  writing,  most  200,000  cir-  I 
culation  class,  three  years  13,000-20,000.  | 
Administrative  ability.  Excellent  ref-  • 
erences.  ’Thoroughly  grounded  in  South,  i 
immediately  adapt^le  other  areas.  Age  | 
36,  family.  Sober,  dedicated.  Box  129.  i 
EklHor  A  Publisher. 


TEN  YEARS  EXPERIENCE  in  U.  S. 
Marine  Corps  as  Information-editorial 
specialiat,  newswriter,  photographer, 
copyreader,  rewrite  man,  some  sports. 
Going  on  open  market  November  Ist.  ! 
Elxcellent  references  from  working  edi-  j 
tors.  Steady,  d^rendable  but  aggres-  ! 
sive.  Seek  Daily  or  top-notch  Weekly  < 
opening.  Chart  Area  6,  7,  8.  Box  103,  i 
Editor  A  Publisher, 


WIRE  EXHTOR  —  fine  background. 
Fifteen  years  in  news,  advertising.  Top 
references.  Start  $100  weekly.  Box  104, 
Editor  A  Publisher. 


WIRE-NEWS  EDITOR,  experienced  all 
phases.  Knowledgeable.  competent, 
steady.  Now  on  40,000  Daily.  Box  110, 
Eklitor  A  Publisher. 


AWARD  WINNER 

Eklitorial  page  editor-writer  available. 
Informed,  level-heeded,  conservative, 
world-traveled.  Light  and  heavy  touch. 
Box  178,  Eklitor  A  Publisher. 


EDITOR-REPOR’TER- WRITER 
Five  years’  solid  experience.  Seeks 
challenging  job  on  California  Daily 
or  Weekly.  Journalism  graduate ; 
married.  Bo.x  173,  Eklitor  A  Pub¬ 
lisher. 

EDI’TORIAL  ARTIST.  Experienced 
,  and  tops  in  layout — retouching — illus- 
I  trating.  Desires  position.  Box  146.  Ekli¬ 
tor  A  Publisher. 


EXPERIENCED  EDITOR-REPORTER, 
i  34,  family,  seeks  reei>onsible  iwsition 
Southeast.  Box  153,  Eklitor  A  Pub- 
I  liaher. 


I  FA'THEai  OF  EXJUR.  now  employed. 

I  Thirteen  years’  experience  reporting, 

I  editing,  writing.  Metropolitan  Daily- 
j  Weekly  newspaper,  sports,  crime,  fea¬ 
tures,  technical  fields.  Vast  experience 
in  oil-gas  exploratory-development  area. 

I  (Columns.  editorials,  proofreading, 
j  proofroom  supervision,  iiersonnel  hir¬ 
ing.  Some  advertising.  Excellent  refer¬ 
ences.  Minimum  starting  salary  $425- 
$475  monthly.  Community  with  Catho- 
I  lie  schools.  Reply  Box  162,  Eklitor  A 
!  Publisher. 

HUSBAND-WIFE  TEAM,  now  man- 
'  aging  prize-winning  Weekly,  desires 
I  switch  to  Ektstem  Ontario  or  Chart 
Areas  1,  2  or  6.  Weekly,  Daily  or 
I  public  relations.  Ten  years’  experience 
,  in  all  three  fields;  tops  in  photog- 
i  raphy.  Both  Journalism  graduates.  Box 
133,  EMitor  A  Publisher. 


IS  THIS  WHAT  YOU  NEED? 

A  wire  editor  in  step  with  national 
and  world  affairs;  expert  in  layout, 
pictures,  profiles,  interpretives.  Now 
employed.  Box  179,  Eklitor  A  Publisher. 


Editorial 


UNE  MAN  can  handle  any  ol  these 
five  jobe—managing  editor,  wire  edi¬ 
tor,  A-1  reporter,  education  or  amuse¬ 
ment  editor.  BA,  MS,  LLB  degrees. 
Box  165,  Eklitor  A  Publisher. 


PHOTOGRAPHER  -  DARK  ROOM 
riaCHNICIAN.  Five  years  experience 
color  A  black  and  white.  Now  em¬ 
ployed  as  sole  photographer  on  28,000 
Daily.  Want  job  with  future.  Bo.x 
170,  Editor  A  Publisher. 


REIPORTEIR— three  years’  experience 
police  beat,  camera,  darkroom,  layout. 
College  graduate;  veteran.  Seeks  stim¬ 
ulating  spot  on  Daily  in  Chart  Area 
1  or  2.  Box  142,  Elditor  A  Publisher. 


SAN  ETIANCISOO  NEWSMAN,  expe¬ 
rienced,  wants  Bay  area — regular  or 
spot  assignments.  Specialist  industry 
and  finance.  References.  Box  151,  Ekli¬ 
tor  A  Publisher. 


SEEK  EXECrmVB  POST,  editorship 
small-medium  Daily,  accent  on  local 
news.  Elleven  years’  all  phases,  sports 
editor  small  Daily;  now  on  Metropoli¬ 
tan  sports  staff.  Background  includes 
community  affairs.  Hard  worker  with 
initiative,  ideas.  Box  172,  Eklitor  A 
Publisher. 


VETTERAN  NEWSMAN,  31.  prize¬ 
winner.  (k>ilege,  cameras,  car,  go  any¬ 
where.  224  Momingside  S.  E.,  Albu¬ 
querque,  New  Mexico.  ALpine  6-8683. 


YOUNG  PHOTOGRAPHEJR  seeks 
move.  Prefer  Chart  Area  6 — will  con¬ 
sider  others.  Single.  $1,200  personal 
equipment.  Box  149.  Eklitor  A  Publisher. 


Mechanical 


MECHANICAL 

SUPERINTENDENT 

Thoroughly  experienced  in  all  phases 
of  mechanical  operations.  Will  reply 
to  large  or  medium  operations.  Box 
124,  Eklitor  A  Publisher, 


CXJMPETEJNT  35-YE:AB  OLD  FAMILY 
MAN  seeks  Pressroom  E'oremanship. 
Sixteen  years’  experience  press-stereo 
color.  Any  location  with  opportunity. 
Box  158,  Eklitor  A  PuWi.sher. 


SUPERINTENDEan'  experienced  in 
all  phases  of  news|>aper  and  magazine 
production.  College  background  in 
plant  expansion  and  production  con¬ 
trol.  Know  'ITS,  Fotoeetter,  Linofilm 
method.  Seeking  permanent,  challeng¬ 
ing  position.  All  replies  confidential. 
%x  156,  Eklitor  A  Publisher. 


Public  Relations 


DAILY  EU)ITOR.  24.  quitting  routine  of 
small  paper  in  North  West  Ohio,  seeks 
Northern  Ohio  ixMition.  Versatile,  man¬ 
aging  initiative,  resourceful,  strong  in 
public  speaking,  display,  photography. 
References,  samples.  Short  notice  in¬ 
terview.  Box  3621,  Eklitor  A  Publisher. 


PUBUC  RELATIONS— We  have  hun¬ 
dreds  of  publicity,  public  rslations 
and  employee  communications  paopis 
on  file.  Send  us  your  job  specs.  Wa’ll 
send  you  resumes  to  match.  Contact; 
Bill  McKsa,  BIRCH  PERSONNEL,  67 
E.  Madison  St.,  Chicago  2,  Illinois. 
CE  6-6670. 


WIRE  SERVICE  MAN.  nine  years’  e.x- 
perience,  seeks  public  relations  or  pub¬ 
lications  writing-editing  job  with  fu¬ 
ture.  Journalimn  graduate,  33;  mar¬ 
ried.  veteran.  Box  154,  Eiditor  A  Pub¬ 
lisher. 


Salesmen 


SEIASONED  ADVEamSING  MAN,  ex¬ 
perienced  in  sales  for  industrial  pa- 
l>ers,  magazines  and  syndicated  serv¬ 
ices.  seeks  position  Metropolitan  area 
selling  to  manufacturers  and  agencies. 
Minimum  salary  $10,000.  Write  to: 
Richard  M.  Hanlon,  Poet  Office  Box 
I  1193,  Indianapolis  6.  Indiana 
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THE  FOURTH  ESTATE 


By  Trent 


Shop  Talk  at  Thirty 

By  Robert  U.  Brown 

Press  Blamed  Again 


The  period  of  a  national  elec¬ 
tion  is  always  “open  season”  on 
the  press.  It  will  be  blamed  for 
everything — and  usually  is. 

The  latest  episodes  are  in¬ 
volved  with  the  religious  issue 
which  almost  every  responsible 
person  says  should  not  exist  but 
which  is  kept  alive  nonetheless. 

Now  it  is  Dr.  Norman  Vincent 
Peale  who  is  blaming  the  press 
for  distorting  news  of  the  Sept. 
7  meeting  in  Washington  which 
caused  so  much  furor  by  its 
statement  on  religion  and  poli¬ 
tics. 

Two  newspapermen  who  wrote 
in  protest  to  Dr.  Peale  have 
sent  us  the  letters  received  from 
him  in  reply.  They  are  identical 
form  letters  apparently  sent  to 
everyone  who  wrote  to  the 
clergyman. 

The  letter  explained  the  pur¬ 
pose  of  the  meeting  he  attended 
and  added: 

“However,  the  meeting  was  in¬ 
vaded  by  reporters  who  distorted 
its  purpose  and  gave  a  very 
false  and  distressing  picture  of 
my  own  personal  relationship 
to  the  matter.”  Then  it  included 
the  text  of  the  telegram  he  sent 
disassociating  himself  from  the 
group  and  added: 

“I  am  a  bit  shocked  by  the 
intensity  of  your  remarks  to 
me,  which  I  doubt  would  have 
been  the  nature  of  your  state¬ 
ment  had  you  understood  fully. 
I  realize  that  the  newspaper  ac¬ 
count  which  stimulated  your  re¬ 
marks  gave  you  an  unhappy, 
and,  as  I  say,  wrong  conception.” 

Accompanying  that  letter  was 
the  text  of  another  form  letter 
Dr.  Peale  sent  to  every  organi¬ 
zation  with  which  he  had  a 
speaking  date  cancelling  the 
engagement.  In  it  Dr.  Peale 
commented : 

“However,  the  newspapers  dis¬ 
torted  the  true  intent  and  mean¬ 
ing  of  this  meeting,  and  further¬ 
more,  singled  me  out  for  very 
unfavorable  publicity.  As  a  re¬ 
sult,  I  find  myself  in  a  highly 
controversial  situation.” 

Dr.  Peale  has  enjoyed  excel¬ 
lent  relations  with  the  press  in 
the  past.  It  is  unusual  for  him 
to  make  a  charge  of  this  kind. 
As  far  as  we  know,  no  other 
clergyman  who  attended  the 
Sept.  7  meeting  has  made  a 
similar  assertion. 

*  *  * 

In  April  Senator  Kennedy 
delivered  a  major  address  to 
the  American  Swiety  of  News¬ 
paper  Editors  frankly  discuss- 
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ing  his  religion  and  politics. 
E&P  editorially  called  it  a 
“forthright  speech”  for  which 
he  was  “applaude<l  vigorously 
by  the  editors.” 

But  E&P  was  also  proi)hetic 
in  its  editorial  conclusion  at 
that  time: 

“The  label  of  over-emphasis, 
however,  regardless  of  whether 
or  not  it  is  true,  has  been  tagged 
on  the  press  and,  we  believe, 
will  continue  to  plague  the  press 
throughout  the  campaign  re¬ 
gardless  of  its  future  perform¬ 
ance  in  this  area.” 

Two  other  letters  received  this 
week  illustrate  the  point.  One 
blames  newspapers  for  going 
too  far  on  this  issue  and  the 
other  criticizes  them  for  not 
going  far  enough. 

The  first  from  a  public  rela¬ 
tions  man  in  New  York  City 
says  be  dislikes  “the  religious 
acrimony  of  this  campaign,”  but 
submits  that  “to  a  large  extent 
newspaper  silence  is  a  cause  of 
non-Catholic  venom.  Newspapers 
have  been  loathe  to  criticize 
clerics  in  their  editorial  columns; 
some  papers  in  their  letter  col¬ 
umns  as  well.  As  a  result  normal 
and  legitimate  criticism  is  bot¬ 
tled  up  and  spreads  like  a  cancer 
from  the  sore  point  to  associated 
objects,  and  finally  becomes 
vicious  venom.” 

We  fail  to  see  how  editorial 
criticism  of  “clerics”  would  con¬ 
tribute  to  peace  and  quiet  in  this 
area  but  this  gives  an  idea  of 
how  newspapers  can  Iw?  criticized 
for  almost  anything. 

The  second  letter  is  from  a 
newspaperman  in  Southern  Cali¬ 
fornia  who  says  “this  Presiden¬ 
tial  campaign  is  making  me 
ashamed  of  my  profession.” 

He  continues : 

“I  sincerely  believe  the  .so- 
called  religious  issue  is  being 
blown  skyhigh,  not  merely  by  the 
professional  bigots,  but  by  news¬ 
papers  across  the  country. 

“This  issue  is  certainly  not 
one  to  be  kept  under  wraps  as 
if  it  didn’t  exist  ...  It  is  the 
responsibility  of  the  press  to 
report  the  news.  That  Kennedy’s 
religious  view  is  news  cannot 
be  denied.  How  it  became  a 
nation-wide  talking  point  is  an¬ 
other  story.  The  spark  was  there. 
Newspapers  fanned  it  into  a 
shameful  holocaust.” 

Later  he  asks  if  the  “issue” 
isn’t  “merely  the  warped  prod¬ 
uct  of  bigoted  minds  played  out 
of  proportion  by  an  irresponsible 
press?” 


If  it  is  the  responsibility  of 
the  press  to  report  the  news  and 
it  is  conceded  that  Kennedy’s 
religious  view  is  news,  how  can 
the  press  be  called  irresponsible 
for  reporting  that  news? 

It  is  entirely  possible  that 
.some  times  in  some  places  that 
news  has  been  over-emphasized. 
Opinion  on  that  will  vary  ac¬ 
cording  to  the  private  convic¬ 
tions  of  the  readers. 

It  is  also  possible,  as  our 
letter-writer  protests,  that  re- 
lK)rters  ask  too  many  questions 
of  Kennedy  about  his  religion 
and  no  one  asks  Nixon  about  his 
Quaker  faith.  But  it  is  our  esti¬ 
mate  that  much  more  than  90% 
of  the  news  on  this  subject 
arises  from  someone  making  a 
speech  or  some  organization 
issuing  a  statement  which  must 
be  reported  and  is  not  the  result 
of  a  newspaper  query. 

We  come  back  to  E&P’s  com¬ 
ment  of  almost  five  months  ago : 
No  matter  how  newspapers 
comport  themselves  during  the 
campaign  on  this  topic  they  are 
going  to  be  criticiz^  by  some¬ 
one  for  something.  It  cannot  be 
avoided  in  such  an  emotionally 
explosive  controversy. 

• 

Editors  Promoted 
Oil  Albany  Paper 

Albany,  N.  Y. 

In  changes  announced  by  Gene 
Robb,  publisher,  Daniel  E.  But¬ 
ton,  editor  of  the  editorial  page, 
was  named  executive  editor  and 
chief  executive  of  the  Times- 
Union  editorial  department. 

John  J.  Leary,  for  the  last 
two  years  Sunday  editor,  was 
named  managing  editor,  suc¬ 
ceeding  Albert  J.  Bearup,  named 
associate  editor.  Barnett  Fowler, 
city  editor,  has  been  given  the 
additional  duty  of  Sunday  editor. 


N.Y.  News  Buys 
Into  FM  Station 

A  new  association  was  formed 
this  week  between  the  Concert 
Network  and  the  New  York 
Daily  News.  F.  M.  Flynn,  presi¬ 
dent  of  the  News,  and  T.  Mit- 
chel  Hastings  Jr.  president  of 
Concert  Network,  announced  an 
agreement  whereby  the  News 
h^  purchased  an  interest  in 
WNCN,  the  Concert  Network  s 
FM  broadcasting  station  in  New 
York.  The  News  and  Concert 
Network  will  be  partners  in  the 
ownership  and  management  of 
the  station. 

Concert  Network  owns  three 
other  FM  stations,  in  Boston, 
Hartford  and  Providence,  in 
addition  to  WNCN.  It  also  has 
affiliated  stations  in  the  east 
from  New  Hampshire  to  Wash¬ 
ington,  D.  C.  It  has  been  widely 
praised  for  its  programming  of 
quality,  high  fidelity  music. 

The  management  of  the  News’ 
television  station,  WPIX,  will 
represent  the  News  in  operation 
of  WNiCN.  ' 

In  commenting  on  the  acqui¬ 
sition,  Mr.  Flynn  stated:  “There  4 
is  much  promise  in  the  now 
rapidly  expanding  FM  broad¬ 
casting  field.” 

The  New  York  Times  and  the  | 
New  York  Herald  Tribune  also 
have  radio  station  interests. 

• 

Religious  Copy  Out 

Dallas,  Tex. 

Political  advertising  which  re¬ 
fers  to  religion  will  not  be  ac¬ 
cepted,  the  Dallas  Times  Herald 
announced  this  week.  The  action, 
said  James  V.  Lovell,  newspaper  ^ 
ad  executive,  is  an  extension  of  ^ 
the  paper’s  historic  policy  of 
rejecting  church  ads  which  are 
critical  of  any  denomination.  ; 
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IS  ALWAYS 
RIGGED ! 


THE  STORY  IS  IN  A  NEW  BOOKLET 


Published  specially  for  businessmen,  this  booklet  has 
facts  and  figures  showing  how  such  spending  affects 

Printed  in  U.S.A. 


Wherever  the  federal  government  gets  into  business, 
it  starts  with  built-in  advantages— subsidies  and 
various  kinds  of  exemption  from  taxes. 


Thoughtful  people— and  particularly  businessmen 
who  have  to  compete  on  a  handicapped  basis- 
wonder  if  this  is  constructive  in  any  way— or  simply 
destructive  of  American  business  enterprise. 


An  example  is  the  federal  government’s  venture 
into  the  electric  light  and  power  business.  Proponents 
of  federal  “public  power”  boast  that  its  rates  are 
lower  than  those  of  the  independent  electric  com¬ 
panies.  And  at  the  same  time,  they  insist  on  preserv¬ 
ing  the  special  status  that  makes  those  rates  possible. 


Federal  power  systems  pay  no  federal  income 
taxes  and  little  or  no  state  and  local  taxes— con¬ 
trasted  with  investor-owned  systems,  which  produce 
23  cents  in  taxes  out  of  every  dollar  of  revenue. 
In  fact,  federal  “public  power’s”  plants  and  lines 
were  paid  for  by  more  than  $5,000,000,000  in  tax¬ 
payers’  money.  And  the  spending  of  many  billions 
more  is  proposed ! 


your  costs,  prices  and  profits.  And  how  unnecessary 
it  is,  when  the  hundreds  of  independent  companies 
are  able  and  ready  to  fill  the  nation’s  ever-growing 
power  needs.  Please  send  the  coupon  below  for  your 
free  copy.  It  will  be  mailed  promptly. 


AMERICA’S  INDEPENDENT 
ELECTRIC  LIGHT  AND  POWER  COMPANIES 


POWER  COMPANIES 

Rmhi  1130-R,  1271  A«t.  af  the  Americas 
New  Verk  20,  N.  V. 


Please  send  promptly  the 
material  checked  below, 
without  charge: 


□  How  Federal 

Government  Electricity 
.\ffects  the  Businessman 


U  Names  of  the  companies  that  sponsor  this  message 


NAME 


( Ple0»e  print) 


ADD 


ZONE  STATE 


CITY 


Scripps- Howard  Ernie  Pyle  Memorial  Award 
for  Newspaper  Writing 

during  the  year  1960  most  nearly  exemplifying  the  style  and  craftsmanship 

of  ERNIE  PYLE 

Competition  for  $1()()()  cash  award  and  medallion  phujiie  open  to  newspapermen  on  all  V.  S.  newspapers. 
19()()  Entry  Deadline  .  .  .  Deeember  1.  Siihmit  entries  .  .  .  elippings  or  tearsheets  of  work 
published  during  19(>0,  plus  biographieal  sket(*li  of  candidate  to: 


SCRIPPS-HOWARD  NEWSPAPERS 

230  Park  Avenue,  Hew  York  17,  H.  Y. 


iiRNlE  PYLE 
MEMORIAL 
AWARDS 


Give  light  and  the  people  will  find  their  own  way. 


